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ll FOREWORD

Qatar's entrepreneurs play an influential
role in the economic growth of the country
in a sustainable and inclusive manner. Our
entrepreneurs are often the source of innovative
|ICT-enabled solutions that make a long-lasting
impact on our economy, and they are an
essential source of new job growth, especially
for our youth. To foster an entrepreneurial
society, we must understand the attitudes,
skills, and behavior that drive creativity and
innovative thinking among our citizens and
residents so that we can nurture, support, and
\ _ empower our entrepreneurs.

The Global Entrepreneurship Monitor (GEM)
plays a vital role in providing insight into the
level of entrepreneurial activity in Qatarand how
we compare as a nation to regional and global
economies. Over the course of two decades,
GEM has made substantial contributions
to the understanding of entrepreneurship
across the globe. Each year, experts across
economies come together, share ideas, and
collect the data required for the GEM study.
This involves representative surveys among
the adult population as well as surveys among
each economy’s experts in entrepreneurship.
In 2019, Qatar is among 50 world economies
completing the Adult Population Survey (APS)
and 54 participating in the National Expert
Survey (NES).

Qatar Development Bank (QDB) has been at
the forefront of developing and empowering
Qatari  entrepreneurs and innovators to
contribute to the diversification of the Qatar
economy through successful small and medium
enterprises. The team at QDB is privileged to
have been the lead institution responsible for
Qatar’s participation in GEM 2019. The results
of ourhard work and dedication in coordinating,
collecting, and analysing 3,063 surveys with
residents of Qatar and 54 interviews with
‘entrepreneur experts’ is evident in the GEM
Qatar National Report 2019, which tracks
results over four consecutive years starting
from 2016.

The GEM 2019 results clearly show there is a
strong entrepreneurial spirit in the population,
with three in every four Qatar residents seeing
good opportunities to start a business. Seeing
good opportunities is a crucial first step on
the entrepreneurial journey. Three in four
Qatar adults also believe they have the skills,
knowledge, and experience to start their own
business, and two in three adults believe it is
easy to start a business in the area where they
live. One in every two adults expects to start
a business within the next three years. Among
those who have started a business, more than
half expect to contribute to economic growth
by adding six or more jobs in the next five
years.

This entrepreneurial potential in the population
is equally strong among men and women.
While women lag significantly behind men
in other economies in their involvement in
entrepreneurial activity, in Qatar, the TEA
(Total early-stage Entrepreneurial Activity)
rates are equal between men and women. This
demonstrates that the efforts made to achieve
gender equality within the country have been
successful, and women have a strong and
robust role in our economy.



Qatar is also ranked in the third position on
the National Entrepreneurship Context Index
(NECI) and performs well on the 12 framework
conditions. Recent economic reforms related
to labour laws, privatization, special economic
zones, and higher foreign ownership limits
have made it easier to invest and operate in the
country and has stimulated entrepreneurship
activity. An example of a successful economic
reform is the Entrepreneurship Leave Program
(ELP) led by QDB in cooperation with the
Ministry of Administrative Development,
Labour and Social Affairs. The Program aims
to foster a culture of entrepreneurship among
Qatari government employees and stimulates
an entrepreneurial climate in the country.

Many organizations, public and private, are
working towards creating an ecosystem where
young people are supported and motivated
to channel their innovation and creativity into
building a sustainable society by transforming
business ideas into successful enterprises. The
focus is directed towards encouraging young
people to think creatively and to transform their
ideas and concepts into viable businesses. The
initiatives are designed to provide youth with
the necessary support and skills required to
help them incubate their ideas and ultimately
contribute to economic diversification through
the growth of the private sector.

| would like to thank everyone involved in GEM
2019 for their invaluable contribution. QDB
is committed to continuing to understand
the social, cultural, and political context of
entrepreneurship in Qatar and the extent to
which our entrepreneurs are accepted and
supported so that we can inform policies and
develop a robust entrepreneurship ecosystem.
| invite readers to go through the report and
learn more about how we, as a nation, can

stimulate entrepreneurial activity.

Abdulaziz Bin Nasser Al-Khalifa
Chief Executive Officer
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Disclaimer and Copyrigh.t Notice:

Although GEM data was used in the preparation of this report, the interpretation and use of the
data is the sole responsibility of QDB. Referencing this report is mandatory when using its data.
All rights are reserved. No part of this publication may be reproduced, distributed, or transmitted
in any form or by any means without the prior written permission of QDB. This report is based on
data collected by the GEM consortium and the GEM Qatar team; responsibility for analysis and
interpretation of the data is the sole responsibility of the authors.




Bl CONTENTS

List of Figures 8
List of Tables 9
Executive Summary 10
Introduction 22
About this Report 27
SECTION 1: SOCIETAL VALUES ABOUT ENTREPRENEURSHIP IN QATAR 30
1.1 Societal attitudes towards entrepreneurship in Qatar 32
1.2 Societal attitudes towards entrepreneurship across MENA 35
SECTION 2: SELF-PERCEPTIONS ABOUT ENTREPRENEURSHIP IN QATAR 36
2.1 Self-perceptions about entrepreneurship in Qatar 39
2.2 Self-perceptions about entrepreneurship across MENA 42

ENTREPRENEURIAL TALENT IN QATAR

3.1 Entrepreneurial talent in Qatar 47
3.2 Entrepreneurial talent across MENA 48

ENTREPRENEURIAL ACTIVITY IN QATAR

4.1 Early-stage entrepreneurial activity in Qatar 52
4.2 Established businesses in Qatar 54
4.3 Sector distribution of entrepreneurial activity 55
4.4 Business ownership 56
4.5 Business discontinuance in Qatar 57
4.6 Entrepreneurial employee activity in Qatar 58
4.7 Entrepreneurial and business activity across MENA 59
SECTION 5: MOTIVATIONS AND ASPIRATIONS: WHY DO PEOPLE START A 62
BUSINESS IN QATAR?
5.1 Motivations and aspirations in Qatar 65
5.2 Motivations and aspirations across MENA 66
SECTION 6: IMPACT CHARACTERISTICS OF ENTREPRENEURSHIP IN QATAR 68
6.1 Job growth expectations 71
6.2 Internationalization 72
6.3 Products or services 74



SECTION 7: WHO ARE QATAR’S ENTREPRENEURS?

7.1 Gender profile
7.2 Nationality profile
7.3 Age profile

7.4 Education profile

FORMAL AND INFORMAL INVESTMENT

8.1 Financing of business
8.2 Informal Investment Activity

QATAR’S ENTREPRENEURSHIP FRAMEWORK CONDITIONS

9.1 National Entrepreneurship Context Index (NECI)
9.2 Entrepreneurship Framework Conditions (EFCs)

SECTION 10: CONCLUSION

SECTION 11: COMPARATIVE INTERNATIONAL DATA

SECTION 12: METHODOLOGY AND DEFINITIONS

About GEM

How GEM measures entrepreneurship: The dashboard of GEM indicators
Entrepreneurial Framework Conditions (EFC)

GEM Conceptual Framework

How GEM Measures Entrepreneurship

GEM Methodology

76

78
80
82
84

88
89

93
95

108

112

128

130
132
136
138
140
142




[ LT OF FIGURES I

FIGURE 1.1: Most people consider starting a new business a desirable career choice, 33
2016-2019

FIGURE 1.2: Those successful at starting a new business have a high level of status and 33
respect, 2016-2019

FIGURE 1.3: You often see stories in the public media and/or Internet about successful 33
new businesses, 2016-2019

FIGURE 1.4: Most people would prefer that everyone had a similar standard of living, 34

2017-2019
FIGURE 1.5: You often see businesses whose primary objective is solving social 34
problems, 2017-2019
FIGURE 2.1: Entrepreneurial affiliations, 2016-2019 39
FIGURE 2.2: Perceived opportunities and capabilities, 2016-2019 40
FIGURE 2.3: Perceived ease of starting a business, 2017-2019 40
FIGURE 2.4: Entrepreneurial Intentions and fear of failure (those who see 41
opportunities), 2016-2019
Innovation and long-term goals, 2019 47
Opportunism and proactivity, 2019 47
Early-stage entrepreneurial activity in Qatar, 2016-2019 53

Established business ownership rate in Qatar (more than 42 months in the 54
market), 2016-2019
Business Services and Consumer Services as % TEA and EB in Qatar, 2019 55

Sponsored and Independent TEA in Qatar, 2019 56
Discontinuation of businesses in Qatar, 2016-2019 57
Entrepreneurial employee activity (EEA) in Qatar, 2016-2019 58
FIGURE 5.1: Motivations and Aspirations of TEA and EB in Qatar, 2019 65
FIGURE 6.1: Job growth expectations among early-stage entrepreneurs and 71
established businesses, 2019
FIGURE 6.2: International Orientation of TEA and EB, 2019 72
FIGURE 6.3: Business Scope of TEA, 2019 73
FIGURE 6.4: Products/Services Impact, 2019 74
FIGURE 6.5: Technology/Procedures Impact, 2019 75
Financing of businesses in Qatar, 2019 88
Informal investment activity in Qatar, 2019 89
National Entrepreneurship Context Index (NECI) in Qatar, 2018-2019 93
National Entrepreneurship Context Index (NECI) in Qatar and MENA 94
countries, 2019
Expert rating of the Entrepreneurship Framework Conditions, 2019 95
FIGURE 12.1: The GEM Conceptual Framework 139
FIGURE 12.2: Entrepreneurial phases and GEM entrepreneurship indicators 141



TABLE 1.1

B LIST OF TABLES

TABLE 2.1:

TABLE 3.1:

TABLE 5.1:

TABLE 7.1:

TABLE 7.2:

TABLE 7.3:

TABLE 7.4:

TABLE 11.1:

TABLE 11.2:

TABLE 11.3:

TABLE 11.4:

TABLE 11.5:

TABLE 11.6:

TABLE 11.7:

TABLE 11.8:

TABLE 11.
TABLE 11

TABLE 11

TABLE 11

10:

A1:

A2:

Societal values about entrepreneurship in MENA countries, 2019
Self-perceptions about entrepreneurship in MENA countries, 2019
Entrepreneurial talent in MENA countries, 2019

Rates of entrepreneurship activity in MENA countries, 2019
Motivations and Aspirations of TEA in MENA, 2019

Entrepreneurship characteristics by gender in Qatar, 2019
Entrepreneurship characteristics by nationality in Qatar, 2019
Entrepreneurship characteristics by age in Qatar, 2019
Entrepreneurship activity by education level, 2019

Ratings of the 12 national entrepreneurial framework conditions (NECI
pillars), 2018-2019

Ratings of the 12 national entrepreneurial framework conditions (NECI
pillars) MENA region, 2019

Type of entrepreneurial activity, GEM 2019

Type of entrepreneurial activity (cont'd), GEM 2019

Attitudes and perception, GEM 2019

Entrepreneurial Talent, GEM 2019

Motivations to start a business, GEM 2019

Motivations to start a business (cont’d), GEM 2019

National and global scope for new businesses, GEM 2019

Gender distribution of TEA, GEM 2019

: Age group distribution of TEA, GEM 2019

Sector distribution of new entrepreneurial activity (% of TEA), GEM 2019
Sector distribution of new entrepreneurial activity (% of TEA) (cont'd),
GEM 2019

National entrepreneurship context index (NECI) and its 12 components,

GEM 2019

35
43
49
60
66
79
81
83
85

96

97

114
115
116
117
118
19
120
121
122
123
124

125







‘ pm \\ S
P EXECUTIVE SUMMARY

-

1 X

S

B



\

\gp/> 1999

beginning

The Global Entrepreneurship Monitor (GEM) has tracked levels
of entrepreneurship across the world for 21 years. Since GEM
first began in 1999, over 3 million adults in 114 economies
across the globe have been surveyed. This makes GEM the
world’s largest and most extensive study of entrepreneurial
activity. Countries of all sizes, income levels, and stages of
development participated in the GEM research.

21 iBM 114

years adults economies

In 2019, the GEM research has been conducted in Qatar by the
Qatar Development Bank for the fourth consecutive time. The
GEM Qatar National Report 2019 measures entrepreneurial
attitudes, activity, and aspirations in Qatar. It provides a
comparison to the 2016, 2017, and 2018 results; the Middle
East and North Africa economies; and the 50 participating
economies.




This report draws on the findings from two studies:

Adult Population Survey (APS):
Results are drawn from a random, representative
sample of 3,063 surveys of Qatar residents aged
between 18 and 64 years.

National Expert Survey (NES):
Comprises of surveys conducted with 57
carefully chosen Qatar’ entrepreneur experts’
across the 12 framework categories.
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TOTAL EARLY-STAGE ENTREPRENEURIAL ACTIVITY (TEA)
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PHASE AND TYPES OF ENTREPRENEURSHIP ACTIVITY (% ADULTS)

Nascent Entrepreneurship Rate 26/48 10.9 9/50

New Business Ownership Rate 3.6 |=32/48| 4.1 =27/50

Total early-stage Entrepreneurial Activity (TEA) 8.5 33/48 14.7 15/50

Employee Entrepreneurial Activity (EEA) 6.3 |=10/48| 3.6 ||=18/50

Established Business Ownership Rate (EBO) 4.2 =40/48 3.0 45/50

Business Discontinuance Rate 3.0 33/48 6.6 =4/50
An equals sign (=) indicates that the ranking position is tied with another economy or economies

2018 Score | 2018 Rank | 2019 Scorefl 2019 Rank

PHASE AND TYPES OF ENTREPRENEURSHIP ACTIVITY BY GENDER AND NATIONALITY, 2019
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SOCIETAL VALUES ABOUT ENTREPRENEURSHIP (% ADULTS)

2018 Score | 2018 Rank | 2019 Score § 2019 Rank

Entrepreneurship is a good career choice

High status and respect for successful entrepreneurs
Entrepreneurs garner substantial media attention
Prefer an equal standard of living

Often see businesses whose primary objective is
solving social problems

76.7
64.2

65.7

46.2

15/47
12/47
19/47
18/43
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82.7 2/50
71.7 17/50
60.7 9/50

SOCIETAL VALUES ABOUT ENTREPRENEURSHIP BY GENDER AND NATIONALITY, 2019

(% ADULTS)

Entrepreneurship is a good career choice

High status and respect for successful entrepreneurs
Entrepreneurs garner substantial media attention
Prefer an equal standard of living

Often see businesses whose primary objective is
solving social problems
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SELF-PERCEPTIONS ABOUT ENTREPRENEURSHIP (% ADULTS)

Personally, know an entrepreneur

Perceived opportunities

Perceived ease of starting a business

Perceived capabilities

Fear of failure (% of 18-64 seeing opportunities)

Entrepreneurial intentions

44.9
54.2
51.1
52.3
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SELF-PERCEPTIONS ABOUT ENTREPRENEURSHIP BY GENDER AND NATIONALITY, 2019

(% ADULTS)
SRRV
Male | Female | Qatari | Expat
Personally, know an entrepreneur 65.5 49.8 73.3 57.0
Perceived opportunities 75.7 75.1 81.1 73.0
Perceived ease of starting a business 66.5 67.1 71.5 64.4
Perceived capabilities 77.8 66.0 76.5 75.0
Fear of failure (% of 18-64 seeing opportunities) 46.0 41.8 46.8 443
Entrepreneurial intentions 43.4 52.8 33.6 51.8
ENTREPRENEURIAL TALENT, 2019
The GEM survey measures entrepreneurial talent using four
indicators:
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ENTREPRENEURIAL TALENT BY GENDER AND NATIONALITY, 2019 (% ADULTS)

Rarely see business opportunities

Even when you see a profitable opportunity, you
rarely act on it

Other people think you are highly innovative

Every decision you make is part of your long-term
career plan

\YEIE

51.5

53.4

62.7

77.8

}

Female

44.4
48.0
69.5

83.7

w

Qatari

35.4
40.2
54.0

66.3

¥

Expat

57.4

58.4

69.0

85.2

ENTREPRENEURSHIP IMPACT

% Adults Rank/50

Job expectations (6+)

International (25% + revenue)

National scope (customers and products/process)
Global scope (customers and products/process)

Industry (% TEA in business services)

8.6
1.8
4.2
0.5
26.1

An equals sign (=) indicates that the ranking position is tied with another economy or economies




MOTIVATIONS BY GENDER AND NATIONALITY, 2019 (% ADULTYS)
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THE ENTREPRENEURIAL FRAMEWORK CONDITIONS
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The National Expert Survey (NES) focuses on the environmental features that are expected to
have an impact on entrepreneurial attitudes and activities. The NES results for Qatar for the 12

framework conditions are shown below.
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Cultural and social norms
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Most policymakers and academics agree that
entrepreneurship is critical to the development
and well-being of society. Entrepreneurs create
new businesses, and new businesses create
jobs, provide people with a variety of products
and services, intensify competition, increase
productivity through technological change, and
positively impact individual lives on multiple
levels. Entrepreneurship is a catalyst for
economicgrowthandnational competitiveness.
In 2019, the Global Entrepreneurship Monitor
(GEM) conducted its 21st annual survey of
the rate and profile of entrepreneurial activity
around the globe. GEM interviewed 164,269
adults aged between 18 and 64 years in 50
economies, spanning diverse geographies and
a range of development levels.

This report marks the fourth year since Qatar
Development Bank (QDB) has participated
as the Qatar GEM partner, surveying 3,063
adults who reside in Qatar through the Adult
Population Survey (APS). This report provides
a summary of entrepreneurship in Qatar as
measured by GEM, and benchmarks Qatar
against the other 49 countries participating
in GEM 2019. We compare the level of
entrepreneurship in the population across
different phases of the entrepreneurial process
and provide a profile of key characteristics of
entrepreneurs and the businesses they are
starting. We also report the results of 57 expert
opinions on the institutional and framework
conditions that support entrepreneurship
through the National Expert Survey (NES).

The GEM Qatar National Report 2019 highlights
the progress Qatar has made towards building
a dynamic entrepreneurship ecosystem. The
findings also provide insights into how Qatar
can maintain its competitiveness as a country
and support entrepreneurs and the ongoing
influx of innovative business ideas that have
the potential to carry national, regional, and
international relevance.

Strategies have been implemented by public
and private institutions to have more high
ambition start-ups, grow small and medium
enterprises (SMEs), and drive entrepreneurship
within the country. In particular, the universities
in Qatar (Qatar University and Education City)
are driving entrepreneurship values among the
youth sector. They are actively raising awareness
of the importance of entrepreneurship in
the community and involving students in the
process of transforming their ideas into sound
business plans and successful enterprises.

The training and support of entrepreneurs are
stipulated in the Qatar National Vision 2030
as the basic pre-condition for enabling the
private sector to carry out its essential role,
besides providing financial and non-financial
support mechanisms to help incubate and
grow small and medium scale enterprises.

Qatar is striving to transform the country into
a modern world-class educational system that
provides students with a first-rate education
and excellent training and opportunities

to develop their full potential. The system
encourages analytical and critical thinking, as
well as creativity and innovation. An economy’s
entrepreneurial capacity requires individuals
to have the ability and motivation to start
a business and requires positive societal
perceptions about entrepreneurship.




Qatar’s higher education institutes are focused
on achieving these objectives.

* The College of North Atlantic,

for example, has introduced Business Gateway,
a program designed as a pre-incubation
hub aimed at encouraging and supporting
entrepreneurship. The College works with its
partners to serve the university community to
accelerate bringing innovative research, and
promising ideas to the marketplace, as well as
assisting all entrepreneurial students, faculty,
staff, and alumni to tap into the “innovation
ecosystem.”

e Carnegie Mellon University in Qatar

has initiated Quick Start-Up, a training program
for budding entrepreneurs who are mentored
by seasoned professionals. Students begin the
program with nothing more than a concept and
end with a business plan and investor pitch.

e Qatar Science and Technology Park (QSTP),
in partnership with the European Innovation
Academy (EIA), has developed the Arab
Innovation Academy (AIA), the first and largest
entrepreneurship program of its kind in the
region. This unique program is aimed at
equipping entrepreneurs in the Arab region
and global community with the skillset to build
their start-up in just ten days.

During the AIA, participants are introduced to
an accelerated mode of experiential learning,
including how to develop and launch new tech
ventures in a real marketplace, with genuine
customer feedback.

Such programs help to identify talented Arab
youth who have the drive to find innovative
tech-based solutions to the shared challenges
the region is facing, as well as become
an integrated component of the rapidly
developing entrepreneurship ecosystem and
knowledge economy in Qatar.

' Qatar Economic Outlook Report 2018-2020

¢ Qatar University

has also recently launched (June 2019) the
Qatar chapter of the International Council for
Small Business (ICSB), which is devoted to the
interests and advancement of small businesses
globally.

The Qatar Chapter was launched with a
focus on communicating with international
collaborators  of  entrepreneurship  and
offering training and conferences to bring
entrepreneurs and stakeholders together.
It is considered one of the most important
platforms for disseminating new information
on small business management and enterprise
development. The ICSB-Qatar branch will
serve as a link between the entrepreneurial
community at Qatar University and connect
Qatar with the international community for
small businesses and enterprises.

The GEM Qatar National Report 2019 report
also comes at a time when Qatar is very focused
on developing a political and organizational
climate that supports the local business sector.
It is now two years since the State of Qatar has
been faced with air, land, and sea blockades
along with the severance of the economic
and financial ties that were imposed by some
neighbouring countries.

The Qatari government has actively adopted
several policies and structural reforms to
help stimulate the economy and face the
consequences of the illegal blockade, the
foremost of which are: initiatives to improve
the investment environment; strategies to
encourage local manufacturing industries to
achieve self-sufficiency and food security;
the expansion of new air and sea shipping
lines and launching the operation of Hamad
Port; allowing visa-free entry for citizens of
80 countries; policies to strengthen ties with
Qatar's import and export partners; measures
to achieve macroeconomic stability; and
the effectiveness of public investments in
infrastructure and social services, especially in
education and health’.



Qatar is also working towards enabling the
private sector to play an essential role in
achieving sustainable development. The
country’s localization efforts have been
supported by public procurement policies and
by incubating and accelerating entrepreneurs
and local SMEs through institutions such as
the Qatar Business Incubation Center (QBIC),
QSTP, Digital Incubation Center (DIC) and
NAMA Center.

The localization drive has also been boosted by
the Qatar Petroleum-led TAWTEEN initiative,
which was launched in February 2019. The
initiative was designed to enhance localizing
the sector’s supply chain and expand the SME
base. The program is reported to provide local
alternatives to exports, with a value of between
8 and 9 billion Qatari Riyals a year. Now more
than ever, the focus on entrepreneurship is
deemed critical to the development and well-
being of Qatar's society and to achieving
diversification and sustainability ofthe economy.
This report identifies the policy implications for
enhancing entrepreneurship in an economy
and benchmarks Qatar's performance on the
12 framework conditions.

Qatar is advancing towards building a dynamic
entrepreneurship sector. The 2019 GEM Qatar

National Report provides a comprehensive
review of Qatar's entrepreneurship profile,
highlighting areas of strength and identifying
opportunities for greater enhancement of
entrepreneurial initiatives. This report guides

policymakers

and

stakeholders in their

continual efforts to foster an entrepreneurial
spirit among the people of Qatar and help
drive economic growth and diversification.






