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EXECUTIVE SUMMARY

Introduction:

The Women's Market in FDMN/refugee Camp 5 serves as a space where women
entrepreneurs/Vendors can exhibit and market their goods and services within a secure and
encouraging setting. Initially set up by BRAC in 2020, ActionAid Bangladesh has been overseeing its
operations since March 2024, with support from the UN Women.

Bangladesh is hosting more than 975,000 Rohingya refugees, which puts a heavy burden on its
resources. However, with aid from the international community, vital services are being maintained.
Long-term solutions like the Women's Market are crucial for economic resilience and empowerment.

The market assessment aims to spot opportunities and challenges, gauge the feasibility of establishing
connections with vendors and local leaders, and assess how accessible and inclusive the Women's
Market is. The intent of this study is to craft strategic actions to boost female participation in the
marketplace, with an emphasis on economic empowerment and betterment of livelihoods. This
document plays a key role in shaping upcoming endeavors, making certain that they align with the
needs and goals of the Rohingya women.

Methodology:

The assessment conducted in Camp 5 within the Rohingya community in Cox's Bazar used a blend of
methods, focusing on market sellers, community heads, Imams, relatives, and staff from pertinent
groups. These methods involved literature reviews, questionnaires, focus group discussions, key
informant interviews, in-depth interviews, observations and meetings with the community for a
comprehensive exploration of women's economic activities. Limitations included language barriers,
inadequate secondary documents, cultural mobility restrictions for women, and extreme weather
affecting consumer participation.

Women's Market Assessment:
This chapter explored into the market's current conditions, highlighting its establishment, operational
challenges, and the specific dynamics that make it an essential economic hub for women.

Overview of the current Women’s Market conditions: The Women's Market, comprising 24 shops,
offers a variety of products such as clothing, cosmetics, accessories, food, and household items. Most
products are sourced from local Kutupalong and Balukhali markets, with some coming from Cox's
Bazar and Dhaka. However, shops often need to offer the complete range of products customers
desire. However, it faces several challenges, including limited product variety, high wholesale prices,
and inadequate refrigeration and heat management infrastructure. These factors negatively impact
sales and customer satisfaction.

Capital management and support: The financial support now comes from ActionAid, which provides
10,000 Taka every four months. Despite this, vendors need help to secure items at competitive prices,
leading to slim profit margins and sparse inventories. Vendors prefer monthly payments to manage
their stock and sales better.

Market mapping: The market map highlights the roles of various segments, from tailoring and pottery
shops to food stalls and beauty parlors. Supply chain actors include Cox's Bazar, Dhaka, Kutupalong,
and Balukhali wholesalers. The market's enabling environment is shaped by regulations enforced by
the Camp in charge (CIC), with support structures provided by ActionAid and other NGOs.

Supply chain actors include wholesalers and traders from various regions, and the Camp in charge
(CIC) regulates the market's operations. Although issues like inconsistent supply and high operating
costs persist, financial and technical support from NGOs like ActionAid helps vendors. Business



performance varies, with food stalls achieving the highest sales while other shops struggle due to high
product costs and limited inventory. Key challenges include limited access to wholesale markets,
fluctuating prices, and poor transportation infrastructure, which affect profitability and operational
efficiency. Despite these obstacles, the Women's Market remains a crucial hub for economic
empowerment in the refugee camps.

Business performance of the shops: The performance of shops varies significantly. Food stalls
generate the highest sales, up to 20,000 Taka per month, while other shops like variety stores and bag
shops have relatively lower sales. The disparity is attributed to high product costs and limited
inventory.

The Women's Market holds significant growth potential, strengthened by community support and
stakeholder involvement. Expanding product offerings to include daily necessities like fresh vegetables
and meats would attract a broader customer base, enhancing market viability. Infrastructure
improvements like more spacious stalls and better sanitation facilities would improve vendor and
customer experiences. Financial and business support services, including microfinance and business
training, could empower vendors. Enhanced security measures and clear policy support from camp
management and NGOs are essential for sustained growth. Community engagement campaigns and
the development of a Women's Market Cooperative would foster acceptance and provide a collective
voice for vendors, promoting entrepreneurship and economic resilience.