This report compares GEM measures of entrepreneurial attitudes, activity, and aspirations in
Qatar for 2019, 2018, 2017, and 2016, drawing on the findings from two studies:

Adult Population Survey (APS):
Results are drawn from a random, representative sample of 3,063 telephone and
face-to-face surveys with Qatar residents, aged between 18 and 64 years.

National Expert Survey (NES):

Comprises of 57 surveys conducted with pre-approved entrepreneurship and
government experts in Qatar. National experts provided their qualitative and
quantitative feedback on 12 principal components of the Entrepreneurial
Framework conditions.

In 2019, 50 economies, including Qatar, participated in

“ the GEM APS and 54 in the NES. The economies that
participated in the 2019 GEM edition are presented
in the figure shown opposite, grouped according to
geographic region and low, middle, and high-income
level. Qatar's results in this report are compared with other
participating countries in MENA, including Egypt, Iran,
the Kingdom of Saudi Arabia (KSA), Jordan, Morocco,
Oman, and the United Arab Emirates (UAE).

Information on the methodology and conceptual
framework of GEM can be found in Chapter 12:
Methodology and Definitions of this report.
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SECTION 1.

SOCIETAL VALUES ABOUT
ENTREPRENEURSHIP IN QATAR




B 1.1SOCIETAL ATTITUDES

TOWARDS ENTREPRENEURSHIP IN QATAR

Entrepreneurial attitudes play an essential part in creating an entrepreneurial culture. Societal
attitudes can have an important influence on entrepreneurial intent in an economy. Societal
attitudes include whether people consider entrepreneurship to be a good career choice,
whether they believe successful entrepreneurs are conferred with high status, and the extent to
which entrepreneurs receive media attention. Also reported is whether people believe everyone
should have a similar standard of living, whether they feel it is easy to start a business in the area
where they live and the extent to which they think businesses strive to solve social problems as

their primary objective.

The 2019 results indicate a positive societal
attitude towards entrepreneurship in Qatar.
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More than 80% of the adult population in Qatar
(18 to 64 years) consider entrepreneurship
as a good career choice and believe that
entrepreneurs are well regarded and enjoy a
high level of social status and respect.

The proportion of adults that consider
entrepreneurship as a desirable career pathway
trended upwards following a substantial
decline in 2017 to reach levels equivalent to
those recorded in 2016 (see Figure 1.1). The
considerable decline in attitude from 2016 to
2017 was most likely due to a public reaction
to the severing of diplomatic trade and
transportation ties with Qatar by Saudi Arabia,
the United Arab Emirates, Egypt, and Bahrain
in June 2017. The societal attitudes towards
entrepreneurship have continued to improve
since 2017 and are reflective of national
initiatives aimed at fostering entrepreneurship
and achieving self-sufficiency.

Much of the Qatar adult population (82.7%)
agreethatpublicmediaandthelnternetprovide
good coverage of successful new businesses.
The proportion of the adult population who
believe that you often see stories in the public
media and/or Internet about successful new
businesses has continued to trend upwards
from 2017 (see Figure 1.3).
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More than 70% of Qatar’s adult population
believe that most people would prefer that
everyone in their society had a similar standard
of living. Six in ten adults believe that you often
see businesses that primarily aim to solve social
problems. Both societal indicators towards
entrepreneurship have reached the highest
level since 2017 (see Figures 1.4 and 1.5).



FIGURE 1.1: MOST PEOPLE CONSIDER STARTING A NEW BUSINESS A DESIRABLE
CAREER CHOICE, 2016-2019
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Source: Qatar Adult Population Survey, 2016, 2017, 2018, and 2019

FIGURE 1.2: THOSE SUCCESSFUL AT STARTING A NEW BUSINESS HAVE A HIGH LEVEL
OF STATUS AND RESPECT, 2016-2019
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FIGURE 1.3: YOU OFTEN SEE STORIES IN THE PUBLIC MEDIA AND/OR INTERNET
ABOUT SUCCESSFUL NEW BUSINESSES, 2016-2019
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Source: Qatar Adult Population Survey, 2016, 2017, 2018, and 2019




FIGURE 1.4: MOST PEOPLE WOULD PREFER THAT EVERYONE HAD A SIMILAR
STANDARD OF LIVING, 2017-2019
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65.7% O
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O ___________
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Source: Qatar Adult Population Survey, 2017, 2018, and 2019
Note: indicator not reported on in 2016

FIGURE 1.5: YOU OFTEN SEE BUSINESSES WHOSE PRIMARY OBJECTIVE IS SOLVING
SOCIAL PROBLEMS, 2017-2019
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Source: Qatar Adult Population Survey, 2017, 2018, and 2019
Note: indicator not reported on in 2016




B 1.2 SOCIETAL ATTITUDES TOWARDS BB

ENTREPRENEURSHIP ACROSS MENA

Table 1.1 compares the societal attitudes towards entrepreneurship indicators in Qatar with other
MENA countries participating in GEM APS 2019. Societal attitudes towards entrepreneurship are
highest in Qatar, Egypt, Oman, and the UAE and lowest in Iran and Morocco.

Qatar records the most significant percentage of the adult population who believe that
entrepreneurs are admired in society and that they garner substantial media attention.

The adult population in Oman are most likely to consider entrepreneurship as a good career
choice, whereas Iran is least likely to hold this view. Egyptians are most likely to prefer equal
standards of living for all, and to believe that many businesses primarily aim to solve social
problems.

TABLE 1.1: SOCIETAL VALUES ABOUT ENTREPRENEURSHIP IN MENA COUNTRIES, 2019

Often see
businesses that
aim to solve
social problems

High status Media People prefer an

Good career :
to successful attention for | equal standard of

choice

entrepreneurs f entrepreneurship living for all

, Score Rank/50Q0 Score Rank/50] Score Rank/50 :
P Qatar 821 5 871 4 827 2 |77 17 607 9

2 Egypt 800 8 8.2 6 ||759 11 ||790 6 | 641 7
= in 453 42 866 5 || 691 |\ 23 || 479 @ 43 | 466 19

@ Vorocco | 815 6 | 684 1 35 || 608 | 33 |[ 731 1 15 | 209 @ 46
€ Jordan 763 12 852 9 || 700 | 22 || 637 | 30 | 499 15

@saud 97 22 793 18 718 18 || 738 | 13 | 573 10
& oman 853 4 87 8 || 751 13 || 551 | 37 | 398 27
Cuae 703 19 790 19 || 784 0 7 || 671 | 26 | 633 8

Source: GEM Adult Population Survey 2019
(=) indicates that the ranking is the same for two or more countries







SECTION 2.
SELF-PERCEPTIONS ABOUT
ENTREPRENEURSHIP IN QATAR




For  individual  self-perceptions  about
entrepreneurship, GEM also asks people about
entrepreneurial affiliations in terms of whether
they personally know someone who started a
business or became self-employed in the past
two years. Affiliations with entrepreneurs can
provide role models by encouraging potential
entrepreneurs to pursue their ambitions by
starting a business and can offer mentorship.

GEM also asks people whether they see
opportunities around them, which is an
indication as to whether there are favourable
conditions in an environment to start new
business ventures.

GEM also asks people whether they feel it is
easy to start a business in the area where they
live and whether they believe they have the
necessary knowledge, skills, and experience
required to start a new business. This helps to
determine the level of self-confidence people
have in their abilities and the extent to which
they feel they have the education and training
required to transform a creative idea into a
viable business.

Another indicator of self-perceptions centres
on a fear of failure. This is measured according
to those individuals who see opportunities in
an environment but choose not to pursue the
opportunity because they fear they may fail.

THE INDIVIDUAL SELF-PERCEPTIONS INDICATORS ARE SUMMARIZED BELOW:

Entrepreneurial affiliation:
@+ Personally, know someone who started a business or became self-employed in

the past two years?

Perceived opportunities:

in the area where you live?

In the next six months, will there be good opportunities for starting a business

Perceived ease of starting a business:

e« |n Qatar, is it easy to start a business?

®
®-
®

Perceived capabilities:

business?

Fear of failure:

)
@

Entrepreneurial intention:

Do you have the knowledge, skills, and experience required to start a new

Would fear of failure prevent you from starting a business?

Are you, alone or with others, expecting to start a new business, including any
type of self-employment, within the next three years?



B 2.1 SELF-PERCEPTIONS ABOUT 1

ENTREPRENEURSHIP IN QATAR

In 2019, nearly two-thirds of adults in Qatar
personally know someone who started a
business or became self-employed in the last
two years. Half of the respondents (50.6%)
know at least two or more people who have
recently started their own business. Many adults
in Qatar have access to a knowledgeable and
motivated network of entrepreneurs, which is
an important promoting factor for the spread
of entrepreneurship. The percentage of adults
in Qatar who personally know an entrepreneur
has increased from 44.9% in 2018 to 62.4% in
2019 (see Figure 2.1).

Three in four adults in Qatar see good
opportunities for starting a business within
the next six months and believe they have the
knowledge, skills, and experience required
to start a business. The number of people in
Qatar who see good opportunities for starting
a business within the next six months, and
feel they have the capabilities to do so, has
continued to increase since 2017. The most
substantial increase can be observed between
the 2018 and 2019 results, with the indicators
for perceived opportunities and perceived
capabilities rising at least 20 percentage points
since the previous year (see Figure 2.2). This
increase corresponds with the rise in positive
societal attitudes toward entrepreneurship in
Qatar since the previous year.

® 0
Two-thirds of adults believe that it is easy
to start a business in Qatar. The proportion
of adults who hold this opinion have nearly

doubled since 2017 (39.4% up to 66.6%) (see
Figure 2.3).

Whilst the adult population in Qatar holds an
optimistic view of entrepreneurship, fear of
failure continues to be a barrier that prevents
many from starting a business. Just under half
of the adults who see good opportunities for
entrepreneurship state that fear of failure would
prevent them from starting a business. The
number of respondents who see opportunities
to starta business who fear failure hasincreased
by 12.6 percentage points since 2018 (see
Figure 2.4).

Qatar's entrepreneurial intentions rate s
relatively high with just under half of the adult
population who are currently not involved in
entrepreneurial activity (45.3%) stating that they
expect to start a business within the next three
years. The proportion of the adult population in
Qatar who are not involved in entrepreneurial
activity, and intend to start a business, has risen
substantially from 15.7% in 2017 to 29.1% in
2018 up to 45.3% in 2019 (see Figure 2.4).
These results are reflective of the Government's
efforts to drive entrepreneurship in the country
and to diversify the economy through the
stimulation of private enterprise.

FIGURE 2.1: ENTREPRENEURIAL
AFFILIATIONS, 2016-2019

LY ¥ \1 1/
R R
44 .92 =62.4
U 4
X 4
2018 2019

Knowing someone who has started a
business in the past 2 years (% adults)

Source: Qatar Adult Population Survey 2018 and
2019




FIGURE 2.2: PERCEIVED OPPORTUNITIES AND CAPABILITIES, 2016-2019
75.6%

506, 4560 %2 .0

B o-----:;;;;;;;;:::.9-'3"""""";5.5%

O 52.3%
48.44 4114
2016 2017 2018 2019

O There are good opportunities to start a new business in my area (% adults)

O You personally have the knowledge, skills and experience to start a new business (% adults)

Source: Qatar Adult Population Survey, 2016, 2017, 2018, and 2019

FIGURE 2.3: PERCEIVED EASE OF STARTING A BUSINESS, 2017-2019

39448 A 51.14xBM A 66.6%

2017

Source: Qatar Adult Population Survey, 2017, 2018, and 2019. Note: indicator not reported on in 2016




FIGURE 2.4: ENTREPRENEURIAL INTENTIONS AND FEAR OF FAILURE (THOSE WHO
SEE OPPORTUNITIES), 2016-2019
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O Expecting to start a new business, including any type of self-employment, within the next 3 years
(% of adults not involved in EA)

O There are good opportunities, but would not start a business for fear of failure (% adults)

Source: Qatar Adult Population Survey, 2016, 2017, 2018, and 2019




B 2.2 SELF-PERCEPTIONS ABOUT IS
ENTREPRENEURSHIP ACROSS MENA

Table 2.1 compares the self-perception about entrepreneurship
values in Qatar with other MENA countries participating in GEM
APS 2019.

The adult population in Saudi Arabia is the most likely of all
participating countries in the APS to personally know someone
who has started a business within the past two years.

Oman is ranked in 3 position overall on the indicator for
entrepreneurial affiliations, and Qatar is ranked in 11t position.

The adult population in Qatar and Saudi Arabia are most likely

‘ ‘ of the MENA benchmarked countries to feel that there are good
opportunities for starting a business in the area where they live
and to believe they have the capabilities to start an enterprise
(both countries are ranked within the top five economies on
these indicators). Within the region, Jordan is ranked lowest on
perceived opportunities, and Oman falls behind its neighbours
on perceived capabilities.




The adult population in Qatar are also more likely than the
benchmarked MENA countries to believe it is easy to start a
business, whereas adults in Morocco are least likely to hold this
opinion.

Egyptians and Jordanians are least likely to state that fear of
failure would prevent them from starting a business, whereas
the adult population in Iran is most likely to make this claim.
Qatar is ranked in 19 position on the fear of failure indicator
out of the 50 participating countries in the APS.

The adult population in Oman and Egypt who are currently
not involved in entrepreneurial activity are the most likely of all
countries participating in the APS to have intentions to start a
new business within the next three years. Oman is also the most
likely of the MENA countries to consider entrepreneurship as a
good career choice. Qatar is ranked 5% overall on the indicator
for entrepreneurial intentions.

TABLE 2.1: SELF-PERCEPTIONS ABOUT ENTREPRENEURSHIP IN MENA COUNTRIES, 2019
Perceived Perceived ease of Perceived
affiliations opportunities starting a business capabilities (opportunity)

Poatar 624 11 756 4 666 11 |755. =5 452 =19 453 5

Score% Rank/50 § Score% Rank/50 f§ Score% Rank/50

SeEgpt 520 26 735 7 640 14 ||673 15 | 548 4 616 2
Thian |55 | =21|/47.7 | 29 ||301 @ 45 |[689: 13 /362 37 | 379 11
@ Vvoocco 5120 29 [57.7 0 19 ||27.0¢ 46 ||624 0 18 | 425 26 419 8

€ odan 465 36 406 42 351 38 ||[61.7 ) 21 | 544 5 291 17
@sud g6 1 738 6 529 22 (830 2 | 418 28 323 14

@®oman 711 3 (723 8 [547 20 |[563 29 | 408 =31 629 1

Cuae 615 12 661 13 || 661 12 ||622 0 19 | 417 29 385 10

Source: GEM Adult Population Survey 2019

Note: Fear of Failure (based on those who see opportunities), Entrepreneurial Intentions (based on those not
involved in EA)

(=) indicates that the ranking is the same for two or more countries
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ENTREPRENEURIAL TALENT
IN QATAR

SECTION 3.



For the 2019 GEM study, a new set of indicators has been included in the APS to measure
the entrepreneurial potential of people in a society. The respondents were asked the
extent to which they agree or disagree with the following statements:

®
®

Yourarely see business opportunities, evenifyouare veryknowledgeable
in the area

e e- Even when you spot a profitable opportunity, you rarely act on it

o« Every decision you make is part of your long-term career plan

e. Other people think you are highly innovative

GEM  considers  that a
person’s decision to start
a business is influenced by
their individual disposition
towards  entrepreneurship.
The new set of questions
enables GEM to measure how
likely people in a society are
to have a positive disposition
towards entrepreneurship by
determining whether they are
opportunistic, proactive, or
creative, and whether they
have a vision in terms of their
career plan.




3.1 ENTREPRENEURIAL TALENT
IN QATAR

Most adults in Qatar agree? that they have a long-term career plan, and each decision they make
is directed towards achieving this plan. Two-thirds of adults believe other people view them as
highly innovative (see figure 3.1).

Half of the adult population in Qatar indicate that they do not have a positive disposition
towards entrepreneurship. One in two adults surveyed agrees with the statement that they rarely
see business opportunities even if they are very knowledgeable in the area. The same proportion
of adults also agree that even when they do see a profitable opportunity, they rarely act on it (see
figure 3.2).

INNOVATION AND LONG-TERM GOALS, 2019

- -
66.5%5 79.4%3
i i
1\ J1\
Other people think that you are Every decision you make
highly innovative is part of your long-term career plan
(% adults who agree) (% adults who agree)

Note: % of adults agreeing that (a) other people think that you are highly innovative, and (b) every decision
is part of a career plan
Source: Qatar Adult Population Survey 2019

OPPORTUNISM AND PROACTIVITY, 2019

50.2% = 53.9%=
Ny Ny

N N
LTI\ T\
Rarely sees opportunities Even when you spot a profitable
(% adults who agree) opportunity, you rarely act on it

(% adults who agree)

Note: % of adults agreeing that (a) they rarely see business opportunities, and (b) even if they see an
opportunity they rarely act on it
Source: Qatar Adult Population Survey 2019

2 Agree includes both “somewhat agree” and “strongly agree”



" 3.2 ENTREPRENEURIALTALENT |
ACROSS MENA

Table 3.1 compares the entrepreneurial talent indicators in Qatar with other MENA countries
participating in GEM APS 2019.

The adult population in Qatar and Egypt are most likely of the MENA benchmarked countries
to have and make decisions based on their career plan. Qatar is also ranked high compared
to most of the other MENA countries who participated in GEM APS 2019 for the creativity
indicator, and Iran registers the highest score.

Most adults in Morocco, Egypt, and Jordan have a negative disposition towards entrepreneurship
and rarely see business opportunities even if they are very knowledgeable in the area. These
countries are positioned in the top five global rankings for this indicator. In comparison, Saudi
Arabia, UAE, and Iran record the lowest percentage of adults in the MENA region who agree
with this statement, indicating a more positive societal disposition towards entrepreneurship in
these countries.

The adult population in Iran and Qatar are the most likely of the benchmarked MENA countries
to believe that other people see them as innovative. Seven in ten adults in Egypt rarely act on
opportunities, which ranks the country in second place globally and first place within the MENA
region for this indicator.




TABLE 3.1: ENTREPRENEURIAL TALENT IN MENA COUNTRIES, 2019

Fairally ses business Even if you see an Other people think Every decision you

opportunity, they that you are highly make is part of your

opportunities . : .
PP rarely act on it innovative long-term career plan

Score% Rank/50 | Score% Rank/50 || Score% Rank/50 | Score% Rank/50

P Qatar 502 22 | 539 | 29 | 665 @ 9 794 . 5
< Egypt 678 4 710 | 2 636 15 | 805 | 4
€2 486 25 | 461 39 | 666 8 63.4 28
@ voocco | 717 1 440 | 44 | 562 | 24 || 716 | 16
€ Jordan 676 5 594 =11 | 638 | 13 | 69.6 | 20
@ saudi Arabia | 43.4 34 44.9 42 63.9 12 54.3 36
& oman 510 20 | 548 | 24 | 569 | 23 || 702 18
C uae 47.6 26 54.5 26 60.9 18 74.8 13

Note: % of adults agreeing that (a) other people think that you are highly innovative, (b) every decision is part of a
career plan, (c) they rarely see business opportunities, and (d) even if they see an opportunity they rarely act on it
Source: GEM Adult Population Survey 2019

(=) indicates that the ranking is the same for two or more countries
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- IN QATAR




4.1 EARLY-STAGE ENTREPRENEURIAL
ACTIVITY IN QATAR

GEM conceptualizesentrepreneurship asa continuous process thatincludesnascententrepreneurs
involved in setting up a business, entrepreneurs who own and manage a new business, and
entrepreneurs who own and manage an established business. In addition, GEM assesses the rate
and nature of business discontinuations.

The central indicator of GEM is the Total Early-stage Entrepreneurial Activity (TEA) rate, which
is the percentage of the adult population between the ages of 18 and 64 years who are in the
process of starting a business or have already started a business which is less than 42 months
old. The TEA Index consists of two groups of entrepreneurs: nascent entrepreneurs and new
business owners. Nascent entrepreneurs are at a very early stage of starting a new business
that is less than four months old and have not paid salaries. New business owners have started
a new business since January 2016 and have paid salaries for at least three months. These
entrepreneurs at least part own and manage the new business. Measuring these two types of
entrepreneurs is important, as it provides the level of early-stage activity that will be transformed
into established businesses.

In 2019, 10.9% of the adult
population in Qatar report
to be in the early stages of
10.9% starting a business that is
less than four months old
(nascent entrepreneurs)

4.1 and 4.1% report to be
©u e operating a new business.

The proportion of adults involved in the nascent and
new business stages shows that a total of 14.7% of
Qatar’s adult population is involved in early-stage
entrepreneurial activity in 2019. The main reason
motivating adults to start a new business is to generate
great wealth or a high income (mentioned by 85.3%
of early-stage entrepreneurs).



Figure 4.1 shows that Qatar has experienced an increase in the rate of early-stage entrepreneurship
from 2016 to 2019. The nascent entrepreneurship rate has increased steadily over the four
years. Figure 4.1 also shows how Qatar ranks on the TEA Index’s performance over the past four
years, from 2016 to 2019. In 2019, Qatar's overall ranking for TEA is above the median for GEM
(12.8%), and nearly double the ranking for 2018.

FIGURE 4.1: EARLY-STAGE ENTREPRENEURIAL ACTIVITY IN QATAR, 2016-2019

14.7%
O

7 10.9%

2016 2017 2018 2019

O Early-stage Entrepreneurial Activity (TEA)
O Nascent entrepreneurship rate

O new business ownership rate

Source: Qatar Adult Population Survey, 2016, 2017, 2018, and 2019




4.2 ESTABLISHED BUSINESSES
IN QATAR

Information on the level of established businesses is important, as it provides some indication of
the sustainability of entrepreneurship in an economy. These businesses have moved beyond the
nascent and new business phases and contribute to a country’s economy through the ongoing
introduction of new products and processes and a more stable base of employment.

The GEM survey is a point-in-time snapshot of entrepreneurial and business activity around the
world. It provides a means through which the level of mature business activity relative to start-up
activity can be examined. Information on the rate of business discontinuance is another indicator
of the sustainability of entrepreneurship in an economy.

GEM defines established businesses as those that have been in
operation for more than 42 months.

In 2019, 3.0% of the adult population report to be operating
an established business in Qatar.

Figure 4.2 shows the established business ownership rates from 2016 to 2019. After a considerable
decline in the established business ownership rate from 2016 to 2017 (3.0% down to 1.3%), the
rate tripled to reach a high of 4.2% in 2018 and has since declined in 2019 to reach the same
level as in 2016.

ESTABLISHED BUSINESS OWNERSHIP RATE IN QATAR
(MORE THAN 42 MONTHS IN THE MARKET), 2016-2019

2016 2017 2018 2019

Source: Qatar Adult Population Survey, 2016, 2017, 2018, and 2019



4.3 SECTOR DISTRIBUTION
OF ENTREPRENEURIAL ACTIVITY

The GEM APS classifies entrepreneurial activity into four broad sectors:

Extractive, Transformative,
including including
agriculture and manufacturing and
mining; logistics;

In 2019, over half of TEA in Qatar (55.4%) is in
the consumer services sector, and 26.1% of the
start-up activity is in business services. A lower
17.7% of start-up activity is in the transformative
sectorand 0.8% in the extractive sector. In 2019,
most of the established businesses are within
the consumer services and business services
sectors (45.9% and 30.4%, respectively) (see
Figure 4.3).

and Consumer

Business Services,

including ICT Services,
and professional  including retailing,
services; restaurants, and

personal services.

Egypt records the highest percentage of TEA
in the extractive and transformative sectors
in the MENA region and has the lowest TEA
percentage in the business services sector.
Qatar has an above-average percentage
of TEA in the business services sector when
compared to the MENA benchmarked
countries and is below the average in the
remaining three industry sectors.

BUSINESS SERVICES AND CONSUMER SERVICES AS % TEA AND EB IN

QATAR, 2019

%
TEA

30.4%
EB

BUSINESS
SERVICES

Source: Qatar Adult Population Survey 2019

45.9%
EB

%
TEA

CONSUMER
SERVICES



4.4 BUSINESS OWNERSHIP

The GEM APS in 2019 introduced a new question
which asked, “Are you, alone or with others, currently
the owner of a business you help manage for your
employer as part of your main employment?” The new
question is combined with existing questions about
business ownership to identify whether enterprises have
been established autonomously or independently of a
larger business or sponsored through shared ownership
with the individual’s employer. Figure 4.4 shows that
the proportion of sponsored TEA in Qatar is 6%. This
means one in every 16 entrepreneurs who are starting
or running a new business are sponsored by their
employer. The level of independent entrepreneurship in
Qatar is slightly higher, at 8.7%.

In Qatar, most entrepreneurs operate their business in a
partnership. Those who have recently started a business
are more likely to be part-owners than those who have
been in business for a longer period (74.7% and 65.1%,
respectively). In 2019, most business owners who are in a
commercial partnership hold between 25% to 49% share
of their enterprise. A quarter of early-stage entrepreneurs
and 30.1% of established business owners report having
full ownership of their business.

SPONSORED AND INDEPENDENT TEA IN QATAR, 2019

%
SPONSORED BUSINESS

8.7%

INDEPENDENT BUSINESS

Source: Qatar Adult Population Survey 2019



4.5 BUSINESS DISCONTINUANCE

IN QATAR

As well as high levels of entrepreneurship
in Qatar, many owner-managers also exit a
business each year. These businesses may
continue, for example, when a business is sold
or when it is passed on to a family member, or
they may discontinue. Information on the rate
of business discontinuance is another indicator
of the sustainability of entrepreneurship in
an economy. In Qatar, 6.6% of the adult
population report they have recently exited
a business that was discontinued. In three-
quarters of cases, the business activities
stopped completely. Among reasons cited for
discontinuing a business, the most common is
a lack of profitability, accounting for 33.9%
of exits.

Figure 4.5 shows a steady decline in the
proportion of businesses that have been
discontinued from 2016 to 2019. The rate of
business discontinuance more than halved
from 2016 to 2017 (14.0 down to 5.8) and
continued a steady decline to reach a low of
3.0 in 2018. In 2019, the discontinuance rate
has more than doubled since the previous year
(6.6%), indicating a negative trend rather than
positive.

DISCONTINUATION OF BUSINESSES IN QATAR, 2016-2019

2016 2017

2018 2019

Source: Qatar Adult Population Survey, 2016, 2017, 2018, and 2019



4.6 ENTREPRENEURIAL EMPLOYEE
ACTIVITY IN QATAR

A total of 3.6% of employees
report they have been
involved in the development
of new activities for their
primary employer, such as
launching new goods or
services, setting up a new
business unit, establishment
or subsidiary within the past
three years. GEM considers
that Entrepreneurial Employee
Activity (EEA) accounts for
a substantial portion of
entrepreneurial activity within
innovative-driven economies
such as Qatar. Figure 4.6
shows the trend data for EEA.
Entrepreneurial employee
activity continued to increase
from 2.5% in 2017 up to 6.3%
in 2018 and then declined in
2019 to 3.6%.

ENTREPRENEURIAL EMPLOYEE ACTIVITY (EEA) IN QATAR, 2016-2019

2016 2017 2018 2019

Source: Qatar Adult Population Survey, 2016, 2017, 2018, and 2019



4.7 ENTREPRENEURIAL AND
BUSINESS ACTIVITY ACROSS MENA

Table 4.1 shows the entrepreneurial and
business activity by each phase across the
MENA region and compares Qatar to other
MENA countries participating in GEM APS
2019.

The highest TEA rates in the MENA region
can be found in the high-income economies
of the UAE, Qatar, and Saudi Arabia. Qatar is
ranked in 15% position overall on the TEA out
of the 50 countries participating in the 2019
APS. Egypt and Oman report the lowest rates
of early-stage entrepreneurship in the region.

Qatar reports the highest
nascent entrepreneurship
rate of the MENA countries,
which indicates the country
has taken new initiatives to
encourage its residents to start
businesses. Qatar is ranked
in 9* position overall on this
indicator. In comparison, Qatar
is ranked in 4* position on the
new business ownership rate
when benchmarked against the
selected MENA countries.

Iran has the highest rate of businesses that
have been operating for more than 42 months
in the region, followed by Morocco (ranked 16
and 22" position overall). Qatar lags many of
its neighbouring countries on the established
business ownership indicator with a rate of
3.0% and is ranked in 45 position overall.

The rate of business discontinuation in the
region is high, with nearly all benchmarked
countries in MENA excluding Morocco, ranked
in the top ten economies overall on this
indicator. Oman, Egypt, and Qatar report the
highest rates of business discontinuation out of
the 50 countries participating in the APS.

Entrepreneurship  among employees of
existing organizations in the MENA region
is most prevalent in the UAE. In the UAE,
high levels of employee entrepreneurship
complement high TEA rates. In the MENA
region, entrepreneurship is less likely to occur
in organizations as it is in independent start-
ups. Qatar is ranked in the 18" position overall
on the EEA indicator and has the second-
highest level of employee entrepreneurship
activity in the region.



TABLE 4.7: RATES OF ENTREPRENEURSHIP ACTIVITY IN MENA COUNTRIES, 2019

Nascent
entrepreneurship

Early-stage Established Entrepreneurial
entrepreneurial business employee activity
activity (TEA) ownership rate (EEA)

Discontinuation of
businesses

New business

ownership rate
rate

Score% Rank/50 ll Score% Rank/50 [§ Score% Rank/50 l§ Score% Rank/50 [§ Score% Rank/50 f*Score% Rank/50

{’Qatar 4.1

< Egypt 5.0 37 |18 §=48 6.7 43 3
T iran 69 =26 | 41 =27 | 107 26 8
@® Vvorocco 73 =21 | 44 22 | 114 24 =30
€ Jordan 5.7 31 | 35 §=36 9.1 34 24
@ saudi Arabia | 5.4 33 | 86 6 14.05 16 9
& orman 3.9 42 | 3.1 §=41 6.9 42 1
C uace 9.8 =12 || 7.1 12 16.45 11 7

Source: GEM Adult Population Survey 2019
(=) indicates that the ranking is the same for two or more countries












There are many reasons motivating entrepreneurs
to start a business. Some of these reasons include
striving to make a difference, seeking higher
income and wealth, achieving greater flexibility
and work-life balance, continuing a family
tradition, or seeking alternative job options.

In the 2019 GEM APS, respondents actively
engaged in starting or running a business were
asked the extent to which they agree or disagree
with the following statements regarding their
motivations for starting a business:

To make a difference in the
world

To build great wealth or very
high income

To continue a family tradition

To earn a living because jobs
are scarce

ololole



™ 5.1 MOTIVATIONS AND [

ASPIRATIONS IN QATAR

Early-staged entrepreneurs in Qatar are more motivated to start a business to make a difference
in the world than entrepreneurs who have an established business. Over half of those engaged
in TEA (55.5%) agree® with the motivational statement “To make a difference in the world”
compared to a lower 44.8% of those involved in EBs.

Many of Qatar’s entrepreneurs start purpose-driven businesses to build great wealth or a very
high income. More than three in four entrepreneurs in Qatar (85.3% TEA and 76.0% EB) agree
with the motivational statement, “To build great wealth or very high income.” This motivation
has the highest share of TEA and EB in Qatar.

Over half of those engaged in TEA and EB agree with the motive “To continue a family tradition”
(52.1% and 54.9% respectively). Around two-thirds of early-stage entrepreneurs and established
business owners in Qatar agree they started a business to earn a living because jobs are scarce
(see Figure 5.1).

MOTIVATIONS AND ASPIRATIONS OF TEA AND EB IN QATAR, 2019

85.3%
%

%
62.25, 0% 2%

%

55.5x °

<
: 52.1%
%
Motivation to make a difference in  Motivation to build a great wealth Motivation to continue a family Motivation to earn a living
the world (somewhat/strongly or very high income tradition (somewhat/strongly because jobs are scarce
agree as %) (somewhat/strongly agree as %) agree as %) (somewhat/strongly agree as %)
[ s EB

Note: somewhat agree/strongly agree as % TEA and EA) that (a) motivation to make a difference in the world,
(b) motivation to build great wealth or very high income, (c) motivation to continue a family tradition, and (d)
motivation to earn a living because jobs are scarce

Source: Qatar Adult Population Survey 2019

3 Agree includes both “somewhat agree” and “strongly agree”




" 5.2 MOTIVATIONSAND [

ASPIRATIONS ACROSS MENA

The proportion of those engaged in TEA who
agree with the motive “To make a difference in
the world"” varies across MENA countries. Half
of early-stage entrepreneurs in Egypt, Qatar,
UAE, and Oman agree they were motivated
to start a business to make a difference in the
world, compared to only one in five in Jordan
and Morocco. Most early-stage entrepreneurs
in Jordan (93.1%) and Morocco (93.3%) agree
they were motivated to start a business to
earn a living because jobs are scarce. This
motivation has the highest share of TEA in
Jordan, Morocco, Saudi Arabia, and Oman.

Many early-stage entrepreneurs in the MENA
region start purpose-driven businesses to
build great wealth or a very high income.
This motivation has the highest share of TEA in
Qatar, Egypt, Iran, and the UAE.

Responses to the motive “To continue a
family tradition” also vary considerably, with
the proportion of entrepreneurs agreeing with
this motive at one in five in Iran, but around
one in two in Qatar and Egypt (see Table 5.1).

TABLE 5.1: MOTIVATIONS AND ASPIRATIONS OF TEA IN MENA, 2019

To build great wealth

or a very high income

Score%

Rank/50 | Score%

To earn a living

To continue a family S Jolss a1

tradition
scarce

Rank/50 | Score% Rank/50

Poatar 555 14 85.3 4 521 9 622 = 29
Tt | 57.0 12 77.3 7 511 10 63.6 26
‘» 40.6 35 835 5 209 41 687 | =20
@ Voo 218 45 698 12 331 24 933 1

€ Jordan 19.2 46 59.2 22 24.5 38 93.1 2

@ seuciaatn | 44.6 26 631 19 364 18 724 19
@oman | 499 20 53 26 266 =33 || 562 32
C UAE 517 =16 723 11 366 17 649 | 24

Note: somewhat agree/strongly agree as % TEA that (a) motivation to make a difference in the world, (b) motivation
to build great wealth or very high income, (c) motivation to continue a family tradition, and (d) motivation to earn
a living because jobs are scarce

Source: GEM Adult Population Survey 2019

(=) indicates that the ranking is the same for two or more countries









SECTION 6.
IMPACT CHARACTERISTICS OF

ENTREPRENEURSHIP IN QATAR




GEM provides a comprehensive set of indicators that
characterize  entrepreneurship and how entrepreneurs
influence society. Section 6 reviews the impact entrepreneurs
have by introducing innovations into their societies, creating
jobs, competing internationally, contributing to the growth of
industries and financing businesses.




EXPECTATIONS

To the extent entrepreneurs create jobs, they
can contribute to the economic development
of the country. GEM measures job-creation
forecasts by asking early-stage entrepreneurs
and established business owners how many
employees (excluding partners and owners)
they currently employ, and how many they
expect to employ over the next five years.
The difference between current and expected
employees indicates growth expectations.
Entrepreneurs who are expecting to employ
six or more people are considered medium to
high-growth-orientated entrepreneurs.

Entrepreneurial activity comprises businesses
ranging from those with no employees or just
a few employees to those employing hundreds
of people. In 2019, nascent entrepreneurs and
new business owners employ an average of
6.5 people to help operate their business.
Established business owners in Qatar employ
an average of 29.5 employees.

I 6.1)0B GROWTH

Many nascent entrepreneurs and new business
owners in Qatar expect to become an employer
within the next five years, with 14.7% of early-
stage entrepreneurs projecting to create
between one and five jobs in the next five
years. This compares to 11.1% of established
business owners. In 2019, over eighty percent
of early-stage entrepreneurs and established
businesses expect to experience high-growth
and create more than five job positions in the
future (see Figure 6.1).

In the MENA region, Saudi Arabia, UAE, and
Qatar have the highest percentage of medium
to high-growth-orientated entrepreneurs who
anticipate six or more hires within the next
five years. Qatar performs above the MENA
average on this indicator for TEA.

0.2% %

FIGURE 6.1: JOB GROWTH EXPECTATIONS AMONG EARLY-STAGE ENTREPRENEURS
AND ESTABLISHED BUSINESSES, 2019

14.7%

%
85.2%

%

0 jobs in 5 years

. TEA

Source: Qatar Adult Population Survey 2019

1-5 jobs in 5 years

6 or more jobs in 5 years

EB




B 6.2 INTERNATIONALIZATION IS

Entrepreneurs are considered
‘international’ by GEM when

25% or more of their sales are
from customers outside of their

economies.

Economies rely

on entrepreneurs who have

the ambition and capabilities
to sell internationally.

In 2019, most nascent entrepreneurs and
new business owners in Qatar have a
domestic orientation in that they expect
revenues to come from local customers
rather than international customers. Eight in
ten entrepreneurs expect not to receive any
revenue from customers located outside of
Qatar. Qatar’s entrepreneurs display low levels
of strong international orientation, with 13.1%
of early-stage entrepreneurs and 12.6% of
established businesses reporting that 25% or
more of their revenue is from international
sales (see Figure 6.2).

This is a shift from the previous two years
when Qatar had among the highest levels of
internationalization, with four in ten early-stage
entrepreneurs reporting to have achieved 25%
or more of their sales from customers outside
the economy. This shift towards the domestic
market may be a result of the severing of
diplomatic and economic ties with Qatar by
neighbouring countries, Saudi Arabia, UAE,
and Bahrain in June 2017. The unjust siege
on Qatar has accelerated the pace of self-
sufficiency, particularly within the agriculture
sector, and has encouraged entrepreneurs to
start businesses that focus on supplying the
local market as a priority.

The MENA region contains economies with
high levels of international entrepreneurship
among early-stage entrepreneurs, where a
quarter of TEA in the UAE and Saudi Arabia
state that 25% or more of their sales are to
international customers. While Qatar has
experienced a decline in its international
orientation, the country performs above the
MENA average on this indicator.

FIGURE 6.2: INTERNATIONAL
ORIENTATION OF TEA AND
EB, 2019

13.1%
TEA

%
EB

Anticipating 25% or more
revenue from outside the country

Note: The percentage of early-stage entrepreneurs
and established business owners anticipating 25%
or more of revenue from outside their country
Source: Qatar Adult Population Survey 2019

New questions in the GEM 2019 APS
enquired about the scope of the new business
in terms of whether they had local, national,
or global customers. Figure 6.3 shows that
most entrepreneurs in Qatar have only local
or national customers. One in five early-
stage entrepreneurs (23.9%) and established
business owners (19.9%) have customers
outside Qatar (see Figure 6.3).



FIGURE 6.3: BUSINESS SCOPE OF TEA AND EB, 2019

87.4%
81.6% 81.6%

84.2%

23.9%

l 19.9%

Customer location: International Customer location: National Customer location: Local only

. TEA . EB

Note: The level of TEA and EB having customers only within their local area, only within their country, and those
having international customers (all % adults)
Source: Qatar Adult Population Survey 2019




In the GEM APS 2019, new questions were
also added to assess the geographic reach of
new businesses. The surveyed owners of new
businesses were asked to specify whether their
products/services are new to the customers
locally, nationally, or globally and whether
the technologies/procedures they use are new
locally, nationally, or globally.

B 6.3 PRODUCTS ORSERVICES S

Figure 6.4 shows the proportion of early-stage
entrepreneurs and established business owners
whose product or service is either new to the
area in which they live, new to their country, or
new to the world. Most new and established
business owners in Qatar state that their
product or service is new to the country (30.0%
and 35.3%, respectively). A small proportion of
business owners (new and established) report
that their products/services and are new to
customers outside the country (see Figure 6.4).

30.0%

7.3%

%

FIGURE 6.4: PRODUCTS/SERVICES IMPACT, 2019

%

%

12.0%

Products or services: New to the
world

. TEA

area, new to their country or new to the world
Source: Qatar Adult Population Survey 2019

Products or services: New to the
country

Note: The proportion of adults starting a new business with products or services that are either new to their

Products or services: New to their
area

EB




Figure 6.5 shows the proportion of early-stage
entrepreneurs and established business owners
whose technology or processes is either new
to the area in which they live, new to their
country, or new to the world. Most new and
established business owners in Qatar state that
their technology or processes are new to the
country (34.1% and 38.1%, respectively). One
in eight established business owners (12.1%)
report that their technology/processes are new
to customers outside the country, and a lower
8.2% of early-stage entrepreneurs indicate
that they have the latest technology/processes
worldwide.

FIGURE 6.5: TECHNOLOGY/PROCEDURES IMPACT, 2019

%
34.1%

% 11.9% %
8.2%

Tech or procedures: New to the Tech or procedures: New to the ~ Tech or procedures: New to their
world country area

. TEA EB

Note: The proportion of early-stage entrepreneurs and established business owners starting a new business
with technologies or procedures that are either new to their area, new to their country or new to the world (TEA
and EB)

Source: Qatar Adult Population Survey 2019







SECTION 7.
WHO ARE QATAR'S
ENTREPRENEURS?




B} 7.1 GENDER PROFILE

In Qatar, men and women are equally
likely to be an entrepreneur (nascent
entrepreneurs and new business owners).
In 2019, Qatar is the only country that
has equal TEA rates between men and
women. This “gap” between men and
women is the lowest of all participating
countries in GEM. The rate of early-stage
entrepreneurship (nascent entrepreneurs
and new business owners) for women in
Qatar is the highest in MENA. The rate
for men is 4t highest in MENA.

$ '

Women Men
Highest in MENA 4% Highest in MENA

Men and women differ in terms of their
perceptions of entrepreneurial opportunities
and their self-belief that they have the skills and
knowledge required to start a business. There
are several differences in societal attitudes and
perceptions about entrepreneurship based on
gender. Adult females surveyed in the APS are
more likely than male counterparts to have a
positive attitude toward entrepreneurship
in Qatar, with scores higher for all six
indicators related to societal values towards
entrepreneurship.

Men and women also differ in terms of
disposition towards entrepreneurship. Men
are more likely than women to agree that
they rarely see business opportunities even
if they are very knowledgeable in the area,
and seldom act on those opportunities. On
the contrary, women are more likely than men
to hold a positive opinion of themselves by
believing that other people think they are
highly innovative. Women are also more likely
than men to have a career plan in place.

Men and women hold a similar view towards
the ease of starting a business in Qatar, and
three-quarters of both men and women see
good opportunities to do so within the area
that they live. While men are more likely than
women to feel they have the knowledge,
skills, and experience to start a business, the
intention to start a business is higher among
the female population. A higher proportion
of men than women seeing opportunities
state that fear of failure would prevent them
from starting a business. Men are substantially
more likely than women to personally know an
entrepreneur (65.5% and 49.8%, respectively).

Men are twice as likely as females to be
employees involved in entrepreneurial activity
and are 12 times more likely than their female
counterparts to have an established business.
Men also have a slightly higher discontinuance
rate of businesses than women.

Male early-stage entrepreneurs agree they
are more motivated than female early-stage
entrepreneurs to start a new business to build
great wealth or a very high income. Female
early-stage entrepreneurs are more likely
to agree than their male counterparts to the
statements that they are motivated to start
a new business to make a difference in the
world, to continue a family tradition, or earn
a living because jobs are scarce.




TABLE 7.1: ENTREPRENEURSHIP CHARACTERISTICS BY GENDER IN QATAR, 2019

Societal Values about Entrepreneurship
Entrepreneurship as a good career choice
High status to successful entrepreneurs
Media attention for entrepreneurship
Similar standard of living
Businesses that primarily aim to solve social problems
Self-Perceptions about Entrepreneurship
Personally know an entrepreneur
Perceived opportunities
Perceived ease of starting a business
Perceived capabilities
Fear of failure (% of 18-64 seeing opportunities)
Entrepreneurial intentions
Entrepreneurial Talent

Rarely see business opportunities

Even when you spot a profitable opportunity, you rarely
acton it

Other people think that you are highly innovative
Every decision is part of a career plan
Entrepreneurial Activity

Nascent entrepreneurship rate

New business ownership rate

Early-stage entrepreneurial activity (TEA)
Entrepreneurial employee activity (EEA)
Established business ownership rate (EB)

Discontinuation of businesses

Motivations and Aspirations of Early-stage Entrepreneurs

To make a difference in the world

To build great wealth or a very high income
To continue a family tradition

To earn a living because jobs are scarce

Source: Qatar Adult Population Survey 2019

82.1%
87.1%
82.7%
71.7%
60.7%

62.4%
75.6%
66.6%
75.5%
45.2%
45.3%

50.2%
53.9%

66.5%
79.4%

10.9%
4.1%
14.7%
3.6%
3.0%
6.6%

55.5%
85.3%
52.1%
62.2%

L Male | Female

81.3% 85.3%
86.1% 90.9%
81.2% 88.3%
70.5% 76.3%
59.7% 65.0%
65.5% 49.8%
75.7% 75.1%
66.5% 67.1%
77.8% 66.0%
46.0% 41.8%
43.4% 52.8%
51.5% 44.4%
53.4% 48.0%
62.7% 69.5%
77.8% 83.7%
10.8% 11.3%
4.2% 3.6%
14.7% 14.7%
4.0% 2.0%
3.6% 0.3%
6.7% 6.0%
55.0% 57.3%
86.4% 80.7%
51.9% 52.6%
61.3% 66.0%




Bl 7.2 NATIONALITY PROFILE D

owners (4.4% and 4.0%, respectively).