Reflections from the multiple stakeholders:
The assessment explored the diverse perspectives and experiences surrounding the Women's Market
in Rohingya camps.

Reflections from family members of women vendors: Family members support women's
involvement in the market, acknowledging its role in economic empowerment, though traditional
views persist among some male members. This details both positive reflections and societal challenges
faced by female vendors. Introducing mixed-gender days elicited mixed reactions, balancing increased
sales with cultural concerns. Recommendations from stakeholders emphasize expanding product
variety, improving infrastructure, providing financial incentives, and ensuring security to foster a more
conducive environment for women entrepreneurs.

Reflection from the nearby male shop owners: The two male shop owners near the Women's Market
in the Rohingya camps revealed diverse perspectives on the market's impact and functionality. Both
shop owners acknowledged the market's positive environment and its role in supporting female
entrepreneurs, though they held traditional views on women's participation in business. The first shop
owner appreciated the market's well-maintained space and noted that increased crowd presence
would boost sales. However, he believed women should focus on domestic responsibilities, suggesting
that more shops and supplies should be provided exclusively for women. With a longer tenure in the
Camp, the second shop owner valued the market's safe and inclusive atmosphere but felt women
should adhere to traditional domestic roles. Despite this, he recognized the market's efficiency and
positive ripple effect on the community's economic empowerment.

Both shop owners highlighted the need for improved infrastructure, better transportation, and more
substantial external support to enhance the market's overall functionality. Their reflections
underscore the complex interplay between cultural values and economic opportunities within the
Camp, showcasing the importance of balancing respect for cultural norms with efforts to empower
female entrepreneurs.

Reflection from a Majhi: A male Majhi living in Rohingya Camp 5 for six years provided him a unique
perspective on women's economic activities and empowerment. The Majhi commended women's



participation in the Camp's economic activities, noting their financial stability and the market's
accommodation of cultural practices. He suggested that the Women's Market could be more inclusive
and supportive of women's needs, align offerings with traditional Rohingya practices and provide a
safe, comfortable environment to encourage participation.

He highlighted the Camp's thriving internal economy but noted challenges like the hot climate and
lack of proper facilities. The Majhi advocated for continuous support for Women's Market activities,
addressing safety concerns and enhancing economic interactions within the Camp. He envisioned an
integrated economic environment that respects cultural practices and meets the community's specific
needs, particularly women's empowerment, through dedicated market spaces.

Insights from CIC: The Camp in Charge (CIC) of Camp 5 offered valuable insights into the operations
and challenges of the Women's Market. He acknowledged its initial success but noted its current
struggle with low customer turnout and underutilization. The CIC emphasized the need to align
product offerings with the community's specific needs, suggesting that essential items reflecting
cultural practices, like Thami clothing and Chandan clay, would enhance market sustainability. He
stressed that the market should focus on necessities rather than luxury items, improve connections
with suppliers, and enhance infrastructure to serve both vendors and the community better.

Reflections from nearest consumers: The Women's Market in the Rohingya camps sees
predominantly female participation, with 67.32% of shoppers being women who primarily buy goods
sold by Rohingya women. The market faces challenges like inadequate transportation and societal
norms restricting women's mobility. Expanding the product range and market space and improving
access from other camps are seen as essential steps for broader economic integration.

Male perspectives on women's participation reveal a divide: 58% support it due to economic benefits,
while 42% oppose it due to religious and cultural reasons. A significant demand for new products,
particularly clothes and household commodities, reflects a need for market diversification. Challenges
in economic transactions include religious restrictions, perceived skill gaps, and gender biases.
Addressing these issues through financial literacy programs, cultural engagement, and gender
sensitization is crucial for supporting women's economic participation.

Reflections from the Women vendors: The reflections from the women vendors in the Rohingya
camps highlight the entrepreneurial spirit and the socio-economic impact of the Women's Market.
Women are driven by necessity and opportunity, motivated to support their families and utilize NGO
resources. However, challenges such as a mismatch between customer demand and available
products, societal skepticism, and financial hurdles persist. The market serves as a commercial hub
and a community space, fostering a sense of normalcy and empowerment. Safety measures and
accessibility are emphasized, ensuring a welcoming environment. Vendors needed more structured
financial support and business training to sustain and expand their activities. Their future aspirations
include market expansion and professional growth, and they are seeking continued support from
camp management to realize these goals.