In 2019, the TEA rate of entrepreneurship (nascent
entrepreneurs and new business owners) for expatriates
(16.8%) in Qatar is higher than for Qatari nationals
(10.3%). The proportion of expatriates surveyed that are
nascent entrepreneurs is double that of Qatari nationals
(13.0% and 6.5%, respectively). Qatari nationals are
slightly more likely than expatriates to be new business

™ O

10.3% 16.8%

Qatari Expats

Expatriates are nearly three times more likely
as Qatari nationals to be an employee involved
in entrepreneurial activity and are more
likely than nationals to have an established
business. Qatari nationals also have a much
higher discontinuance rate of businesses than
expatriates (see Table 7.2).

When comparing the results based on
nationality, the rate of perceived opportunities
is higher for Qatari nationals than for
expatriates. Nationals are also slightly more
likely than expatriates to feel they have the
capabilities to start a business. Entrepreneurial
intentions are higher among the expatriate
population than among nationals. Half of the
foreigners surveyed who are currently not
involved in entrepreneurial activity state their
intention to start a business in the next three
years compared to a third of Qatari nationals.

Expatriates and nationals hold a similar view
towards thinking entrepreneurship is a good
career choice and that entrepreneurs have high
status. A high 71.5% of Qatari nationals state it
is easy to start a business in Qatar, compared to
a slightly lower 64.4% of expatriates. A slightly
higher proportion of nationals than expatriates
seeing opportunities state that fear of failure
would prevent them from starting a business.
Nationals are, however, substantially more
likely than expatriates to personally know an
entrepreneur (73.3% and 57.0%, respectively).

Qatarinationals are more likely than expatriates
to see business opportunities and to act on
them. Only a third of Qatari nationals (35.4%)
compared to over half of expatriates (57.4%)
agree” to rarely seeing business opportunities.
Four in ten Qatari nationals (40.2%) compared
to 58.4% of expatriates agree if they spot a
profitable opportunity that they rarely act
on it. Qatari nationals are less likely than
expatriates to agree that other people think
that they are highly innovative (54.0% and
69.0%, respectively). Over eighty percent
of the surveyed expatriates agree that every
decision they make is part of a career plan
compared to only a third of Qatari nationals.

While two-thirds of expatriate early-stage
entrepreneurs (68.3%) are motivated to start
a business to earn a living because jobs are
scarce, only 41.6% of Qatari nationals are
motivated by the same factor. Table 6.2 shows
that expatriate entrepreneurs are more likely
to start a business to make a difference in
the world when compared to Qatari national
entrepreneurs.

# Agree includes both “somewhat agree” and “strongly agree”



TABLE 7.2: ENTREPRENEURSHIP CHARACTERISTICS BY NATIONALITY IN QATAR, 2019

Qatari Nationals m

Societal Values about Entrepreneurship
Entrepreneurship as a good career choice
High status to successful entrepreneurs
Media attention for entrepreneurship

Similar standard of living

Businesses that primarily aim to solve social problems

Self-Perceptions about Entrepreneurship

Personally know an entrepreneur
Perceived opportunities
Perceived ease of starting a business
Perceived capabilities
Fear of failure (% of 18-64 seeing opportunities)
Entrepreneurial intentions
Entrepreneurial Talent

Rarely see business opportunities

Even when you spot a profitable opportunity, you

rarely act on it

Other people think that you are highly innovative

Every decision is part of a career plan
Entrepreneurial Activity

Nascent entrepreneurship rate

New business ownership rate

Early-stage entrepreneurial activity (TEA)

Entrepreneurial employee activity (EEA)

Established business ownership rate (EB)

Discontinuation of businesses

Motivations and Aspirations of Early-stage Entrepreneurs

To make a difference in the world

To build great wealth or a very high income
To continue a family tradition

To earn a living because jobs are scarce

Source: Qatar Adult Population Survey 2019

82.1%
87.1%
82.7%
71.7%
60.7%

62.4%
75.6%
66.6%
75.5%
45.2%
45.3%

50.2%
53.9%

66.5%
79.4%

10.9%
4.1%
14.7%
3.6%
3.0%
6.6%

55.5%
85.3%
52.1%
62.2%

81.4% 82.4%
86.4% 87.4%
79.4% 84.2%
78.4% 68.8%
56.7% 62.5%
73.3% 57.0%
81.1% 73.0%
71.5% 64.4%
76.5% 75.0%
46.8% 44.3%
33.6% 51.8%
35.4% 57.4%
40.2% 58.4%
54.0% 69.0%
66.3% 85.2%
6.5% 13.0%
4.4% 4.0%
10.3% 16.8%
1.7% 4.6%
2.5% 3.2%
10.1% 4.9%
49.0% 57.5%
80.6% 86.8%
46.1% 53.8%
41.6% 68.3%




3 7.3 AGE PROFILE

The influence of age on entrepreneurial
activity is relatively consistent throughout
GEM.Inmanyeconomies, the mostprevalent
age group for starting businesses is either
the 25-34 or 35-44 age range. This differs
from Qatar as the TEA rate for the 35-44
years old is lower in comparison to other age
groups. The 2019 survey found that 15.3%
of residents surveyed between the ages of
35-44 are involved in TEA, compared to

15.3%

\

17.3%

17.3% aged 45-54 and 19.1% aged 55-
64. In Qatar, the highest entrepreneurship
rates occur among those in late careers
or retirement. This age group may have
strengths to leverage, such as experience,
access to resources, and networks. Those
aged 55 years and older are most likely to
think it is easy to start a business in Qatar
and are least likely to fear failure.

19.1%

Entrepreneurial intentions are higher among
the younger age group of 25-44 years when
compared to those aged 45 years and older.
This indicates that entrepreneurship rates
in the future may shift towards a younger
demographic as young people consider
entrepreneurship as a viable career pathway.

The adult population aged between 18 and 24
years old are less likely than older age groups
to rarely see business opportunities, to believe
that others think they are highly innovative,
and to make every decision based on their
career plan. On the contrary, surveyed adults
within the 35-44 age range are more likely
to believe that others think they are highly
innovative and that every decision they make
is part of a career plan. Respondents who fall
within the 45-54 age group are less likely to
act on opportunities.

Younger early-stage entrepreneurs aged
between 18 and 24 years are more likely to
be motivated to start a new business to build
great wealth or a very high income, or to
continue a family tradition than early-stage
entrepreneurs aged 25 years and older. A
higher proportion of early-stage entrepreneurs
aged 55 years and older are motivated to start
a business to make a difference in the world
compared to their younger counterparts. Early-
staged entrepreneurs aged between 35 and
44 years are among those most motivated to
start a business to earn a living because jobs
are scarce.



TABLE 7.3: ENTREPRENEURSHIP CHARACTERISTICS BY AGE IN QATAR, 2019

Societal Values about Entrepreneurship
Entrepreneurship as a good career choice
High status to successful entrepreneurs
Media attention for entrepreneurship
Similar standard of living
Businesses that primarily aim to solve social problems
Self-Perceptions about Entrepreneurship
Personally know an entrepreneur
Perceived opportunities
Perceived ease of starting a business
Perceived capabilities
Fear of failure (% of 18-64 seeing opportunities)
Entrepreneurial intentions
Entrepreneurial Talent

Rarely see business opportunities

Even when you spot a profitable opportunity, you rarely
acton it

Other people think that you are highly innovative

Every decision is part of a career plan
Entrepreneurial Activity

Nascent entrepreneurship rate

New business ownership rate

Early-stage entrepreneurial activity (TEA)

Entrepreneurial employee activity (EEA)

Established business ownership rate

Discontinuation of businesses

Motivations and Aspirations of Early-stage Entrepren

To make a difference in the world

To build great wealth or a very high income
To continue a family tradition

To earn a living because jobs are scarce

Source: Qatar Adult Population Survey 2019

Qatar
Overall

82.1%
87.1%
82.7%
71.7%
60.7%

62.4%
75.6%
66.6%
75.5%
45.2%

45.3%

50.2%
53.9%

66.5%
79.4%

10.9%
4.1%
14.7%
3.6%
3.0%
6.6%

55.5%
85.3%
52.1%
62.2%

82.7%
87.0%
81.7%
74.1%
65.3%

58.7%
73.9%
59.6%
70.1%
47.6%
39.7%

46.3%
52.7%

56.8%
71.5%

6.7%
1.6%
8.2%
1.3%
0.8%
4.9%

eurs

52.8%
97.2%
63.9%
60.0%

81.0%
86.5%
82.7%
72.5%
59.4%

63.0%
75.7%
64.6%
76.3%
45.1%
49.4%

51.3%
53.7%

64.0%
79.5%

10.8%
4.7%
15.3%
3.4%
2.8%
6.4%

56.9%
88.4%
50.3%
60.5%

83.6%
89.2%
82.4%
70.6%
60.8%

63.9%
76.4%
70.1%
77.2%
46.0%
44.1%

49.6%
52.3%

70.0%
83.4%

11.7%
3.8%
15.3%
4.4%
3.2%
6.8%

59.7%
80.0%
50.4%
68.8%

81.4% | 83.8%
85.0% | | 86.8%
84.3% | 82.7%
66.5% || 79.5%
57.5% | 65.5%
62.8% || 59.5%
77.1% 1 70.2%
69.7% || 77.1%
76.9% 70.2%
43.0% | 39.1%
42.6% || 40.9%
50.9% | | 53.5%
48.0% | 52.6%
61.0% || 61.5%
77.3% | 75.6%
13.2% | 13.2%
4.1% || 8.1%
17.3% 1 19.1%
3.8% || 7.4%
5.2% || 3.8%
9.0% || 6.0%
44.1% || 60.0%
82.4% | 84.0%
55.9% | 46.2%
58.0% || 57.7%




B} 7.4 EDUCATION PROFILE S

Table 7.4 shows entrepreneurs in Qatar
by education level, highlighting that most
of TEA is carried out by those who have
a university education with a master’s
degree and/or Ph.D. (19.1%). Established
business ownership and employee
entrepreneurial activity are highest among
the most educated segment. Perceived
capabilities (skills) are also highest among
those who are university educated,
and affiliation with entrepreneurs also
increases with education level. Those who
are educated up to high school level are
most likely to see good opportunities to
start a business within the area where
they live.

19.1%
R‘ / Have a university education

-~ with a Master's degree or
PH.D

University graduates and those who have
achieved higher education levels (i.e., masters
and Ph.D.) are more likely to see business
opportunities and are less likely to act on
the opportunity compared to those with a
lower education level. Those who are university
qualified are also most likely to believe that
other people think they are highly innovative
and that every decision they make is part of a
career plan.

Early-stage entrepreneurs who have achieved
up to high school level are most motivated to
start a business to continue a family tradition.
Early-stage entrepreneurs who have obtained
a higher education are more likely to be
motivated to make a change in the world or
to earn a living because jobs are scarce.




TABLE 7.4: ENTREPRENEURSHIP ACTIVITY BY EDUCATION LEVEL, 2019

Societal Values about Entrepreneurship
Entrepreneurship as a good career choice
High status to successful entrepreneurs
Media attention for entrepreneurship
Similar standard of living
Businesses that primarily aim to solve social problems
Self-Perceptions about Entrepreneurship
Personally know an entrepreneur
Perceived opportunities
Perceived ease of starting a business
Perceived capabilities
Fear of failure (% of 18-64 seeing opportunities)
Entrepreneurial intentions
Entrepreneurial Talent

Rarely see business opportunities

Even when you spot a profitable opportunity, you rarely
acton it

Other people think that you are highly innovative

Every decision is part of a career plan
Entrepreneurial Activity

Nascent entrepreneurship rate

New business ownership rate

Early-stage entrepreneurial activity (TEA)

Entrepreneurial employee activity (EEA)

Established business ownership rate

Discontinuation of businesses

Qatar
Overall

82.1%
87.1%
82.7%
71.7%
60.7%

62.4%
75.6%
66.6%
75.5%
45.2%
45.3%

50.2%
53.9%

66.5%
79.4%

10.9%
4.1%
14.7%
3.6%
3.0%
6.6%

83.2%
86.5%
82.7%
74.3%
64.3%

57.2%
78.7%
71.6%
71.5%
45.5%
44.5%

50.4%
50.7%

60.6%
71.7%

9.4%
3.8%
13.2%
0.6%
2.8%
8.5%

Motivations and Aspirations of Early-stage Entrepreneurs

To make a difference in the world

To build great wealth or a very high income
To continue a family tradition

To earn a living because jobs are scarce

Source: Qatar Adult Population Survey 2019

55.5%
85.3%
52.1%
62.2%

52.5%
86.3%
63.1%
57.8%

79.4%
86.5%
80.4%
70.8%
66.5%

62.3%
78.6%
63.7%
74.2%
44.6%
46.5%

51.2%
52.4%

60.7%
76.5%

13.8%
4.3%
17.6%
2.9%
3.3%
7.0%

62.0%
90.5%
56.3%
66.7%

University
Graduate

Masters
and Ph.D.

82.6% || 80.5%
88.1% || 85.4%
84.1% || 77.8%
71.4% || 68.3%
57.5% || 59.2%
64.1% || 69.4%
73.4% || 73.8%
65.5% || 60.6%
77.5% || 76.1%
451% || 47.7%
46.7% || 37.3%
49.8% || 49.8%
52.7% || 55.1%
66.1% || 66.8%
83.0% | 81.3%
10.4% 13.1%
3.7% 7.2%
13.9% 19.1%
4.4% 8.9%
2.9% 3.6%
5.7% 6.0%
54.3% || 56.9%
83.3% || 83.1%
471% || 43.1%
65.1% || 51.7%










8.1 FINANCING
OF BUSINESS

Figure 8.1 shows the break-down of how early-stage entrepreneurs and established business
owners finance their businesses. In 2019, around six in ten early-stage entrepreneurs and
established business owners use their own personal savings to finance their business. One in five
established business owners and a quarter of early-stage entrepreneurs finance their operations
through commercial loans. Over a quarter of entrepreneurs have a personal loan (28.7% TEA
and 35.1% Established Businesses).

FINANCING OF BUSINESSES IN QATAR, 2019

My own savings

60.7%

Commercial loan

Personal loan
35.1%

A loan from a family member or a friend

Other _ 5.2%

Source: Qatar Adult Population Survey 2019



8.2 INFORMAL

INVESTMENT ACTIVITY

GEM generates data on “informal” investment;
thatis, the provision of funds to entrepreneurs
by family, relatives, friends, work colleagues,
neighbours, strangers, or via any other
informal financing channel. These sources
of financing are critical for entrepreneurs at
the start-up stage, enabling them to get their
ventures up and running, either to the point
where their businesses can sustain themselves
or when they can attract growth capital.

In 2019, 9.6% of the adult population in
Qatar are informal investors, meaning they
have personally provided funds, excluding
any purchases of stocks or mutual funds, for
a new business started by someone else in
the past three years. The median amount of
investment is $13,733. The most frequent
type of relationship between informal investors
and beneficiaries is “a friend or neighbour” or
“close family member” (see Figure 8.2).

INFORMAL INVESTMENT ACTIVITY IN QATAR, 2019

Informal Investor

. Has not invested funds

Source: Qatar Adult Population Survey 2019

Family member

Work colleague

Other relatives

with a good business idea

Relationship of the person that received most
recent personal investment

Friend

A stranger










Annually, each economy participating in the
GEM cycle surveys key experts or informants
as part of the NES. The NES focuses on the
environmental features that are expected to
have a significantimpact on the entrepreneurial
sector, which are captured in the nine
Entrepreneurial Framework Conditions (EFCs).
These EFCs have been outlined in Chapter 12
under ‘Methodology and Definitions’. The NES
questionnaire is standardized for all countries
and has been designed to capture informed
judgments of national experts in each country,
who are specially selected based on their
reputation and experience. These experts
are asked to express their views about the
most important conditions and whether they
foster or constrain entrepreneurial activity and
development in their country.

When all the data is collected, the files are
harmonized centrally by the GEM Data Team,
which includes an internal quality audit and
the calculation of site variables that summarize
each block of questions designed to measure
certain aspects of the EFCs.

The NES provides insights into how the EFCs
shape Qatar's entrepreneurial ecosystem. In
Qatar, 57 experts were interviewed using both
a semi-structured and structured questionnaire.
The closed questionnaire consisted of several
statements relating to the national conditions
influencing entrepreneurial activity in the
country, and the responses were measured
using a Likert scale of O (completely false)
to 10 (completely true). The data obtained
from these respondents has been analysed
to determine the score for each category of

questions.



9.1 NATIONAL ENTREPRENEURSHIP
CONTEXT INDEX (NECI)

In 2018 GEM introduced a composite index,
the National Entrepreneurship Context Index
(NECI), which assesses the environment for
entrepreneurship in an economy. The NECI
is derived from the 12 framework conditions
and weights the ratings on these conditions
by the importance experts place on them. The
NECI represents an inaugural effort to inform
policy, practitioner, and other key stakeholder
audiences about the strength of the overall
environment for entrepreneurship.

In 2019, Qatar performs third-highest on the
NECI (5.9) and is ranked below Switzerland
(6.1) in first position and the Netherlands (6.0)
in second position.

Figure 9.1 shows how Qatar performs on
the NECI in 2018 and 2019. In 2019, Qatar's
overall ranking for the NECI is above the
median for GEM and is slightly lower than the
ranking for 2018. The equal TEA rates between
men and women especially benefit the strong
entrepreneurship context.

NATIONAL ENTREPRENEURSHIP CONTEXT INDEX (NECI) IN QATAR,

2018-2019

Source: Qatar National Experts Survey 2019

Rank (1/54)
2018

Rank (3/54)
2019



Qatar also records the highest NECI of all
benchmarked countries in the MENA region
and is ranked slightly above the UAE, which
is ranked in fifth position (5.8). In comparison,
Iran and Morocco record the lowest NECI at
3.2 and 4.0 respectively and are ranked 54 and
45 out of the 54 participating countries in the
NES (see Figure 9.2).

FIGURE 9.2: NATIONAL ENTREPRENEURSHIP CONTEXT INDEX (NECI) IN QATAR AND
MENA COUNTRIES, 2019
o 5.2 3.8
a1 5.0 (5)
(17)
4.3 4.6
32 4.0 (29)
3.2 (45)
(54)
Qatar Egypt Iran Jordan Saudi Arabia Morocco Oman UAE
Source: GEM National Experts Survey 2019
Between brackets: Rank out of 54




9.2 ENTREPRENEURSHIP
FRAMEWORK CONDITIONS (EFCS)

Figure 9.3 illustrates how Qatar performs in
relation to the GEM average on each of the
12 framework conditions. Qatar achieves high
ratings on each condition and performs well
above the GEM average.

In 2019, overall Qatar achieves a high
ranked position in the NES for framework
conditions:  Entrepreneurial education at
post-school stage (6.3), Government policies:
taxes and bureaucracy (6.1), Government
entrepreneurship programs (6.0), Government
policies:  support and relevance (6.0),
Entrepreneurship education at school stage
(5.2). Qatar is ranked within the top five
countries out of the 54 participating economies
on these framework conditions.

Table 9.1 shows the longitudinal patterns across
the two consecutive years from 2018 and 2019
for the twelve framework condition scores. In
2019, Qatar records higher scores for six of the
framework conditions when compared to the
previous year. The most significant improvement
can be observed with the Physical infrastructure,
with a score of 6.4 in 2018 increased to a high
of 7.5 in 2019.

2018 2019

The framework conditions where the least
amount of change is observed over the two-year
period are Commercial and legal infrastructure,
Government  entrepreneurship  programs,
Entrepreneurial  finance, and Government
policies: support and relevance.

EXPERT RATING OF THE ENTREPRENEURSHIP FRAMEWORK CONDITIONS,

2019

Entrepreneurial finance (5.4/9)

Cultural & social norms (6.4/8)

Government policies: support
& relevance (6.0/4)

Physical infrastructure (7.5/10)

Internal market burdens
or entry regulations (5.1/11)

Internal market dynamics (5.9/14)

= N W » 1 0y N 0 ©

Government policies: taxes
& bureaucracy (6.1/3)

Government entrepreneu rship
programs (6.1/4)

Entrepreneurship education at
school stage (5.2/3)

Commercial & legal infrastructure
(5.7/13)

Entrepreneurial education at
post-school stage (6.3/2)

R&D Transfer (5.2/9)

D Qatar

EFCs Scale: 1= completely false, 10= completely true
Between brackets: (Score/Rank out of 54)

Average GEM



TABLE 9.1: RATINGS OF THE 12 NATIONAL ENTREPRENEURIAL FRAMEWORK CONDITIONS

(NECI PILLARS) 2018-2019

Entrepreneurial finance

Government policies: support and relevance
Government policies: taxes and bureaucracy
Government entrepreneurship programs
Entrepreneurship education and training at school stage
Entrepreneurial education and training at post-school stage
Research and development (R and D) transfer
Commercial and legal infrastructure

Internal market dynamics

Internal market burdens or entry regulations

Physical infrastructure

Cultural and social norms

Source: Qatar National Experts Survey, 2016, 2017, 2018, and 2019
EFCs scale: 1=completely false, 10=completely true

5.2
6.2
5.8
5.9
6.1
6.6
5.8
5.7
5.3
7.2
6.4
6.1

il 2019

5.4
6.0
6.1
6.1
5.2
6.3
5.2
5.7
5.9
5.1
7.5
6.4




TABLE 9.2: RATINGS OF THE 12 NATIONAL ENTREPRENEURIAL FRAMEWORK CONDITIONS
(NECI PILLARS) MENA REGION, 2019

4.5 5.4 4.5 3.3 3.6 4.9 5.0 4.3 4.9

Entrepreneurial
finance

Government
policies: support 4.3 6.0 4.2 3.1 3.7 5.0 6.0 4.5 6.5

and relevance

Government
policies: taxes and 4.0 6.1 3.3 3.2 3.8 3.9 5.1 4.2 5.8

bureaucracy

Government
entrepreneurship 4.4 6.1 4.1 3.1 3.8 4.5 5.3 4.4 5.9
programs

Entrepreneurship

education and 3.2 52 2% 3.0 23 3.4 3.0 35 5.4

training at school
stage

Entrepreneurial

education and 47 | 63 | 39 33 | 41 | 54 42 44 56

training at post-
school stage

Research and

development 4.0 5.2 3.1 3.1 2.9 5.0 4.1 4.1 4.7
(RandD) transfer

Commercial and 50 | 57 | 45 30 | 48 63 48 46 @ 57
legal infrastructure

Internal market

d . 5.2 5.9 5.7 3.0 4.8 6.9 5.9 5.6 6.1
ynamics

Internal market

burdens or entry 4.4 5.1 4.5 3.3 3.3 4.4 4.7 4.0 5.1
regulations
Flryete) 67 | 75 | 69 35 64 74 65 62 75
infrastructure

Cultural and social 5.1 6.4 50 3.0 3.8 59 59 5.7 6.8

norms

Source: Qatar National Experts Survey, 2016, 2017, 2018, and 2019
EFCs scale: 1=completely false, 10=completely true




9.2.1 ENTREPRENEURIAL
FINANCE

The  entrepreneurial  finance  framework
condition describes the availability of financial
resources — equity and debt — for new and
growing firms. Experts evaluate Qatar's
financial environment for entrepreneurs (5.4),
higher than the global average (4.5). Overall,
Qatar is ranked 9* out of the 54 participating
economies in the NES and is ranked highest
when compared to the benchmarked MENA
countries.

The entrepreneurial  finance  framework
condition has steadily improved over the
previous two years showing a positive
longitudinal trend in terms of experts perceiving
there to be enough equity and debt funding
available for entrepreneurs in Qatar (5.2 in
2018 to 5.4 in 2019).

Experts strongly emphasize the areas of further
improvement in early-stage funding in terms of access
to seed and venture capital. While early-stage funding
has been identified as an improvement opportunity,
the country is taking steps to make more seed funding
options available to entrepreneurs. QDB, for example,
has introduced , an equity financing program that
provides Qatari entrepreneurs with the required funds
to establish a business in Qatar. The program promotes
economic diversification in Qatar, enabling robust
private sector business opportunities for Qataris. QDB
will finance up to 90% of the project (10% financed by
the entrepreneur) with a maximum investment limit of
900K QAR per start-up®.

> https://www.qdb.qga/en/Pages/seed-funding.aspx



9.2.2 GOVERNMENT POLICIES
SUPPORT AND RELEVANCE

Government policy conditions have two components:

Support and relevance which evaluates the extent to which
experts believe their national governments demonstrate
support for entrepreneurs (6.0 well above the global
average of 4.3)

experts think current taxes are affordable and balanced for
entrepreneurs and the level of bureaucracy in business
processes and in facilities for funding entrepreneurial

activities (6.1 — also significantly above the global average
of 4.02).

'—3 Taxes and bureaucracy, which measures the extentto which

Expertsinterviewed forthe NEClidentified that while the amount
of taxes is not a burden for new and growing firms in Qatar,
taxes are often not perceived to be applied in a predictable and
consistent way.

Experts also reveal that the process for new firms to get most
of the required permits and licenses generally takes longer
than a week and that it can be difficult for new and growing
firms to cope with government bureaucracy, regulations, and
licensing requirements, suggesting that there is an opportunity
for improvement with easing bureaucratic procedures for newly
established ventures.



9.2.3 GOVERNMENT
PROGRAM CONDITIONS

The government entrepreneurship program condition relates to
the provision of specific programs for entrepreneurs by public
agencies. This includes subsidies, incubators, and agencies
that assess and advise entrepreneurs. Experts in Qatar rate
governmental programs to support new and growing firms
positively (6.0). Ratings have steadily improved over the
previous two years showing a positive longitudinal trend (5.9 in
2018 and 6.0 in 2019).

2018 2019

Experts reveal there is an adequate number
of government programs available for new
and growing firms and that science parks and
incubators such as Qatar Business Incubation
Centre (QBIC), Qatar Science Technology Park
(QSTP), and the Digital Incubation Centre (DIC)
provide effective support to entrepreneurs
in Qatar. While government programs are
readily available in Qatar, experts indicate
that not all entrepreneurs who need help from
a government organization and can always
find what they need. This may suggest there
is a need to better promote government
programs to generate greater awareness
among the community of the different types
of government enterprise programs available
that support entrepreneurs in the country.



9.2.4 ENTREPRENEURIAL
EDUCATION & TRAINING CONDITIONS

The entrepreneurship education and training
conditions relate to the extent to which
entrepreneurship and entrepreneurial qualities
receive attention in all phases of the educational
and training system from primary school
through to post-graduate level. Entrepreneurial
education at primary and secondary levels in
Qatar (5.2) is above the global average (3.2).
Qatar is ranked 2" out of the 54 participating
economies with the neighbouring UAE ranked
highest.

Qatar experts evaluate post-secondary
education and training (college, university,
and professional education) more positively at
6.3. Overall, Qatar is ranked in 3™ position on
the education and training at the post-school
stage pillar. When compared to the MENA
benchmarked countries, Qatar is ranked
highest on this framework condition.

Entrepreneurship education and training is one
of the EFCs where experts see the potential
for improvement to be at similar levels to the
previous year. The ratings for these conditions
have declined since the previous year, with
the largest drop in rating observed within the
school-age category (6.1 in 2018 down to 5.2
in 2019). Experts indicate that improvements
can be made by focusing attention on
entrepreneurship and new firm creation at
primary and secondary education levels and
providing instruction in market economic
principles.

The highest expert rating for entrepreneurship
education and training conditions is for the
level of business and management education,
providing good and adequate preparation for
starting-up and growing new firms. Experts
also indicate that colleagues and universities in
Qatar are providing adequate incubation and
acceleration programs.

The universities in Education City work in
collaboration with QSTP to deliver enterprise
initiatives and programs such as the European
Innovation Academy (EIA), QSTP XLRS,
MENA Dojo, and student innovation trips.
The EIA summer program aims to develop a
new venture to the market within 15 days of
its course duration. Participants go through
the entire milestones chart of creating a start-
up, from idea to launch, providing a real-life
experience of establishing their own start-up
company.

Qatar University ishometo the
Center for Entrepreneurship,
which aims to create business
ideas and innovation that
will  directly  benefit the
economy of Qatar and assist
in building a knowledge-
based economy. Through the
Center for Entrepreneurship,
Qatar  University  spreads
awareness of the importance
of  entrepreneurship  and
triggers entrepreneurial skills
of university students by
involving them in the process
of developing sound business
plans.



9.2.5 RandD TRANSFER
CONDITIONS

The RandD transfer condition refers to the extent to which national
research and development will lead to new commercial opportunities and
whether these are available for new, small, and growing firms. Overall,
the RandD transfer condition is the equally second-lowest ranked pillar
by Qatar experts (5.2). Despite its relatively low ranking for Qatar, the
country is ranked highest out of the benchmarked MENA countries and
is ranked in 9* position overall (global average 4.0).

2018 2019

The overall rating for the pillar by experts has declined
from 5.8in 2018 t0 5.2 in 2019. The most significant issue
is the affordability of the latest technology by new and
growing firms, with experts suggesting many early-stage
entrepreneurs cannot afford to invest in new research
and technology to the same extent as established firms.

Experts indicate the need for Qatar to invest in RandD
knowledge transfer from universities and public research
centers to new and growing firms. In addition, greater
support could be provided to engineers and scientists to
have theirideas commercialized through new enterprises.
The Ministry of Transport and Communications (MOTC)
has recently announced the digital accelerator program,
which is the next phase of its digital transformation
objectives of transforming businesses in Qatar. The
initiative falls under the Digital Transformation for Small
and Medium Business Enterprises (DTSME) program
which focuses on business establishment segments
and technology domains and aims to increase the
overall ranking of the country in utilizing emerging
technologies, such as the Internet of Things, Virtual
Reality, Augmented Reality, and Artificial Intelligence.
The program will commence in early 2020 with a niche
focus on business maturity levels and approaching the
transformation of SMEs in Qatar through both physical
in-site transformations as well as online.



9.2.6 COMMERCIAL
INFRASTRUCTURE AND PROFESSIONAL
SERVICES CONDITIONS

The commercial infrastructure and professional services
condition receive a moderate rating on the NECI pillars for Qatar
and has remained at a constant level since 2018 (5.7). Qatar is
ranked in 13 position globally and sits behind neighbouring
Jordan (6.3) and on par with the UAE (5.7).

Experts indicate that it is relatively easy for new and growing
firms to get good banking, professional, legal, and accounting
services, and there has been a significant improvement in this
aspect when compared to the previous year (5.5 in 2018 to 6.7
in 2019). Experts also suggest there are enough subcontractors,
suppliers, and consultants to support new and growing firms in
Qatar.

2018 2019

Experts identify the challenges with new and growing firms
being able to access and afford the cost of good subcontractors,
suppliers, and consultants, with the expert scores for these
aspects declining since 2018.



9.2.7 INTERNAL MARKET
DYNAMICS AND BURDENS CONDITIONS

The Entry regulation framework condition has two components: internal market dynamics and
internal market burdens.

Internal market dynamics: This factor analyses whether there is a free and
open market where no entity exerts power to influence or set prices, and
where changes in demand are met with changes in supply, and vice versa.
Overall, Qatar is ranked in 14 position out of the 54 participating economies
in the NES on the internal market dynamics pillar (5.9). In 2019, Qatar is ranked
below Jordan (6.9) and the UAE (6.1) and is on par with Saudi Arabia (5.9).

2018 2019

The local experts’ rating for this framework condition has increased from the
previous year from 5.3 in 2018 to 5.9 in 2019. As this pillar has an inverse
scaling, the smaller the value, the more positive the result. Therefore,
according to local experts, Qatar's business environment has become less
stable with more changes in markets when compared to the previous year.

Internal market burdens or entry regulation: This summarizes the
overall state of a market in terms of the absence of burdens entrepreneurs
encounter upon entering markets, and regulations that can facilitate, rather
than undermine, these efforts. Overall, Qatar is ranked in 11t position on
the internal market burdens or entry regulation pillar (5.1). In 2019, Qatar
is ranked on par with the UAE (5.1) and performs better on this framework
condition when compared to other MENA benchmarked countries.

¢The Oil & Gas Year Qatar 2019 Report, Qatar Chamber of Commerce



Experts identify an improvement since the
previous year in new and growing firms' ability
to enter new markets. Qatar has paved the way
for the private sector to play a greater role in
the national economy by adopting government-
led initiatives to further develop the sector and
to diversify the economy. The government has
introduced several new regulations to help
promote the private sector’s role in the economy
including the reduction of rental value by 50% for
all investors in the logistics areas of the Economic
Zones Corporation in south Qatar during 2018

and 2019, as well as an increase in the percentage
of purchasing local products from 30% to 100% if
the local product meets Qatari specifications and
standards, and financial facilitation provided by
QDB?.
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Qatar is also looking at ways it can support SMEs to participate in
government tenders and procurement processes. The Government

Procurement

and Contracting Conference

and Exhibition

(Moushtarayat 2019) hosted by QDB, Ministry of Finance, Ministry
of Commerce and Industry, and the Public Works Authority
(Ashgal) is an important platform for SMEs to communicate with
government agencies and to identify tenders and contracts. The
initiative provided more than 2,600 business opportunities worth

QR5.8 billion to local businesses’.

Qatar Petroleum (QP) has also introduced a ‘Localization Program
for Services and Industries in the Energy Sector’ (Tawteen). Tawteen
isan initiative designed to develop the energy sector in Qatar and to
promote self-reliance, as well as to localize supporting industries in
the SME sector. The program provides local alternatives to exports,
with a value of between QR8 and QR%bn a year, which is estimated
to raise GDP by approximately 1.6 percent. Tawteen is made up
of two parts: the first is creating 100 new investment opportunities
within the energy sector, and the second part is an In-Country Value
policy that rewards suppliers and contractors who execute their
contracts and agreements by maximizing local content®.

’ Oxford Business Group, ‘Qatar’s economy thrives despite the blockade’

8 https://www.thepeninsulagatar.com/article/19/02/2019/Tawteen-initiative-to-enhance-localisation,-expand-SME-

sector



9.2.8 PHYSICAL INFRASTRUCTURE
AND SERVICES CONDITIONS

The Physical Infrastructure framework condition
refers to presence and access to available
physical resources including:

communication

transportation

and business operations nationally and
internationally through aspects such as:

high-speed Internet and cell
phone service

o

real estate (land, buildings)

®e reliable utilities

o and advanced highways

railways

e+  ports

e+  andairports

OOO®OOC

Physical infrastructure and service conditions
is the highest rated NECI pillar for Qatar and
has been consistently rated highly by experts
over the previous three years. The pillar has
steadily increased since the previous year
showing a positive longitudinal trend from
6.4 in 2018 and 7.5 in 2019. Overall, Qatar
is ranked in 10% position on the physical
infrastructure pillar (7.5). When compared to
the MENA benchmarked countries, Qatar
is ranked equal highest on this framework
condition alongside the UAE.

2018 2019

Experts indicate that Qatar offers a strong
physical infrastructure in which to conduct
new businessactivities, includinggoodaccess
to affordable communication and utility
services. In 2018, Qatar's telecommunication
providers, Ooredoo and Vodafone Qatar,
rolled-out 5G network coverage, which is
refining connectivity and communication, as
well as enhancing people’s way of life and
conduct of business in the country.

ﬁ
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9.2.9 CULTURAL AND
SOCIAL NORMS CONDITIONS

The Cultural and Social Norms framework condition shows
whether and how society exhibits an entrepreneurship
focus within the culture through behaviour, beliefs,
language, and customs. This can encourage entrepreneurs
by demonstrating acceptance, support, and high regard for
their activity. In this EFC, Qatar (6.4) is above the average
(5.1) and is positioned in 8™ place overall. Qatar is ranked

in second position when compared to the neighbouring
countries and falls slightly behind the UAE (6.8).

Experts reveal an increasingly positive national culture
that supports entrepreneurship and individual success
through one’s personal efforts. This is also reflected in
an improvement in the indicators for societal values
and self-perception attitudes toward entrepreneurship
when compared to the previous year. Experts identify a
community that emphasizes self-sufficiency, autonomy,
and personal initiative. Experts indicate a moderate
level of concern about whether the national culture
encourages entrepreneurial risk-taking and whether
there is adequate encouragement for creativity and
innovativeness.
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The GEM 2019 results highlight that Qatar has a
positive societal attitude towards entrepreneurship and
hold entrepreneurs in high regard. Qatar reports the
highest societal attitudes towards entrepreneurs and
entrepreneurshipinthe MENAregion.In2019, more adults
consider entrepreneurship as a desirable career choice
and believe itis easy to start a business when compared to
the previous year. Media exposure has contributed to this
positive community sentiment towards entrepreneurship
with the results indicating that a large proportion of
adults in Qatar often seeing stories in the public domain
about successful new businesses. The positive results for
the societal indicators suggest that national initiatives
aimed at encouraging entrepreneurship in their country
are achieving their objectives.

A large proportion of adult men and women in Qatar also see
good opportunities for starting a business within the next six
months and feel they have the capabilities to do so. With nearly

@  half of the adult population in Qatar who are not currently
involved in entrepreneurial activity expecting to start a business
in the next three years, the results suggest Qatar is on the
pathway to achieving a robust entrepreneurial ecosystem and
diversification of the economy through the many start-ups that
are expected to emerge in the coming years.

Fear of failure continues to be a major barrier that may
subdue the country’s optimism towards entrepreneurship.
Just under half of the adults who see good opportunities
to start a business are risk-averse and state that fear
of failure would prevent them from moving forward. A
society’s negative posture with respect to creativity,
innovation, and change reduces the number of people
engaged in starting new firms and a culture that rewards
risk-taking is more inclined to support higher levels of
entrepreneurial activity. Willingness to accept failure
also tends to be associated with greater levels of risk-
taking. Removing impediments to entrepreneurship
should continue to be a focus for the Qatar government
and business sector if the nation is to grow its national
competitiveness and diversify its economy.



In 2019, Qatar saw a decline in the established
business rate, which coincided with an increase
in business discontinuance. While the TEA rate
improved, primarily due to a rise in nascent
entrepreneurs, the gap between new and
established businesses widened. The 2019
GEM results indicate that efforts taken by
the government to foster entrepreneurship
in the country have been effective. However,
the results also indicate that there is a need
for more initiatives, programs, and support
services to be focused on ensuring the long-
term sustainability of businesses in the country.
With the rise of nascent entrepreneurs in the
country, the focus may need to shift towards
new and established businesses.

Qatar performs well on the NECI and is
“ positionedin third place overall on thisindicator.
To further strengthen the overall environment
for entrepreneurship, the focus should remain
on creating an enabling business environment:
one that is conducive to starting and sustaining
a new business. Lack of public policy on
entrepreneurship, bureaucratic  processes,
government regulations, and complicated
licensing and business registration processes
are key constraints on entrepreneurial
ventures. The Qatar government has taken
significant steps to make it easier to do
business in Qatar and introduced new policies
to facilitate the growth of the private sector.
Further advancements in this area will help
residents make the transition from intentional
to active entrepreneurs, as well as enhance the

sustainability of the SME sector. ,,
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TABLE 11.1: TYPE OF ENTREPRENEURIAL ACTIVITY, GEM 2019

Nascent entrepreneurship | New business ownership Early—stgge .
entrepreneurial activity
(TEA)
Rank/50 Rank/50 Score Rank/50
Egypt 5.0 37 ' 18 =48 - 6.7 43
) Iran 6.9 =26 . 41 =27 o 10.7 26
& Israel 8.8 16 - 42 =25 o 12.7 21
< Jordan 5.7 31 ] 35 =36 o 9.1 34
£ Madagascar = 8.4 =17 1.4 3 - 195 8
< Morocco 7.3 =21 . 44 22 o 11.4 24
5 Oman . 3.9 42 . 31 =41 - 6.9 42
'.LJ Qatar 10.9 9 " 41 =27 — 14.7 15
al Saudi Arabia m 5.4 33 m 8.6 6 — 14.0 16
o South Africa m 7.3 =21 ] 3.7 =31 - 10.8 25
= United Arab Emirates == 9.8 =12 m 71 12 — 16.4 11
AVERAGE - 7.2 - 51 - 12.1
Armenia 14.1 5 7.4 10 21.0 7
Australia 5.8 30 5.1 17 10.5 =27
China 5.3 =34 3.6 =33 8.7 35
India 9.4 14 5.9 =14 15.0 13
Japan 3.3 45 2.1 47 5.4 =47
Pakistan 1.1 50 25 45 3.7 49
Republic of Korea 7.1 24 8.2 7 14.9 14
Taiwan 3.6 =43 4.9 18 8.4 =36
AVERAGE 6.2 5.0 11.0
A Brazil - 8.1 19 wnnn 15.8 1 233 4
Z_  Chile m— 26,9 =1 - 11.0 4 e 36,7 1
:5 Colombia — 15.3 4 - 73 11 — 22.3 6
S8  Ecuador p— 26,9 =1 men 10.8 5 s 36,2 2
uEJE Guatemala o 11.2 8 oo 14.6 2 25.1 3
<© Mexico a 9.8 =12 " 3.4 =38 13.0 19
z% ' Panama e 15.5 3 - 75 9 — 227 5
'5" Puerto Rico i 11.3 7 ' 2.2 46 o 13.4 17
AVERAGE o 15.6 - 9.1 24.1
Belarus " 3.0 46 " 28 43 - 5.8 46
Canada o 10.8 10 e 8.0 8 — 182 9
Croatia = 7.0 25 " 35 =36 - 10.5 =27
Cyprus - 7.9 20 . 46 21 — 12.2 23
Germany - 5.3 =34 " 26 44 - 7.6 41
Greece - 4.6 =39 . 38 | =29 - 8.2 39
B, Ireland m 8.4 =17 . 43 =23 o 12.4 22
= Italy 1.2 49 ] 1.6 50 " 2.8 50
S Latvia - 10.5 11 - 53 16 e 15.4 12
< Luxembourg m 7.2 23 h 34 =38 — 10.2 30
= Netherlands w 5.6 32 m 48 | =19 o 10.4 29
% North Macedonia ] 2.1 48 = 4.3 =23 - 6.2 =44
Z | Norway " 49 38 " 36 | =33 = 8.4 =36
e Poland h 3.6 =43 b 18 =48 - 5.4 =47
< Portugal m 6.9 =26 = 60 | 13 - 129 20
8 Russian Federation - 4.6 =39 ] 4.8 =19 - 9.3 =32
% Slovak Republic i 9.2 15 n 4.2 =25 — 13.3 18
i Slovenia . 4.4 41 " 3.6 =33 - 7.8 40
Spain h 2.4 47 " 38 =29 - 6.2 =44
Sweden - 5.1 36 h 33 40 - 8.3 38
Switzerland - 6.2 29 n 3.7 =31 - 9.8 31
United Kingdom m 6.5 28 ] 3.1 =41 - 9.3 =32
United States an 11.8 6 - 59 =14 — 17.4 10
AVERAGE - 6.1 . 40 - 9.9

(=) — indicates that the ranking is the same for two or more economies.