Critical aspects of the Women's Market: The Women's Market in the Rohingya camps is vital for
women's economic empowerment but faces significant challenges such as restricted access, limited
product variety, and infrastructure issues. Managed by ActionAid Bangladesh, the market operates
from 8 AM to 4 PM and has 24 shops. It offers a variety of goods but struggles with profitability due
to high costs and limited inventory.

Sales disparities are evident, with the food shop generating the highest monthly sales. Infrastructure
issues like extreme heat and limited electricity disrupt operations despite cleanliness and safety.
Cultural practices, including the mandatory wearing of veils, heavily influence the market
environment. Women adhere to wearing burgas or head coverings despite discomfort, reflecting
societal norms and respect for men. This veil adherence impacts their movement and interactions,



especially on open days when men are allowed entry, causing discomfort and deterring some women
from visiting.

Strong vendor cooperation and a safe environment are positives; However, the presence of some male
customers raises concerns. Vendors suggest improvements such as more funding, better shop
decoration, stable electricity, and flexible pricing. Recommendations include expanding product
variety, enhancing infrastructure, and increasing advertising to boost market sustainability and
customer traffic while maintaining cultural and religious practices.

Strategic objectives for advancing the women's market: Based on the overall findings, the relevant
strategic objectives were outlined to enhance the Women's Market in Rohingya camps, which aimed
to empower female vendors and foster a sustainable marketplace. Key objectives include enhancing
economic resilience through microfinance and savings groups, diversifying market offerings based on
needs assessments, and expanding market access via e-commerce and external linkages. Improving
market infrastructure and safety, fostering skills development, and promoting community
engagement are also crucial. Additionally, establishing cooperative management, addressing cultural
barriers, enhancing technology utilization, and advocating for supportive policies are vital for
sustaining and advancing the Women's Market. Continuous monitoring and evaluation ensure the
effectiveness and adaptability of these strategies.

Conclusion:

The strategic roadmap for the Women's Market in the Rohingya camps outlines a transformative
approach to economic empowerment. By enhancing market resilience, diversifying offerings, and
upgrading infrastructure, it aims to foster a vibrant and supportive environment for women
entrepreneurs. Collaboration among stakeholders, addressing cultural barriers, and utilizing
technology are crucial for success. This comprehensive strategy not only empowers women but also
strengthens community stability and sets a replicable model for other refugee settings, ensuring long-
term sustainable growth and well-being for Rohingya women.



Chapter 1: Introduction

1.1 Context and background of market assessment

UN Women has been instrumental in supporting Rohingya women and girls in the Cox's Bazar
FDMN/refugee camps through various initiatives since 2020. In partnership with Oxfam, the "Means
to Lead" project was launched to empower both Rohingya refugees and host community women by
providing skills training, reducing violence against women, and fostering self-reliant leadership. These
efforts include establishing Multi-Purpose Women's Centres and women's markets, crucial in
enhancing women's safety, skills, and economic opportunities. The Women's Market in Camp 5,
established in 2021 under this project and operated by BRAC, serves as a safe and inclusive platform
for women's economic activities.

ActionAid Bangladesh (AAB), known for its dedication to combating poverty and injustice through a
Human Rights-Based Approach, has implemented numerous projects to empower women within the
Rohingya community. Given their extensive presence and infrastructure in the Rohingya camps,
including establishing Women Friendly Spaces, Multi-purpose Women's Centers, and other support
centers, AAB took over the Women's Market from BRAC in March 2024. This transition leveraged
AAB's expertise in psychosocial care, Gender-Based Violence (GBV) management, and livelihood
training.

This assessment, commissioned by AAB, aims to understand the current opportunities and challenges
within the women's market in Rohingya camps. By gathering insights from women vendors and
market consumers, AAB seeks to develop strategic initiatives to enhance women's market
participation, drive sustainable growth, and promote women's empowerment. This assessment is
crucial for informing future projects and ensuring efforts are tailored to Rohingya women's needs and
aspirations.