TABLE 11.2: TYPE OF ENTREPRENEURIAL ACTIVITY (CONT'D), GEM 2019

Discontinuation of

Established business businesses (business did

Entrepreneurial Employee

ownership rate (EBO)

Activity (EEA)

not continue)

Score Rank/50 Score Rank/50 Score Rank/50
Egypt . 1.5 49 0.2 =47 — 7.0 3
6 Iran — 10.2 16 " 2.0 25 - 5.2 8
= lsrael - 5.5 33 - 5.8 12 - 3.8 17
< | Jordan - 6.6 =27 0.7 =36 — 8.3 2
2 Madagascar s 20.2 1 0.6 =38 n 2.6 =26
< Morocco — 7.9 22 0.3 46 n 2.4 =30
cZu - Oman " 2.0 47 . 1.2 34 e 11.5 1
L " Qatar ] 3.0 45 m 3.6 =18 - 6.6 =4
“l SaudiArabia - 5.4 34 - 3.2 20 - 5.1 9
A South Africa - 3.5 44 0.4 =44 - 4.2 =14
= United Arab Emirates == 7.0 =25 o 8.2 2 - 5.5 7
 AVERAGE - 6.6 " 2.4 - 5.7
Armenia 7.8 23 0.6 =38 4.3 =12
Australia 6.5 29 8.3 1 3.2 20
China 9.3 18 0.2 =47 4.0 16
India 11.9 10 0.2 =47 2.9 =22
Japan 7.0 =25 1.9 =26 0.6 49
Pakistan 4.7 =38 0.5 =42 35 19
Republic of Korea 13.0 6 1.4 =31 1.9 =38
Taiwan 12.8 =8 2.3 23 1.4 =43
AVERAGE 9.1 1.9 2.7
A " Brazil 16.2 2 0.6 =38 - 4.8 10
<th ' Chile - 10.6 =14 . 3.6 =18 - 6.6 =4
< = Colombia - 4.3 42 0.9 35 - 4.2 =14
55 Ecuador — 147 4 " 1.3 33 — 5.9 6
u§J§ Guatemala 14.8 3 " 1.4 =31 - 43 =12
ZU  Mexico " 1.8 48 0.2 =47 h 3.1 21
z%  Panama 4.7 =38 0.4 =44 - 4.5 11
'5" " Puerto Rico ] 1.3 50 . 2.1 24 ' 1.3 46
' AVERAGE — 8.6 ) 1.3 - 4.3
" Belarus n 2.7 46 0.5 =42 ' 14 =43
| Canada - 7.4 24 - 5.4 =13 - 3.6 18
! Croatia - 3.6 43 - 5.9 11 " 2.0 =36
Cyprus — 10.1 17 - 6.2 9 " 1.5 =41
Germany - 5.2 35 - 6.3 8 n 2.2 35
Greece — 14.3 5 " 1.9 =26 " 2.0 =36
< Ireland - 6.6 =27 — 7.5 4 " 25 =28
2 ltaly - 47 =38 0.7 =36 0.5 50
”EJ Latvia — 129 7 - 4.3 16 - 2.8 24
< Luxembourg - 47 =38 — 6.7 6 n 2.3 =33
T Netherlands o 10.8 13 - 6.0 10 ' 1.6 40
S | North Macedonia 8.0 21 : 1.6 30 . 2.6 =26
z Norway - 5.6 32 " 2.6 22 " 1.9 =38
2 ' Poland — 128 - " 1.7 =28 | 2.4 =30
j Portugal — 11.0 12 - 4.1 17 ' 1.5 =41
% Russian Federation |m 5.1 36 0.6 =38 u 2.4 =30
% Slovak Republic - 5.9 31 - 3.1 21 - 2.7 25
i} Slovenia — 8.5 19 -— 7.0 5 ! 1.4 =43
Spain - 6.3 30 h 1.7 =28 ' 1.2 =47
Sweden - 4.9 37 - 5.2 15 . 2.3 =33
Switzerland — 11.6 11 ] 5.4 =13 " 1.2 =47
United Kingdom o 8.2 20 p— 8.1 3 " 25 =28
1 United States — 10.6 =14 - 6.5 7 - 2.9 =22
~ AVERAGE o 7.9 - 4.3 " 2.1

(=) - indicates that the ranking is the same for two or more economies.
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TABLE 11.3: ATTITUDES AND PERCEPTION, GEM 2019

. Perceived ease : .
Personally, know Perceived Perceived Fear of failure

- f in s -
an entrepreneur opportunities ot starting a capab|||t|es (opportunmes)

business

Score Rank/50 Score Rank/50 Score Rank/50 Score Rank/50 Score Rank/50

‘Egypt 520 26 735 7 640 14 673 15 548 4
S ran 55.1 =21 477 29 30.1 45 68.9 13 362 37
= lsrael 72.6§ 2 46.0§ 35 21.6§ 50 43.3§ 43 55.4§ 3
< Jordan 465 36 40.6 42 351 39 61.7 21 544 5
2 iMadagascar 51.0 30 468 32 380 33 735 7 410 30
< Morocco 512 29 577 19 27.0 46 62.4 18 425 26
5 §oman 71.1§ 3 72.3§ 8 54.7§ 20 56.3§ 29 40.8§ =31
u | Qatar 624 11 75.6 4 66.6. 11 75.5 =5 452 =19
Y Saudi Arabia 82.6 1 738 6 529 22 830 2 418 28
5 South Africa 283 49 604 17 630 15 60.4 24 498 9
= United Arab Emirates == 61.5 12 66.1 13 66.1 12 622 19 417 29
AVERAGE 57.7 60.0 47.2 65.0 45.8
Armenia 55.6 20 53.9 22 492 24 700 12 482 =10
Australia 55.9 18 457 36 66.8 10 56.0 30 474 13
China 662 = 749 5 362 35 674 14 447 21
India 644 10 83.1 2 80.0 5 852 1 62.4 1
Japan 171 50 10.6 50 243 49 140 50 435 24
Pakistan 448 42 623 16 56.4 18 63.0 17 542 6
Republic of Korea 37.1, 46 429 39 324 42 517 34 7.1 50
Taiwan 356 47 412 40 361 36 42.0 =45 31.0 44
AVERAGE 47 1 51.8 47.7 56.2 42.3
~  Brazi = 516 27 = 464 34 = 394 30 == 620 20 = 356 38
22 ‘Chile = 710 4 =™ 476 =30 ™ 329 41 | me 755 =5 == 581 2
<15 Colombia =665 6 = 467 33 |= 360 37 =724 9 = 327 42
S8 Ecuador = 592 15 == 559 20 == 553 19 == 783 2 = 351 =39
uég iGuatemaIa = 68.4§ 5 |- 67.3§ 10 = 46.6% 27 | — 77.4§ 4 = 39.6§ 34
ZU  Mexico = 464 =37 m= 628 15 == 509 23 | me= 707 11 = 477 12
z% Panama = 454 41 = 534 24 |m=m 572 17 | mm 729 8 = 40.8 =31
g" 'Puerto Rico w 457 40 = 394 43 = 265 47 m= 557 31 = 332 41
' AVERAGE = 568 = 524 = 431 —70.6! = 404
‘Belarus = 504 32 |= 295 49 [= 359 38 |= 423 44 = 380 35
‘Canada W= 551 =22 |m=m 671 12 == 680 9 ™= 568 28 |m™= 472 =14
' Croatia 662 = m= 557 21 = 338 40 |F= 712 10 |= 507 8
'Cyprus == 560 17 |= 385 44 |m 382 32 |m= 582 25 |=m 364 36
'Germany = 4641 =37 | 522 25 |mm 474 25 |m 458 42 |m 297 46
'Greece = 301 48 |m= 499 28 |m== 469 26 |== 516 35 = 406 33
< lreland == 558 19 == 502 27 |= 418 28 |= 420 =45 = 314 43
2 ltaly = 448 =42 = 451 37 |mem 746, 7 == 481 41 = 276 47
g iLatvia s 47.o§ 35 = 35.6§ 47 31.8§ 43 | 57.o§ 27 |mm 46.6§ 16
< ' Luxembourg = 464, =37 |m= 580 18 |m= 605 16 |m= 485 40 |m= 457, 18
£ Netherlands m= 515 28 mm 646 14 |mem g4l 3 = 419 47 = 271 48
S North Macedonia ™= 524 25 == 505 26 = 372 34 |m= 609 23 == 472 =14
Z  Norway = 433 44 |mm 695 9 |memg74 2 = 315 49 = 302 45
2 Poland = 503 33 |mem873 1 | =902 1 |m== 504 38 |== 459 17
< Portugal = 507 31 |m= 535 23 = 411 29 == 614 22 = 526 7
8 ‘Russian Federation |j== 57.23 16 = 29.63 48 |m 31.43 44 | 35.63 48  |pm 45.23 =19
& Slovak Republic == 652 9 = 360 46 = 252 48 |m= 531 33 = 437 23
@ Slovenia m= 604 14 |m 476 =30 == 543 21 == 575 26 |m 422 27
‘Spain = 421 45 = 361 45 m 385 31 == 508 36 = 482 =10
‘Sweden m= 54.6 24 = 79.8 3 == 783 6 == 507 37 m 429 25
‘Switzerland m= 5470 23 |m 407 41 |mm 645 13 m 492 39 = 239 49
'United Kingdom = 491 34 |m 438 38 |m== 824 4 == 552 32 |m 445 22
'United States = 60.9! 13 | 672 11 | 712 8 |mm 655 16 = 351 =39
AVERAGE = 518 = 51.7. =550 =515 = 40.1

(=) — indicates that the ranking is the same for two or more economies.
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TABLE 11.4: ENTREPRENEURIAL TALENT, GEM 2019

Rarely see business
opportunities

Even when you
spot a profitable
opportunity, you

Other people think
you are highly
innovative

Every decision you
make is part of your
long-term career

rarely act on it plan
Score Rank/50 Score Rank/50 Score Rank/50 Score Rank/50
“Egypt 67.8 4 71.0 2 63.6 15 80.5 4
S ran 486 25 461 39 666 8 634 28
o ilsrael 42.2 37 57.7 19 62.1 16 48.9 39
< Jordan 67.6 5 59.4 =11 638 13 69.6 20
£ Madagascar 68.7 3 65.0 5 555 25 82.6 3
< Morocco 717 1 440 44 562 24 716 16
5 §Oman 51.0 20 54.8 24 56.9 23 70.2 18
W Qatar 502 22 539 29 665 9 79.4 5
“' Saudi Arabia 434 34 449 42 63.9 12 543 36
5 South Africa 549 15 580 18 550 26 741 15
= ‘United Arab Emirates 47.6 26 545 26 60.9 18 74.8 13
AVERAGE 55.8 55.4 61.0 69.9
Armenia 58.4 10 59.4 =11 71.9 3 67.4 22
Australia 38.6 a1 63.7 6 52.2 27 65.0 =25
China 50.1 23 48.2 36 48.5 35 69.9 19
India 71.6 2 66.2 4 70.3 5 77.8 7
Japan 42.9 35 50.4 34 16.8 50 37.1 =45
Pakistan 58.3 10 61.0 =8 64.6 10 69.0 20
Republic of Korea 60.4 8 52.0 30 26.5 47 50.6 37
Taiwan 35.6 44 38.6 47 28.8 45 50.0 38
AVERAGE 52.0 54.9 47.5 60.9
a ' Brazil = 580 12 == 546 25 637 14 854 2
Z_ Chile - 4640 27 e 4770 38  mm 615 17 = 77.6 8
:5 ‘Colombia = 455 =30 = 446 43 = 744 1 e 792 6
U@ Ecuador w4590 =28 = 451 41 = 604 20 = 672 23
Eg 'Guatemala m— 63.0 7 — 77.0 1 e 73.0 2 945 1
ZU0  Mexico = 5500 14 em 5400 28  mm 606 19  m=m 650 =25
Zz%Y  Panama - 596 9 = 587 16 |mm 715 4 - 758 =11
== Puerto Rico = 513 =17 = 454 40 = 662 10 e 7420 14
- ' AVERAGE m= 531 m= 534 664 — 774
‘Belarus 3937 =39 = 4917 35 |m= 480 36 |= 327! 48
'Canada 3940 38 = 5940 =11 mm 515! =29 |m= 580! 33
'Croatia = 539 16 |mm 567 20 mm 472 =37 |e=m 656 @ 24
'Cyprus m 3260 47 m 332 48 w4591 39  mm 5731 34
'Germany = 459 =28 |m 478 37 == 497: 33 == 486 @ 41
'Greece — 66.0 6 = 51.2. 33 b 48.6 34 — 77.2 9
S Ireland - 367 42 = 255 50 = 224 49 = 2341 50
= ltaly - 2500 50 = 279 49 = 244 48 = 2611 49
< Latvia = 512 19  |m= 5831 17 == 520 28 (== 613! 30
< Luxembourg = 4570 32 mm 5890 =14 = 386 43  e= 609! 31
£ Netherlands = 2850 49 = 427 45 = 434 41 = 413 43
5 'North Macedonia = 562 13 = 62.8 7 _— 67.7 7 758 =11
E 'Norway = 360! 43 m= 702! 3 = 267 46 == 458 42
Z  Poland m= 455 =30 == 5181 31 = 515! =29 = 488 40
j 'Portugal m= 513 =17 |m= 565/ 22 == 570/ 22 |w= 7710 10
?D— iRussian Federation |mm 42.3 36 o 51.3 32 = 30.2 44 o 36.7 47
& 1 Slovak Republic = 4950 24 = 589 =14 |m= 418 42 = 60.0 32
L Slovenia = 440 33 |mm 610 =9 |=m 586 21 — 6431 27
‘Spain = 5091 21 m= 563! 23 == 509 31 - 6211 29
‘Sweden m 306 48  |wm 566 21 e 472 =37 = 3711 =45
‘Switzerland = 3310 46 = 3941 46 = 449 40 = 382 44
'United Kingdom = 393 =39 |m= 613 8 m= 503 32 |e= 549 35
'United States m 352 45 |m=m 541 27 | 499 6 = 7031 17
' AVERAGE = 425! = 518! - 465! - 532!

(=) — indicates that the ranking is the same for two or more economies.
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TABLE 11.5: MOTIVATIONS TO START A BUSINESS, GEM 2019

To make a difference in the world

To build great wealth or very high income

% of TEA % of Male TEA % of Female TEA % of TEA % of Male TEA % of Female TEA

 Egypt s 570 wwwm 545 wmmm 630 | 773 we— 773 ee—77 4

g Iran — 406 - 368 mmm 469 | g35 mmmmm g3 mmmm g4.2
= lsrael 427 41.4 wem 445 |— 724 — 72— 72.9
% Jordan 192 = 180 = 214 s 592 s 559 s 650
©  Madagascar . 88 1.6 63 = 23.5 = 250 22.1
< Morocco 21.8 = 21.9 = 21.4 s 498 s 727 wwws o 643
5 - Oman o 49.9 38.7 mmmm 659 wmm 530 s 490 e 587
4 Qatar w555 wmm 550 wmm 57,3 |wess 853 s 86,4 e 80,7
g ' Saudi Arabia e 44,6 wmm 455 mmm 436 s 631 mwmm 689 s 560
O South Africa 85.0 82.9 mmmm 871 |wmmmm 789 mmm— 836 — 74,0
= United Arab Emirates mess 517 s 50.4 s 559 s 723 s 72,0 s 73.4
 AVERAGE - 43,3 415 w467 | 67.] - 678 we— 6.2
Armenia 18.4 17.0 20.3 51.5 53.6 48.7
Australia 51.7 49.4 54.9 64.5 73.6 52.1

China 39.7 36.7 43.9 48.4 54.0 40.8

India 86.8 85.7 88.5 87.2 90.1 83.1
Japan 43.9 42.7 47.4 48.5 48.5 48.3
Pakistan 70.3 63.2 95.1 90.3 87.5 100.0
Republic of Korea 9.4 10.7 7.1 67.3 72.4 58.9

Taiwan 44.5 40.6 50.4 57.5 61.2 52.1
AVERAGE 45.6 433 51.0 64.4 67.6 60.5

| Brazil 51 4 wmm 4G 4 mmm 532 | 36.9 s 41,9 wm 31.8
%z ~ Chile A4 wwm 453 wwm 444 wem Q6 e 43.4 37.1
S Colombia w444 s 478 wes 408 |mem 525 mmm 546 mesm 504
U8  Ecuador s 527 s 534 s 518 s 365 37.5 35.4
ung Guatemala o 80,2 —-— 81.5 -- 78.7 |pmmm 598 -— 59.9 -— 59.8
ZU  Mexico w651 4.7 s 655 s 519 mess 568 s 469
ZT  Panama s 76.8 745 e 80.0 |y 64.3 b 67.0 i 60.6
<" Puerto Rico w659 w663 w654 e 437 wem 430 w444
~ AVERAGE o 60.2  wmm 60.4 w600 |mwm 483 wwm 505 wem 458

| Belarus pun 234 m 18.8 wm 28.3 |mmmwsm 753 mmmm 72 46 wmmms 785

" Croatia - 351 - 33.9 - 371 | 491 s 546 mm 403

' Cyprus 451 wmm 444 wmm 46] | 735 —76.8 w631

'~ Germany - 44,4 - 38.0 mmmm 554 | 320 = 28.9 37.6

" Greece i 32.3 = 32,1 em 32,5 |mmm 482 fmmm 520 mms 438

" Ireland - 269 27.8 = 252 | pm 283 m 223 mm 385

g | laly . 1.0 * 63 = 18.6 95.5 1 100.0 s 7.8
& ;Latvia i 32.5 — 30.5 — 36.1 |mm 379 — 43.8 — 27.8
= | Luxembourg 40,5 |— 4G  — 53.8 | 41.2 43.2 38.1
T | Netherlands mm 323 mm 272 mm 387 m 220 == 291 = 12.9
& | North Macedonia M= 569 fmmm 534 s (67 s 537 s 545 mms 458
9 Norway - 366w 343 mmm 420 m 19.5 m 20.1 18.0
o ' Poland s 45 [ mmmm 450 mmmm 447 |m 13.3 m 14.6 = 11.8
Z | Portugal - 41,7 - 40,1 wwm 440 w434 wess 507 = 32.7
W | Russian Federation |m= 27.1 wm 25.6 wm 287 s 497 wmmmm 708 wemm 485
Q  SlovakRepublic M= 407 e 388 mes 438 == 339 mm 350 m= 320
o | Slovenia w482 s 507 mm 435 |mmm 47 ] s 503 24.4
'~ Spain w49 4 wmmm 538 mmm 449 |mmm 595 mmmm 648 mmm 539

' Sweden poms 503 — 50.8 s A9 3 |mmss 55 () mes 4] () e 43.8

~ Switzerland 432 — 41.0 wmm 469 e 38, mmm 466 23.5

" United Kingdom w490 mem 508 wem 44| |mem 516 mmm 550 mmm 443

' United States m— 564 w— 45 705 |9 e 728 —— 4.9

~ AVERAGE 417 405 w43 |mem 48 () | 514 s 426

(=) - indicates that the ranking is the same for two or more economies.




TABLE 11.6: MOTIVATIONS TO START A BUSINESS (CONT'D), GEM 2019

To continue a family tradition

To earn a living because jobs are scarce

% of TEA % of Male TEA % of Female TEA % of TEA % of Male TEA % of Female TEA

~ Egypt w511 wess 542 wes 437 | 364 sess 588 sesss 749

< lran 20.9 = 212 = 20.3 | 487 s b4 s 724
= lsrael 19.2 = 228 = 142 e 539 s 584 s 473
% Jordan 245 253 = 23.0 |j— 03,1  — 95— 942
©  Madagascar 36.8 389 34.8 |— g1 — 79[  o— 0.7
< Morocco 331 = 32.0 e 35.0 |— 933  — 927  w—G.5
«Z ~ Oman 26.6 = 29.3 = 22.7 w562 e 504 s 647
“ Qatar = 521 mmm  51.9 mmm 526 |mmm 622 =  61.3 = 66.0
= Saudi Arabia 36.4 377 34.7 s 724 s 755 e 685
O South Africa w480 w437 s 525 90.3 mmm— 894  — 1.2
= United Arab Emirates === 36.6 37.9 32.2 e 649 s 628 w714
 AVERAGE 35.0 e 35.9 33.2 |mm 727  j— 716 — 753
Armenia 35.5 38.0 32.1 88.8 87.3 90.9
Australia 22.7 215 24.4 41.4 43.9 37.8
China 40.6 33.8 50.0 65.8 64.2 68.0

India 79.8 78.9 81.0 87.5 89.9 84.1
Japan 32.8 33.0 32.2 327 30.3 40.0
Pakistan 67.1 70.8 54.5 92.1 89.8 100.0
Republic of Korea 5.6 52 6.3 35.1 31.7 40.6

Taiwan 19.7 18.1 21.9 334 30.5 37.7
AVERAGE 38.0 37.4 37.8 59.6 58.5 62.4

' Brazil ™ 26.6 wm 28.8 244 | 884 s 86,0 s 90.8
%z ' Chile m 25.2 = 23.7 = 27.0 e 68.7 e 64.1 e 74.4
:5 ~ Colombia mm 317 = 28.4 35.2 | o 90.1 o 89.2 i 91.0
;_ig iEcuador o 35.7 — 34.7 — 36.9 s 82.7 — 79.6 — 86.3
UEJE iGuatemaIa i 53.2 — 52.3 — 54.2 | s 897 — 74.0 _ 96.1
ZU  Mexico s 480 w506 wwm 453 | messs 850 s 813 j—88.8
ZT  Panama o 529 mmm 49 mmmm 580 | 86.9 mmmm 849  mmm—m"89.7
<" Puerto Rico o 435 wmm 459  mm 40.5 | 84.3 w811 — 88.2
' AVERAGE — 39.6 wmm 39.2  mm 40.2 |mwmmm 845 wmmmm 800 s 88 2

" Belarus - 19.6 = 23.6 = 149 |mmmm 517 wmm 465 wem 575

' Croatia = 356 mm 390 mm 300 e 740 me—— 747 =728

" Cyprus -_ 303 = 325 = 267 |mmm 580 mmmm 548 s 630

" Germany — 687 w— 6D ] — 800 = 426 - 39.2 == 485

" Greece — 35.3 = 38.0 == 321 |mmmm 516 wmm 530 == 499

' lreland — (02 (3.8 e 78/ = 40.] - 383 === 448

& aly = 267 m= 330 = 16.2 o 89.5 853 s 9.5
= Latvia - 25.6 = 26.8 = 23.5 68.3 mmmm 434 w—767
S  Luxembourg = 30.0 == 28.1 mm 32.9 |jm— 383 mm 38.9 mm 37.4
3 ' Netherlands - 180 = 202 = 152 = 236 = 17.0 = 31.9
E | North Macedonia = (84 memm= 755 me= = 480 = 836 w80 =— 011
S Norway - 145 = 13.9 = 159 = 256 w272 = 21.6
O | Poland — 0.6 — 3] () m— 824 |m 158 = 15.9 = 15.7
Z | Portugal = 314 mm 297 mm 340 mmm 544 mem 514 wem 589
W' Russian Federation |m= 249 = 264 = 23.3 | jm— 78.8 mmm— 76 () w— 817
€ SlovakRepublic == 281 = 282 = 27.9 s 633 s 640 == 621
@ | Slovenia - 23.2 = 25.8 = 18.2 s 60,1 mmmm 583 memm 636
'~ Spain - 13.4 = 145 = 121 = 423 = 37.8 w== 470

© Sweden o 33.2 = 37.0 = 25.9 | 38.8 mmm 418 == 33.0

" Switzerland - 17.1 = 202 = 11.8 mmm 504 wmm 474 w554
 United Kingdom ~ # 58 46 7.8 644 w613 mm— 495

+ United States — 30.6 = 320 = 29.1 | 41.4 = 37.8 45.2
 AVERAGE j— 33.2 == 34.4 = 31.2 = 524 mmm 505 mms= 554

(=) — indicates that the ranking is the same for two or more economies.
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new products Or processes

Global scope for its customers and new

TABLE 11.7: NATIONAL AND GLOBAL SCOPE FOR NEW BUSINESSES, GEM 2019

At least national scope for its customers and

Score Rank/50 Score Rank/50
Egypt - 0.8 =37 0.1 =34
6 Iran — 1.7 =24 0.2 =29
@ Israel — 2.4 =15 1.0 =2
% Jordan - 0.9 =34 0.1 =34
% Madagascar 0.1 =48 0.1 =34
< Morocco 0.2 =44 0.0 =45
5 Oman - 0.8 =37 0.0 =45
L Qatar — 4.2 2 0.5 =16
g Saudi Arabia 0.1 =48 0.0 =45
a) South Africa - 0.9 =34 0.1 =34
= United Arab Emirates === 3.3 5 0.9 =6
AVERAGE - 1.4 0.3
Armenia 2.5 =10 0.4 =25
Australia 1.7 =24 0.5 =16
China 0.3 =42 0.1 =34
India 0.3 =42 0.0 =45
Japan 1.3 =29 0.2 =29
Pakistan 0.2 =44 0.0 =45
Republic of Korea 1.8 23 0.3 =27
Taiwan 2.5 =10 0.6 =14
AVERAGE 1.3 0.3
Brazil 0.1 =48 0.0 =45
S_  Chile — 2.5 =10 0.4 -16
S5 Colombia = 1.5 28 0.2 =29
;_i 4 Ecuador - 1.2 =32 0.1 =34
I-IEJ 5 Guatemala - 1.2 =32 0.2 =29
<V Mexico r 0.7 39 0.1 =34
zY | Panama — 3.7 3 0.5 =16
<" Puerto Rico — 27 8 1.1 1
AVERAGE — 1.7 0.3
Belarus " 0.4 =40 0.1 =34
Croatia p— 2.5 =10 0.5 =16
Cyprus p— 46 1 0.9 =6
Germany — 2.0 21 0.9 =6
Greece - 1.3 =29 0.5 =16
Ireland — 2.5 =10 1.0 =2
S laly 0.2 =44 0.1 =34
ﬁ Latvia — 2.2 =17 0.9 =6
= Luxembourg o 35 4 1.0 =2
; Netherlands — 1.7 =24 0.5 =16
e North Macedonia - 1.3 =29 0.3 =27
S ' Norway - 17 =24 0.6 =14
[ Poland 0.2 =44 0.1 =34
Z | Portugal - 2.1 20 0.5 =16
w Russian Federation s 0.4 =40 0.1 34
© | Slovak Republic 2.4 =15 0.7 =12
o Slovenia 2.2 =17 0.8 11
Spain 0.9 =34 0.2 =29
Sweden — 2.2 =17 0.7 =12
Switzerland — 3.2 6 0.5 =16
United Kingdom —-— 1.9 22 0.5 =16
United States — 2.6 9 1.0 =2
. AVERAGE - 1.9 | 0.6
(=) = indicates that the ranking is the same for two or more economies.




TABLE 11.8: GENDER DISTRIBUTION OF TEA, GEM 2019

Male TEA Female TEA
(% of adult male population) (% of female adult population)
Score Rank/50 Score Rank/50
Egypt -
< Iran — .
2 lsrael - 15.1 =20 - 10.4 19
% Jordan = 11.4 =33 - 6.8 =36
% Madagascar o 19.3 10 o 19.6 6
< Morocco p— 15.1 =20 - 7.8 32
5 Oman = 8.1 44 - 5.8 =39
L Qatar f— 14.7 22 f— 14.7 =11
“51 Saudi Arabia = 13.4 24 o 14.7 =11
o South Africa e 1.4 =33 o 10.2 =20
= United Arab Emirates == 18.0 13 f 12.6 14
AVERAGE — 13.5 - 10.4
Armenia 26.0 =4 16.6 =8
Australia 12.3 =27 8.8 26
China 9.4 40 7.9 31
India 17.1 14 12.7 13
Japan 7.8 45 2.9 48
Pakistan 55 49 1.7 50
Republic of Korea 18.3 =11 11.4 17
Taiwan 10.0 37 6.8 =36
AVERAGE 13.3 8.6
Brazil — 23.5 7 — 23.1 3
2 _ | Chile — 41,1 1 — 324 2
:5 Colombia — 23.8 6 o 20.9 5
5 a4 Ecuador — 38.8 2 — 33.6 1
gg Guatemala — 28.0 3 — 22.4 4
<Y Mexico - 13.6 23 - 12.4 15
z%Y | Panama — 26.0 =4 - 19.3 7
<" Puerto Rico - 15.5 19 -~ 1.5 16
AVERAGE — 26.3 f— 22.0
Belarus - 6.4 46 ] 5.2 43
Croatia - 13.0 26 - 8.0 30
Cyprus o 15.6 18 - 8.9 25
Germany - 9.5 39 - 5.7 41
Greece - 8.8 43 - 7.6 33
Ireland — 15.9 17 - 9.0 24
Zj Italy " 35 50 2.1 49
ﬁ Latvia — 19.6 9 - 11.3 18
= Luxembourg - 12.0 29 - 8.3 28
; Netherlands - 11.5 =31 - 9.2 23
e North Macedonia - 9.0 42 " 3.3 47
S ' Norway = 115 =31 . 5.1 =44
[a) Poland - 5.7 48 . 5.1 =44
% | Portugal - 16.1 16 - 9.9 22
W Russian Federation |jm 10.2 36 - 8.6 27
Q | Slovak Republic — 16.4 15 - 10.2 =20
o | Slovenia - 9.9 38 - 5.6 42
Spain - 6.3 47 - 6.0 38
Sweden - 10.6 35 - 5.8 =39
Switzerland - 12.3 =27 - 7.3 34
United Kingdom - 11.7 30 - 7.0 35
United States — 18.3 =11 — 16.6 =8
AVERAGE fum 11.5 - 7.5

(=) = indicates that the ranking is the same for two or more economies.
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TABLE 11.9: AGE GROUP DISTRIBUTION OF TEA, GEM 2019

18-24 25-34 35-44 45-54

Score Score Score Score
Egypt . 7.9 = 7.8 & 7.1 ¢ 4.8 1.9
t_t) Iran = 96 = 154 |= 11.1 = 7.4 3.2
& Israel . 9.3 = 16.2 = 13.8 = 12.8 9.2
g Jordan " 53 |= 104 = 12.6 = 8.7 7.8
<Z( Madagascar - 21.2 = 214 o= 211 m 14.4 12.7
= Morocco " 65 = 15.7 = 15.7 = 13.4 4.2
g Oman . 7.2 = 8.1 = 6.9 » 5.6 3.2
w Qatar - 8.2 =~ 15.3 = 15.3 = 17.3 19.1
8 Saudi Arabia = 90 = 11.6 = 185 = 16.0 10.0
= South Africa m 84 = 126 = 92 = 14.3 8.5
United Arab Emirates - 124 | = 16.1 = 19.8 = 15.9 11.3
AVERAGE " 95 = 13.7 = 13.7 = 11.9 8.3
Armenia 18.4 30.2 20.4 16.3 15.0
Australia 55 13.4 13.5 10.0 8.0
China 10.6 13.1 9.9 7.4 2.8
India 14.6 16.9 15.3 11.9 14.7
Japan 4.1 7.1 8.0 4.6 2.6
Pakistan 4.2 3.5 3.3 4.7 1.6
Republic of Korea 4.3 13.4 19.3 15.1 17.9
Taiwan 6.3 11.7 10.9 7.4 4.8
AVERAGE 8.5 13.7 12.6 9.7 8.4
' Brazil — 24.3 | = 26.1 |pm= 26.7 = 22.6 12.4
S ' Chile o 31.6 | 40.0 43.7 35.2 30.0
Zw%  Colombia = 25.0 == 27.1 = 21.7 = 21.4 13.7
SEY Ecuador — 306 == 419 413 = 32.1 29.9
§§§§ Guatemala - 22.3 | 32.7 = 27.0 = 18.0 13.1
=<3 Mexico - 12.2 = 4.1 = 14.3 = 12.7 9.3
S ' Panama f— 22.7 = 23.7 = 24.0 |- 23.7 171
Puerto Rico - 16.1 = 18.9 m= 7.7 |#= 9.5 5.0
AVERAGE - 23.1 = 28.1 |m= 27.1 = 21.9 16.3
Belarus . 6.5 |m= 12.3 | 5.1 3.8 1.1
Croatia - 13.5 = 180 = 13.6 |1 5.7 3.2
Cyprus - 10.6 |m= 16.8 |m 13.9 |m 9.0 8.3
Germany - 10.1 |m= 11.8 |# 7.3 |F 6.3 4.4
Greece - 13.2 |p 6.3 |n 65 |m 9.9 6.7
< Ireland - 142 |m 149 |m= 126 |m= 11.6 8.6
5 Italy 1.9 |= 7.6 2.7 1.8 0.7
g Latvia - 18.9 |mm 22.5 |mm 199 |= 12.2 5.1
< Luxembourg m 7.8 |m 134 |m 114 m 12.1 4.0
T Netherlands - 142 |m 15.6 = 11.6 |k 6.7 6.0
3 North Macedonia : 7.0 = 7.6 |r 7.0 |1 5.5 3.7
g Norway " 8.6 = 9.1 |m 9.2 |= 8.7 6.0
p4 Poland 30 |= 11.1 |» 52 3.7 2.3
j Portugal - 16.7 |m 18.7 |m 14.2 |m 9.4 6.8
o) Russian Federation o 13.1 = 15.0 m 103 1 5.2 36
% Slovak Republic - 18.6 = 18.9 |m 15.9 = 9.7 4.7
- Slovenia : 36 |m 13.8 |» 95 |n 8.6 2.1
Spain " 50 |m 85 |» 6.9 |» 5.7 4.2
Sweden - 132 |m 10.8 |= 8.3 |» 5.9 4.4
Switzerland - 121 |m 10.8 |m 99 |m 9.1 7.8
United Kingdom - 122 |m 10.0 |m 109 |m 9.8 4.2
United States - 15.8 |jum 22.1 |m= 221 m 13.3 134
AVERAGE = 10.9 |m= 13.4 = 10.6 |F= 7.9 5.1

(=) — indicates that the ranking is the same for two or more economies.




TABLE 11.10: SECTOR DISTRIBUTION OF NEW ENTREPRENEURIAL ACTIVITY (% OF TEA), GEM 2019

Agriculture

Manufacturing

Transportation

Wholesale/
Retail

Egypt 8.6 65 ™ 17.0 1.7 58.0

< Iran 6.3 67 = 11.1 20 | 28.0
2 Israel 0.4 42 = 6.7 23 29.9
< Jordan 3.0 26 = 9.7 42 — 592
% Madagascar 17.5 8.4 |= 12.6 6.2 33.9
< Morocco 1.1 20 = 9.4 2.0 | — 68.6
5 Oman 15 71 = 8.5 4.4 44.1
Ej Qatar 0.8 1.6 5.3 1.8 s 54.9
a Saudi Arabia 0.9 3.3 ¢ 5.3 1.1 p— 58.8
o South Africa 4.2 49 = 13.1 4.7 | p— 46.1
2 United Arab Emirates 0.0 3.0 » 6.8 3.6 | m— 48.5
AVERAGE 4.0 46 = 9.6 3.1 48.2

Armenia 30.5 2.2 9.2 1.1 38.4

Australia 4.8 12.9 6.2 2.8 24.8

China 1.7 1.0 6.8 2.7 55.0

India 4.6 3.8 11.9 3.1 61.9

Japan 7.9 3.9 4.9 6.4 29.1

Pakistan 11.7 0.0 14.5 4.0 53.4

Republic of Korea 33 3.3 13.5 2.3 48.7

Taiwan 0.5 2.6 11.7 3.5 52.0
AVERAGE 8.1 3.7 9.8 3.2 45.4

Brazil 0.8 53 |= 10.9 5.4 | re— 49.0

2 _  Chile 55 66 = 10.2 5.9 405
:5 Colombia 0.9 27 = 1.3 3.2 = 552
E @ Ecuador 5.6 20 |» 6.2 5.0 | — 64.6
UEJE Guatemala 2.4 1.8 |= 13.1 1.8 | — 65.5
<V Mexico 221 40 |m= 16.1 2.7 | — 51.3
EE Panama 27 98 = 9.4 60 = 510
S Puerto Rico 3.7 2.8 & 5.7 24 | — 52.3
AVERAGE 55 44 = 10.4 4.1 | pe— 53.7

Belarus 3.5 70 |m= 11.0 9.6 | 31.6

Croatia 10.3 7.4 |m 6.9 3.2 | 24.7

Cyprus 2.7 60 |r 5.7 5.4 |pm— 34.4
Germany 3.8 24 |n 5.7 1.3 |pm 20.5

Greece 6.4 32 |m 10.1 4.7 | e— 421

Ireland 4.1 6.7 4.3 2.4  |j— 29.2

6 Italy 8.9 8.5 4.4 3.4 | e— 41.2
E Latvia 7.7 6.7 |m 15.8 55 | 24.4
= Luxembourg 6.7 7.0 4.5 1.5 |jp= 21.0
< Netherlands 0.5 33 m 15.8 32 | 597
K North Macedonia 35 53 |m 7.9 3.9 | 21.7
9 Norway 7.2 8.6 2.6 53 |mm 19.9
% Poland 4.7 11.0 |m 8.6 3.5 |- 27.0
< Portugal 35 59 |= 7.4 2.3 | p— 35.8
& Russian Federation 3.0 6.1 |im 14.9 3.8 | p— 41.9
€ | Slovak Republic 3.2 89 45 21 = 20.7
3 Slovenia 2.5 94 |m 14.5 25 |mm 18.4
Spain 4.7 3.6 . 7.3 4.4 | 29.9

Sweden 8.6 67 |m 8.6 2.4 | 27.3
Switzerland 2.0 0.3 3.4 4.4 = 21.8

United Kingdom 0.2 88 |u 7.6 0.2 |mm 20.4

United States 3.5 67 |m 10.5 4.8 | 24.6
AVERAGE 4.6 63 |F 8.3 3.6 | 29.0

(=) — indicates that the ranking is the same for two or more economies.
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TABLE 11.11: SECTOR DISTRIBUTION OF NEW ENTREPRENEURIAL ACTIVITY (% OF TEA) (CONT’'D), GEM 2019

Information/

communications

technology

Finance

Professional
services

Administrative

services

Health,

educati

on,

government,
and social
services

Personal /
consumer
services

124

Egypt 0.0 0.0 » . b 2.5 .
S Iren e 10.2 = 1.9 10.6 = 43 e 17.0 2.0
= lsrael o 89 = 3.1 9.7 = 5.6 e 257 35
<  Jordan 0.5 1.3 1.5 1.8 == 12.8 3.6
% Madagascar 0.0 0.0 = 11.8 = 24 = 7.1 0.0
< Morocco 0.4 0.6 = 3.4 1.6 == 8.5 2.3
5 - Oman 1.0 = 36 = 33 = 2.9 w204 3.4
W Qatar - 25 - 6.4 6.9 10.3 == 9.0 0.6
“51 ~ Saudi Arabia 1.3 0.5 5.1 = 2.0 199 1.8
O South Africa . 2.9 = 1.7 1.2 = 3.9 162 1.3
= United Arab Emirates = 3.6 = 4.0 |m= 9.8 mm 8.4 = 10.6 1.6
. AVERAGE u 2.8 |r 2.1 = 59 = 4.0 13.6 2.1
Armenia 2.6 0.9 2.5 1.9 9.4 1.2
Australia 6.5 3.0 11.1 6.2 19.0 2.7
China 2.9 1.5 2.3 4.4 20.3 1.4
India 0.4 0.4 1.0 1.4 11.0 0.4
Japan 5.9 47 6.7 3.8 24.7 1.9
Pakistan 0.0 0.0 0.0 2.6 13.8 0.0
Republic of Korea 5.7 4.3 33 37 8.1 37
Taiwan 4.0 5.0 8.3 1.9 8.9 1.5
AVERAGE 35 25 4.4 3.2 14.4 1.6
o Bra ' 1.7 0.6 |= 33 | 1.9 | 167 4.4
22 ~ Chile o 1.9 = 1.6 = 8.5 == 7.8 10.3 1.1
<1y  Colombia o 30 |= 32 = 42 m 2.9 | 11.4 2.2
98 Ecuador o 2.4 & 15 = 3.1 1.1 = 7.1 1.3
ung Guatemala - 38 |» 1.2 = 2.7 13 = 5.3 1.0
ZU | Mexico 1.3 0.0 0.0 00 = 2.5 0.1
z%  Panama ' 1.6 = 25 = 29 = 3.1 - 9.6 1.3
'5"  Puerto Rico 0.8 0.9 = 32 = 6.6 184 3.2
 AVERAGE . 2.1 14 = 35 = 3.1 | 10.2 1.8
| Belarus n 2.0 0.7 |m 6.0 | 2.0 |mmm— 218 47
~ Croatia - 52 | 5.5 11.6 10.7 | — 13.3 1.1
- Cyprus = 55 = 5.6 |mm 8.3 |m 4.6 e 174 4.4
Germany — 9.6 |m 4.4 | 9.5 |m 2.7 ||p— 20 () | m— 11.0
. Greece - 4.1 |n 2.6 |m 6.2 |m 52 mmm 141 1.3
Ireland - 75 3.5 | — 127 = 4.8 | 20.3 4.4
) - ltaly - 3.7 1.7 | 11.8 |m 3.6 |- 11.2 1.5
E | Latvia = 56 = 4.3 | 9.1 m 4.9 |m= 119 4.2
<§t ~ Luxembourg - 10.7 | 11.6 | 13.2 |m 5.2 | 181 1.0
-~ ' Netherlands 0.2 1.5 08 = 2.5 | 10.5 1.8
& | North Macedonia 59 = 4.6 |- 10.4 | 12.6 |p— 19.2 5.0
S | Norway - 10.0 | 6.4 | 12.4 = 7.2 — 17.1 33
Ao ' Poland . 2.8 |m 5.4 | 10.3 = 3.0 | 221 1.6
Z | Portugal " 20 |m 2.9 |m— 12.6 |m=- 7.7 |mmm 155 4.3
w ! Russian Federation & 2.4 0.6 |m 3.6 |m 2.7 | 20.3 0.6
Q | Slovak Republic - 45 | 64 = 121 = 45 | m—29.5 37
2 | Slovenia o 6.9 |mm 5.8 |mmmm 156 = 5.7 | 13.2 5.6
'~ Spain - 73 |m 4] — 171 = 5.1 = 14.8 1.7
'~ Sweden o 10.8 |n 1.9 | 125 |m 3.8 jmmm 145 2.8
Switzerland — 8.4 4.8 | jm— 128 = 3.8 | ——33 5 4.8
~ United Kingdom - 49 |m 3.9 19.7 | 7.0 23.1 4.2
'~ United States - 5.4 | m— 11.0 | ju—n 115 |m 40 |wemm 154 2.6
 AVERAGE - 5.7 |m 4.5 |mm 10.9 |m= 5.2 18.4 3.4

(=) — indicates that the ranking is the same for two or more economies.







TABLE 11.12: NATIONAL ENTREPRENEURSHIP CONTEXT INDEX (NECI) AND ITS 12 COMPONENTS, GEM 2019

NECI

Score

Rank

Egypt 454 = 421" 327/m 412|F 223/® 394 307 ™ 454 = 572|m 448 = 686 = 500
Iran . 326 " 307 ® 324 309" 298F 326" 311" 298" 304 = 332 % 350" 301
Israel = 481 22 ™ 511 ™ 406" 305 ™ 415" 298 ™ 443 m 467 = 562 =™ 480 = 416 == 7.09 == 7.60
Jordan = 524/ 11 M 490 m 498 m 390/ ™ 450 m 338 m 535 m 499 m 628 mm 693 m 436 == 741 m 590
Madagascar m 369 48 m 300 m 374 m 360F 2928 170 m 546 m 293 m 413 m 455m= 338 ™ 433 m 450
Morocco = 395 45 361 m 371 =™ 384 m 3758 232m 413 m 293 m 478 m 482|m 326 = 642 = 382
Oman = 461 29 m 431 m 446 = 415 m 444 m 347 m 440 m 407 m 456 m 556 m 402 == 616 == 571
Qatar = 591 3 = 540 = 6.03 = 6.09 == 6.05 = 524 = 627 = 521 == 570 == 592 = 509 == 752 = 636
Saudi Arabia m 504 17 |m 501 = 603 m 5714 m 532 m 296 m 416 m 409 m 475 m 592 m 474 wm 654 = 585
South Africa = 3.63 49 wm 403 m 353 m 271 m 310w 224 m 351w 316 m 437 m 466 m 336 m 509 m 384
United Arab Emirates == 5.84 5 | 491 wm 649 wm 582 wm 594 m 536 m 557 m 472 mm 571 mm 613 m 513 mm 7.53 mm 6.79
AVERAGE = 456 m 437 m 457 m 407 m 431 317 m 459 m 390 m 486 m 528 m 412 = 622 m 531
Armenia 463 27 3.74 4.34 5.48 3.73 2.74 3.64 3.10 5.80 5.05 453 7.18 6.21
Australia 465 26 5.11 4.02 4.27 4.54 3.75 4.46 3.93 5.21 4.32 4.72 6.27 5.20
China 589 4 5.80 5.89 6.16 5.46 413 5.74 5.57 5.37 6.88 5.23 7.70 6.78
India 580 6 5.73 5.98 5.10 5.53 5.12 5.65 5.31 5.80 6.60 5.70 6.91 6.20
Indonesia 5.69 8 5.53 5.92 4.98 5.29 4.98 5.98 5.56 5.44 6.57 5.51 6.12 6.37
Japan 471 25 5.03 5.01 416 4.37 2.40 4.60 4.44 4.14 6.10 4.50 7.39 4.36
Pakistan 395 | 46 3.65 3.35 2.69 3.40 2.77 4.22 2.82 4.11 4.90 423 6.61 458
Republic of Korea 513 15 506 == 645 = 457 = 540 m 343 = 419 = 418 = 437 m= 749 = 421 == 7.39 = 479
Taiwan 5.73 7 5.55 5.99 5.55 5.72 3.91 5.17 5.44 5.73 6.08 5.37 8.24 6.08
Thailand 499 18 5.05 4.32 4.16 4.25 3.15 4.81 4.26 5.23 6.25 4.67 7.82 5.94
AVERAGE 5.12 5.03 5.13 4.71 4.77 3.64 4.85 4.46 5.12 6.02 4.87 7.16 5.65
Brazil = 398 43 437 m 392/ 225m 391/ 203 m 425m 321 m 453 ™ 584|™ 384 ™ 549 m™ 372
Chile = 461 28 375 m 471/m 479 m 547|m 554 m 493 m 369 m 439 m 413|™ 394 == 772 = 527
Colombia m 424/ 35 |m 339/m 500 m 311 m 453 m 305m 529/ m 356m 402 m 450 m™ 394 mm 576/ m 474
Ecuador m 419/ 39 |m 288/m 3318 266 m 344m 349 m 539 m 310m 444 m 499 m 370 mm 697 mm 592
Guatemala m 356/ 51 |p 256" 239 m 337/m 294m 275m 5068 255m 443 m 351 = 3.17/m 553|m 447
Mexico m 472/ 23 m 414/m 404/m 365 m 440 m 312 m 604 m 414/ m 475 m 476 m 439 mm 7.08 m 6.09
Panama m 398 44 m 314/m 259 m 406 m 402/m 208m 406/m 299m 430 m 396|m 393 mm 721 m 539
Paraguay m 343/ 52 p 252/n 241m 353m 3445 188 'm 3828 247 m 344 m 326 m 379 mm 575 m 4.80
Puerto Rico m 318/ 53 |m 3388 252 1.20/m 2.86 1.44\m 373/m 316 m 3.76/m 507 m 278 m 467 m 355
AVERAGE = 3.99 m 335m 343|m 3.18m 389/m 282 m 473|m 321 m 423 m 445 m 372 mm 624 m 488
Belarus m 424|| 34 |m 324/m 3.28/m 435/m 310/ 263|/m 462|m 3.38|m 526|m 556/m 428/ mm 7.40|m 3.80
Bulgaria m 421 37 |m 442\n 254/m 464m 296/m 269/m 391|m 3.15m 513/m 532|m 424 mm 740|m™ 387
Canada m 516/ 14 |m 528/m 517|m 446/m 470/m 428m 500/ m 423|m 551|m 500 m 484 mm 703 m 429
Croatia m 357/ 50 |m 4.15/m 304/ 246/m 341/ 200m 328/ 261 m 397 m 551 m 337/ m 638/ 263
Cyprus m 448 31 m 359/m 431 m 500 m 399 m 316/m 509 m 385/ m 509 m 441 m 435 m 658/m 441
Germany = 504 16 m 537 m 407|/m 4.15/m 621/m 271 |m 480|m 478 mm 629 mm 579 m 513 mm 645|/m 478
Greece m 410/ 40 |m 3.88/m 356/ 243|m 350/m 262/m 445 m 430m 492 m 515/m 400 == 606/m 4.35
Ireland m 471/ 24 |m 484/m 411|m 450/m 535/m 303 m 465 m 422/m 497|m 484/ m 483 m 554|m 566
Italy m 431|| 33 |m 450/m 357/m 303|m 413/m 287 m 494/m 464m 481 m 489 m 451 m 540|m 4.43
Latvia m 491/ 20 |m 483|m 437/m 376/m 516 m 418m 455 m 436m 587|m 478 m 502 mm 694|m 508
Luxembourg m 517 13 m 437|mm 585 m 536 m 600 m 411m 531 m 531 m 566/m 326/m 517 mm 673|m 497
Netherlands m= 604/ 2 |mm 625/mm 576/ m 549 mm 613|m 545 mm 584|m 543 |m 634|m 520 mm 607 mm 794 m 654
North Macedonia m 384/ 47 |m 372/m 3.12/m 3.17|m 339/m 283m 394/m 3.22|m 485/m 507 = 333 mm 583|m 3.62
Norway m= 552/ 9 |m 549 m 505 m 448|m 543|m 518|mm 571|m 4.66|m 621m 513|m 480 mm7.79 m 631
Poland m 424|| 36 |m 494/m 414/m 288/m 430/ 180/m 320/m 353|m 448/m 653|m 407 mm 7.00/m 3.99
Portugal m 421 38 |m 485/m 426(n 242|m 441|m 263/m 464/m 369 m 500 m 4.17|m 374 mm 712 m 3.61
Russian Federation = 404 41 m 371/m 322/m 305/m 384/m 297 m 421\m 296|m 494 mm 603/m 335 mm 608 m 408
Slovak Republic m 403|| 42 |m 450|m 282/m 271|m 358 @ 267 m 442/m 290 m 509 m 443 m 438 mm 743|m 349
Slovenia m 449/ 30 |m 449|m 397/m 343|m 513/m 280/m 425/ m 3.90|m 513|m 536/m 445 mm 7.06/m 3.72
Spain m 524|| 12 |m 4.87|m 533|m 517 mm 594/m 245 m 545/ m 526/mm 604|m 531 m 505 mm 695 m 482
Sweden m 492/ 19 |m 519|m 3.60|m 351|m 462/m 434m 484/m 431 m 525 m 607 |m 474 |mm 742 m 521
Switzerland = 6.05 1 |m 550|m 576/ mm 621|m 607/m 463 mm 633 m 635 m 643|m 449 m 554 mm 358 m 668
United Kingdom m 483 21 |m 533/m 402/m 508/m 432/m 337m 465 m 377|m 512|m 485 m 522/ mm 654 m 572
United States = 531 10 |mm 6.04/m 437|m 490 m 421|m 392m 542|m 448 mm 579 m 4.99|m 438 mm 750 mm 768
AVERAGE = 469 m 472/m 414/m 403 m 458/m 331|m 473 m 414/m 534/ m 510/m 454 mm 689 m 482