1.2 FDMN/refugee population of Bangladesh

The Rohingya refugee population, referred to by the Government of Bangladesh as the FDMN
(Forcibly Displaced Myanmar Nationals), in Bangladesh has posed significant challenges and
opportunities for the country since their influx began in 2017%. The FDMN population in Bangladesh
has exceeded 9,75,350 individuals, making it one of the largest refugee populations globally?. This
influx has placed immense strain on Bangladesh's resources, infrastructure, and economy,
particularly in the Cox's Bazar district, where the majority of Rohingya refugees are concentrated.

Despite these challenges, Bangladesh has shown remarkable resilience and generosity in hosting
and providing for the FDMN population. The government, alongside international organizations
and NGOs, has been working tirelessly to address the humanitarian needs of the refugees,
including providing shelter, food, healthcare, and education®. Efforts to repatriate Rohingya
refugees to Myanmar have faced numerous obstacles, including concerns over safety, citizenship,
and lack of accountability for past atrocities. As such, it is imperative for the international
community to continue supporting Bangladesh in its humanitarian efforts and advocate for a
peaceful and sustainable resolution to the Rohingya crisis*. Additionally, addressing the root causes
of the conflict in Myanmar and promoting peace, justice, and reconciliation are essential steps
towards achieving lasting stability and security in the region.

The prolonged refugee crisis requires sustainable solutions and long-term planning to safeguard
the well-being and rights of the Rohingya population. Creating a women's market in Camp 5 is a

1 We Must Resolve to Aid All Refugees - News - Emirates - Emirates24|7, n.d.
2 https://reliefweb.int/report/bangladesh/rohingya-refugee-responsebangladesh-joint-government-bangladesh-unhcr-population-factsheet-31-january-2024
3 Rising Needs Among Rohingya Refugees and Host Communities: IOM | IOM Bangladesh

4 Bangladesh Crisis Response Plan 2024 - Rohingya Humanitarian Crisis - Bangladesh | reliefweb



step towards achieving sustainable solutions. This market, along with other livelihood
opportunities, is vital in empowering women and promoting economic resilience within the
refugee community.

1.3 Significance of economic empowerment for women in camps

Empowering women economically within the Rohingya camps holds immense significance,
extending far beyond mere financial stability®. It acts as a catalyst for transformative change to
achieve gender equality, fostering resilience, agency, and improved well-being for women, their
families, and the broader community. In the context of displacement and vulnerability, economic
empowerment equips women with the means to make choices, access essential resources, and
contribute meaningfully to their households and society. This translates to improved access to
food, healthcare, and education for their families, leading to better living conditions and overall
well-being®.

Economic empowerment also plays a crucial role in reducing dependence on aid and fostering self-
reliance. By enabling women to generate their own income, it instills a sense of dignity and self-
worth, boosting their confidence and empowering them to take control of their lives. This
newfound agency allows them to participate in decision-making processes within their families and
communities, challenging traditional gender roles and promoting greater gender equality. As
women gain economic power, they are better positioned to advocate for their rights and challenge
discriminatory practices, leading to safer environments and improved protection against gender-
based violence’.

Furthermore, women's economic empowerment has positive ripple effects on the entire
community.® When women have access to income and resources, they invest in their children's
education and health, leading to a healthier and more educated next generation. This, in turn,
contributes to the overall development and prosperity of the Rohingya community, fostering hope
and resilience in the face of adversity. Investing in women's economic empowerment is not just a
matter of economic progress; it is an investment in human rights, social justice, and a brighter
future for the Rohingya people.

1.4 Policy, legal, and regulatory environment for establishing Women’s Market in

Rohingya camps:

The establishment of women’s markets in Rohingya refugee camps in Bangladesh involves navigating
a complex policy, legal, and regulatory environment. Due to the lack of adequate secondary
documents, the study team reviewed existing policies and regulations regarding the Women’s Market
in Rohingya camps. This review examines these frameworks and explores the potential for creating
sustainable women’s markets in these settings, drawing insights from the Joint Response Plans (JRPs).
The Joint Response Plan (JRP) for the Rohingya Humanitarian Crisis, coordinated by the Bangladeshi
government and international partners, outlines key objectives to support Rohingya refugees. These
include strengthening protection for all refugees and fostering well-being in host communities, which
implicitly supports women's economic activities. However, the focus has traditionally been on short-
term humanitarian relief rather than long-term economic integration, which presents challenges for
establishing sustainable markets (Rohingya Response, 2024).