- (=) - indicates that the ranking is the same for two or more economies.
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Entrepreneurial finance

Government policy: support and relevance

Government policy: taxes and bureaucracy
Government entrepreneurship programs
Entrepreneurship education at school stage
Entrepreneurial education at post-school stage
R and D Transfer

Commercial and legal infrastructure

Internal market dynamics

10 Internal market burdens or entry regulations
11 Physical infrastructure

12 Cultural and social norms

INIZ®B Calculated on a 10-point scale (1=very bad e-ship context, 10=very good e-ship context)

EFC Average scores — assessed in National Expert Survey in 9 Likert scale (1=highly insufficient; 9=highly sufficient)
were re-scaled to 10 points for the purpose of NECI
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SECTION 12.
METHODOLOGY
AND DEFINITIONS




Bl ABOUT GEM -

130

There is widespread agreement amongst academics and policymakers that
entrepreneurs, and the new businesses they establish, play a critical role in economic
prosperity. They support and promote entrepreneurship, business growth, and
innovation in geographic regions. The Global Entrepreneurship Monitor (GEM)
contributes to this recognition with longitudinal studies and comprehensive
analyses of entrepreneurial attitudes and activities across the globe.

The GEM survey was conceptualized regarding the interdependency between
entrepreneurship and economic development to:

uncover factors that encourage or hinder
entrepreneurial activity, especially those
related to societal values, personal attributes,
and the entrepreneurship ecosystem;

provide a platform for assessing the extent
to which entrepreneurial activity influences
economic  growth  within  individual
economies; and

uncover policy implications for enhancing
entrepreneurial capacity in an economy.

Since its inception in 1997 by scholars at Babson
College and London Business School, GEM
has developed into one of the world’s leading
research consortia concerned with improving
one’s understanding of the relationship between
entrepreneurship and national development. In
the twenty-one years since its inception, GEM
has measured entrepreneurship in over 100
countries, covering all geographic regions and
economic levels.

@ 100+
inception countries



GEM produces data on rates of entrepreneurship across
multiple phases of the process, profiles of entrepreneurs,
including demographics, motivations, and ambitions, as
well as characteristics of their businesses, such as level of
innovativeness and industry participation. Additionally,
GEM uncovers a range of insights across the adult
populations of the economies it has studied with multiple
measures of societal attitudes, self-perceptions, and
affiliations relative to entrepreneurship. GEM provides
a comprehensive set of indicators on entrepreneurship,
allowing for the construction of detailed profiles of
entrepreneurship in each economy studied. GEM'’s Adult
Population Survey (APS) captures both informal and
formal activity, moving beyond a reliance on business
registrations, which explain only a small proportion of
entrepreneurship in many societies. And while firm-
level studies can offer useful information, GEM'’s focus
is on the people who start and run businesses. GEM
represents a primary source of data, generated through
an APS of at least 2,000 randomly selected adults (aged
18 to 64 years) in each economy. In addition, national
teams collect expert opinions about components of the
external entrepreneurship context through a National
Expert Survey (NES). With a rigorous methodology,
consistently followed by all GEM national teams and
meticulously supervised and processed by a central data
team, GEM enables cross-national comparisons.
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B HOwW GEM MEASURES S
ENTREPRENEURSHIP:

THE DASHBOARD OF GEM INDICATORS

GEM looks at several indicators which may be viewed as a dashboard representing
a comprehensive set of measures that collectively contribute toward the impact
entrepreneurship has on a society, and the extent society supports this activity. Key
entrepreneurship indicators are defined below:

ENTREPRENEURIAL ACTIVITY INDICATORS

| Percentage of the 18-64 population who are currently nascent entrepreneurs,
i.e., actively involved in setting up a business they will own or co-own; this
business has not yet paid salaries, wages, or any other payments to the owners
for more than three months.

Percentage of the 18-64 population who are currently owner-manager of a
new business, i.e., who own and manage a running business that has paid
salaries, wages, or any other payments to the owners for more than three
months, but not more than 42 months.

Total early-stage entrepreneurial activity (TEA):

@+ Percentage of the 18-64 population who are either a nascent entrepreneur
or are owner-manager of a new business, i.e., the proportion of the adult
population who are either starting or running a new business.

Established business ownership rate (EBO):
Percentage of the adult population aged 18 to 64 years who are currently
®°  an owner-manager of an established business, i.e., owning and managing an
(&5

operating business that has paid salaries, wages or any other payments to the
owners for more than 42 months.

Business discontinuation rate:

Percentage of the adult population aged 18 to 64 years (who are either a
nascent entrepreneur or an owner-manager of a new business) who have,
in the past 12 months, discontinued a business, either by selling, shutting
down or otherwise discontinuing an owner/management relationship with the
business.

Entrepreneurial employee activity (EEA):

Percentage of the adult population aged 18 to 64 years who as employees have
been involved in entrepreneurial activities such as developing or launching
new goods or services, or setting up a new business unit, establishment or
subsidiary.
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SOCIETAL VALUES AND PERCEPTIONS

Good career choice:
Percentage of the adult population between the ages of 18 and 64 years
who believe that entrepreneurship is a good career choice.

High status to successful entrepreneurs:
T Percentage of the adult population between the ages of 18 and 64 years
who believe that high status is afforded to successful entrepreneurs.

Media attention for entrepreneurship:

Iﬁ(}),) Percentage of the adult population between the ages of 18 and 64 years
who believe there is a lot of positive media attention for entrepreneurship
in their country.

SELF-PERCEPTIONS ABOUT ENTREPRENEURSHIP

Entrepreneurial Affiliations:
Percentage of the population aged 18 to 64 years who knows someone
personally who started a business in the past two years.

Perceived opportunities:
@ Percentage of the population aged 18 to 64 years who see good opportunities
to start a firm in the area where they live.

@+ Percentage of the adult population between the ages of 18 and 64 years who
believe it is easy to start a business.

‘ Ease of starting a business:

Perceived capabilities:
Percentage of the population aged 18 to 64 years who believe they have the
required skills and knowledge to start a business.

Fear of failure:
Percentage of the population aged 18 to 64 years perceiving good
® e opportunities who indicate that fear of failure would prevent them from setting

up a business.

e Entrepreneurial intentions:

@+ Percentage of the population aged 18 to 64 years (individuals involved in any

stage of entrepreneurial activity excluded) who are latent entrepreneurs and
who intend to start a business within three years.
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ENTREPRENEURIAL TALENT

Rarely see business opportunities:
®+  Percentage of the 18-64 population who agree that they rarely see business
opportunities.

Even when you see a profitable opportunity, you rarely act on it:
Percentage of the 18-64 population who agree that even when they spot a
profitable opportunity, they rarely act on it.

®06

Other people think you are highly innovative:
®+ Percentage of the 18-64 population who agree that other people think they
are highly innovative.

N1
i

Every decision you make is part of your long-term career plan:
Percentage of the 18-64 population who agree that every decision they make
is part of their long-term career plan.

MOTIVATIONS AND ASPIRATIONS

To make a difference in the world:
® ¢+ Percentage of TEA who agree that a reason for starting their business
is “to make a difference in the world.”

To build great wealth or very high income:
® ¢  Percentage of TEA who agree that a reason for starting their business
is “to build great wealth or a very high income.”

To continue Family tradition:
Percentage of TEA who agree that a reason for starting their business
is “to continue a family tradition.”

To earn a living because jobs are scarce:
Percentage of TEA who agree that a reason for starting their business
is “to earn a living because jobs are scarce.”

ololole
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ENTREPRENEURSHIP IMPACT

©

[ X}

oYoJele

Business Services:
Percentage of entrepreneurs involved in business services.

Consumer Services:
Percentage of entrepreneurs involved in consumer services.

Job Growth Expectations:
The percentage of entrepreneurs projecting to create six or more jobs in the
next five years.

Scope (local/national/ international):

Percentage of the 18-64 population involved in TEA having customers only
within their local area, only within their country, or those having international
customers.

Internationalization:
The percentage of entrepreneurs who state that 25% or more of their sales are
to international customers.

Product/Services Impact (local/national/global):
Percentage the 18-64 population involved in TEA having products or services
that are either new to the area, new to their country, or new to the world.

Technology/Procedures Impact (local/national/global):

Percentage of the 18-64 population involved in TEA having technology or
procedures that are either new to the area, new to their country, or new to the
world.
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B ENTREPRENEURIAL e

FRAMEWORK CONDITIONS (EFC)

The quality of the EFC is based on the average value of experts’ perceptions, using a Likert scale
of 1 (highly insufficient) to 10 (highly sufficient), for the following Entrepreneurial Framework
conditions:

National Entrepreneurship Context Index (NECI):

Assesses the environment for entrepreneurship in an economy and is derived
from the 12 framework conditions and weights the ratings on these conditions
by the importance experts place on them.

The 12 Entrepreneurial Framework conditions are outlined below:

] Describes the extent to which experts perceive there are enough funds
forcurrentand potential entrepreneurs. Experts evaluate the accessibility
and efficient functioning of equity markets and the availability of typical
financing channels for entrepreneurs. This includes informal investment,
professional business angels, venture capitalists, banks, government
loans, grants, and subsidies, as well as crowdfunding.

‘,' Determines whether experts believe their national governments
f demonstrate support for entrepreneurs.

Reflects the degree to which experts think current taxes are affordable
and balanced for entrepreneurs, or whether they constitute a burden to
A starting and growing businesses. This factor evaluates bureaucracy in
business processes and in facilities for funding entrepreneurial activities.

This factor evaluates whether and how public agencies are providing
specific programs for entrepreneurs. This includes subsidies, incubators,
and agencies that assess and advise entrepreneurs.

Entrepreneurship education at school stage:

This factor includes expert evaluation of the degree to which
entrepreneurship subjects are included in school programs, and
whether schools are instilling students with entrepreneurial values.

Entrepreneurial education at post-school stage:

®+  This factor measures the inclusion of entrepreneurship subjects in post-
school programs, such as colleges, business schools, and vocational
centres.
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Research and development (RandD) transfer:

This synthesizes expert evaluation of RandD transfer from universities
and research centres to the business sector and to what degree
engineers and scientists can commercialize research findings and bring
them to the market.

Commercial and professional infrastructure:

This factor represents the supply and affordability of professionals
and firms providing services to entrepreneurs, including accountants,
lawyers, and consultants, to help them startand manage new businesses.

Entry regulation:
This has two components:

* Internal market dynamics:

This factor analyses whether there is a free and open market
where no entity exerts power to influence or set prices, and
where changes in demand are met with changes in supply, and
vice versa.

e Internal market burdens or entry regulations:

This factor analyses whether there is a free and open market
where no entity exerts power to influence or set prices, and
where changes in demand are met with changes in supply, and
vice versa.

Physical Infrastructure:

This facilitates communication, transportation, and business operations
nationally and internationally through aspects such as high-speed
Internet and cell phone service, real estate (land, buildings), reliable
utilities, and advanced highways, railways, ports, and airports.

Cultural and social norms:

This factor shows whether and how society exhibits an entrepreneurship
focus within the culture through behaviour, beliefs, language, and
customs. This can encourage entrepreneurs by demonstrating
acceptance, support, and high regard for their activity.
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B} GEM CONCEPTUAL
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FRAMEWORK

Since itsinception, the GEM survey has been conceptualized to explore the interdependency
between entrepreneurship and economic development to:

Determine the extent that entrepreneurial activity influences economic
growth within individual economies

Identify factors which encourage and/or hinder entrepreneurial activity
(especially relationships between national entrepreneurship conditions,
social values, personal attributes, and entrepreneurial activity)

Guide the formulation of effective and targeted policies aimed at
enhancing entrepreneurial capacity within individual countries.

To explore the interdependency between
entrepreneurship and economic development,
the GEM developed a Conceptual Framework
focused on enterprise creation, development,
and growth. This framework has evolved since
its inception in 1999. As shown in Figure 12.1,
the GEM Conceptual Framework is centered
on the assumption that a nation’s economic
growth is directly impacted by the personal
capability of its individuals to identify and
seek opportunities to start a business. This
process is affected by environmental factors
that influence individual decisions to pursue
entrepreneurial activities.

The social, economic, cultural, and political
context is represented through the National
Framework Conditions (NFCs) and the EFCs.
The NFCs reflect the stages of economic
development and the progress between
them. The EFCs relate to the quality of
the entrepreneurial ecosystem, including
entrepreneurial finance, government programs,
entrepreneurship education, RandD transfer,
market dynamics and regulation, physical
infrastructure, and cultural and social norms.

The GEM Conceptual Framework recognizes
that entrepreneurship is part of a complex
feedback system, and makes explicit the
relationships between social values, personal
attributes, and various forms of entrepreneurial
activity. It also recognizes that entrepreneurship
can mediate the effect of the NFCs on new job
creation and new economic or social value
creation. Entrepreneurial activity is, therefore,
an output of the interaction of an individual’s
perception of an opportunity and capabilities
(motivation and skills) to act on this, and
the distinct conditions of the respective
environment where they are located. While
entrepreneurial activity is influenced by the
EFCs where it takes place, it ultimately benefits
this environment through social value and
economic development.



Social values toward entrepreneurship:

This includes aspects such as the extent that society values
entrepreneurshipasagoodcareerchoice;whetherentrepreneurs
have a high societal status; and the extent that media attention
on entrepreneurship is contributing to the development of a
positive entrepreneurial culture.

Individual attributes:

This includes different demographic factors such as gender,
age, geographic location, psychological factors including
perceived capabilities, perceived opportunities, fear of failure,
and motivational aspects.

Entrepreneurship activity:

This is defined according to the phases of the lifecycle of
entrepreneurial ventures (nascent, new business, established
business, discontinuation), according to impact (high growth,
innovation, internationalization), and by type (TEA, EBO, EEA).

National
Framework
Conditions

ECONOMIC CONTEXT

Basic requirements
Efficiency enhancers
Innovation and business
Sophistication

FIGURE 12.1: THE GEM CONCEPTUAL FRAMEWORK

_______________________________________________________________

SOCIAL, CULTURAL, POLITICAL, OUTCOME
(SOCIO-ECONOMIC DEVELOPMENT)

T

Entrepreneurial
Framework
Conditions

(New jobs, new value added)

1

Societal Values

About ENTREPRENEURIAL ACTIVITY

Entrepreneurship

Source: GEM Global Report 2019/2020

ENTREPRENEURIAL OUTPUT

BY PHASE
Nascent, new, established, business exits
Individual Attributes
(psychological, BY IMPACT
demographic, High growth, innovative, market scope
motivation)
BY TYPE
TEA, EBO, EEA
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B HOW GEM MEASURES

ENTREPRENEURSHIP

The GEM measures individual participation
across multiple phases of the entrepreneurial
process, providing insights into the level of
engagement at each stage. This is important
because societies may have varying levels
of participation at different points in this
process. A healthy entrepreneurial society
requires people to be active in all phases of
the entrepreneurial process. For example,
to have start-ups in a society, there must be
potential entrepreneurs. Later in the process,
people that have started a business must have
the capability to sustain their business into
maturity. Figure 12.2 presents an overview
of the entrepreneurial process and the GEM
operational definitions.

The GEM provides a comprehensive account
of both informal and formal business activity.
This is important because, in many societies,
entrepreneurs operate in the informal sphere.
The GEM's emphasis on individuals provides
insight into whom these entrepreneurs are,
including their demographic profiles; their
motivations for starting a new venture; and
the vision they have for their businesses. It
also assesses broader societal attitudes about
entrepreneurship, which can indicate the
extent that people are engaged in or willing to
participate in entrepreneurial activity and the
level of societal support for entrepreneurs.
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Every individual engaged in behaviour related to new business
“ creation, whether it is at the initial concept stage or the
established business stage, contributes to the national level
of entrepreneurship. The GEM not only considers the number
of entrepreneurs in an economy but takes into consideration
other aspects such as the level of employment they create,
their growth ambitions, and the extent that segments such as

women are participating in entrepreneurial activity.

FIGURE 12.2: ENTREPRENEURIAL PHASES AND GEM ENTREPRENEURSHIP INDICATORS

——————————————————————————————————————————————————— EXITING THE BUSINESS

OWNER-MANAGER
NASCENT ENTREPRENEUR OWNER-MANAGER OF A OF AN ESTABLISHED

POTENTIAL ENTREPRENEUR
OPPORTUNITIES,
KNOWLEDGE AND SKILLS

INVOLVED IN SETTING UP A NEW BUSINESS BUSINESS
BUSINESS (UP TO 3.5 YEARS OLD) (MORE THAN 3.5 YEARS OLD)

CONCEPTION FIRM BIRTH PERSISTENCE

AN AN
| |
| |
| |
| |
| |
| |
| |

INDIVIDUAL ATTRIBUTES
GENDER INDUSTRY

IMPACT
BUSINESS GROWTH

AGE SECTOR
MOTIVATION

INNOVATION
MARKET SCOPE

Source: GEM Global Report 2019/2020
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B GEM METHODOLOGY
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To provide reliable comparisons across countries, GEM data are obtained using a research design
that is harmonized across participating countries. The GEM data are gathered on an annual basis

from two main sources:

ADULT POPULATION SURVEY (APS)

Atthe heartofthe GEM methodologyisthe APS.
This GEM survey of entrepreneurship provides
primary data on a random representative
sample of at least 2,000 adults between
the ages of 18 and 64 years. The surveys
are conducted at the same time every year
(between May and June) using a standardized
questionnaire provided by the GEM Global
Data Team. The questionnaire is translated
into local languages and back-translated for a
validity check. In Qatar, the APS questionnaire
was translated from English into Arabic.

In 2019, the APS conducted in Qatar included
a total of 3,063 interviews, with a random
selection of the adult population between
the ages of 18 and 64 years, covering all
nationalities and gender. Interviews were
conducted using a structured questionnaire

in the preferred language of the respondent
(Arabic or English).

comparisons over time.

To maximize the representation of the
population, a multi-channel methodology
was used: 50% of data was collected via
telephone surveys on respondents’ mobile
phones using random digit dialing (RDD); the
remaining 50% of data was collected using
a computer-assisted personal interviewing
(CAPI) methodology, where respondents were
randomly approached in public spaces across
Qatar and invited to participate. The sample
for the telephone surveys was developed by
randomly generating thousands of mobile
phone numbers, based on two root phone
numbers from telecommunication providers
Ooredoo and Vodafone. The APS sample was
stratified by age, gender, and municipality of
residence.

The individual countries only gain access to the data once it has been analyzed
by experts at London Business School for quality assurance, checking, and
uniform statistical calculations. As the GEM research design harmonizes
the data, it is possible to conduct reliable cross-national and intra-country




NATIONAL EXPERTS SURVEY (NES)

The NES comprises at least 45 interviews with
selected and pre-approved government and
industry experts from across nine frameworks in
each participating economy. These frameworks
include entrepreneurial financing, government
policy, government entrepreneurship
programs, entrepreneurial education, RandD
transfer, commercial and legal infrastructure,
internal market dynamics and market burdens
or entry, physical infrastructure, and cultural
and social norms.

National experts are selected for participation
in the NES in accordance with the international
GEM selection criteria, to ensure each
country’s selection is balanced, relevant, and
representative — allowing for global data

harmonization and consistent comparisons
between the participating countries. It is
therefore required that each participating
country includes at least four experts from each
of the nine NES entrepreneurial framework
categories.

In general, experts are carefully chosen based
on their level of knowledge and experience
of each of the EFCs. In Qatar, a total of
57 interviews with national experts were
conducted via an online link to the survey,
distributed via email. All countries participating
in the NES are required to use a standardized
NES questionnaire, which is translated locally
into additional languages (such as Arabic for
Qatar).

HOW THE NECI IS CALCULATED

TheNational Entrepreneurship ContextIndex(NECI)assessesthe environmentforentrepreneurship
across the 12 framework conditions. The NECI weighs ratings for these conditions by the
extent experts agree on a nine-point Likert scale. They also provide importance scores for each
statement, representing the extent this aspect plays a key role in stimulating and supporting
entrepreneurship in their economy. Each expert’s ratings for the statements (re-scaled to 10
points) are multiplied by theirimportance values. The results for all statements on each framework
condition are then summed and divided by the sum of the importance values to generate an
individual weighted NECI score. These scores are then averaged over all experts in the economy
to arrive at the NECI value for each framework condition. The overall NECI value represents the
average of the 12 factors, which is used to rank the economies.
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