Bangladesh has imposed stringent regulations on refugee camps, including movement restrictions and
limits on economic activities. These measures are intended to manage security but also hinder efforts

5 Empowering Rohingya Women for a Sustainable Refugee Camp, N.D.
6 Palattiyil et al., 2023
7 Women’s Economic Empowerment: A Double-Edged Sword for Gender-Based Violence - CanWaCH, n.d.

8 Empowering Women in the Rohingya Refugee Camps, Bangladesh - Relief International



to build sustainable livelihoods. The legal framework reflects domestic political pressures and security
concerns, complicating the development of structured market systems within the camps (Crisis Group,
2019)°.

Women in the Rohingya camps face significant barriers, including gender-based violence and
discrimination. Initiatives like CARE’s Women and Girls Safe Spaces provide critical support and
training, highlighting the need for gender-sensitive approaches in policy and program design. These
programs are crucial for empowering women to participate in economic activities and overcoming
cultural and social barriers (CARE International, 2023).1°

Despite these challenges, there are opportunities to develop women’s markets. The JRP'! emphasizes
the need for inclusive and gender-sensitive humanitarian responses, which can support the
establishment of women’s markets. Programs aimed at gender equality and economic justice can
create a supportive environment for female entrepreneurs (UN Women, 2023)*2. The establishment
of the market permits only the sale of various products, prohibiting manufacturing or production
activities within the market. Additionally, linkages with financial institutions are forbidden for
FDMN/refugee communities.

1.5 Objectives of the assignment
The objective of conducting a comprehensive market assessment focusing on the women's
market within Rohingya camps:
e To identify opportunities and challenges for enhancing women's participation in
economic activities, fostering entrepreneurship, and promoting sustainable growth.
e Tounderstand the opportunities of building linkages with vendors, community leaders
and government agencies involved in supporting women's economic empowerment.
= Collect reflection of entrepreneurs, vendors and their family members.
= Collect reflection of Majhi, various community committee
= Collect reflection CIC of entitled camps and nearest camps.
= Collect reflection of nearest market shop owner.
e Assess the accessibility of the nearest consumers, evaluate their shopping experience,
and examine the inclusivity and safety measures of the women's market
e To develop strategic initiatives to increase women's involvement in market activities
within Rohingya camps, focusing on economic empowerment and livelihood
opportunities.
e To evaluate which type of capacity development initiatives are necessary for the
entrepreneur of women market.

9 Crisis Group. (2019). A Sustainable Policy for Rohingya Refugees in Bangladesh
10 CARE International. (2023). Six years into the Rohingya Refugee Crisis: Women's journey of empowerment in the camps

11 Joint Action Plan available here, https://reliefweb.int/

12 UN Women. (2023). Gender Brief on Rohingya Refugee Crisis Response in Bangladesh



Chapter 2: Methodology

2.1 Explanation of data collection methods

The study was conducted within Camp 5 of the Rohingya settlement in Cox’s Bazar, this study targeted
a diverse group including entrepreneurs, community leaders (Majhi), Imams, nearby market vendors,
family members, consumers, as well as personnel from various relevant organizations such as previous
and current CIC members, camp representatives, and project managers from organizations like UN
Women and BRAC. Employing a mixed-method approach, the study integrated desk reviews, surveys,
focus group discussions (FGDs), key informant interviews (Klls), in-depth interviews (IDIs), and
community consultations. This methodological diversity was chosen to comprehensively explore both
the opportunities and challenges faced by women participating in economic activities. Surveys, FGDs,
Klls, IDIs, mapping exercises, and observations were instrumental in understanding the complexities
surrounding women's economic engagement, allowing for the identification of both obstacles and
potential avenues for empowerment.

2.2 Analytical frameworks and tools used.

2.2.1 Desk Review

The CQR team conducted a desk-based review, digging into existing information pertinent to enhancing
women's market participation within Rohingya camps. The primary aim of this review was to pinpoint
both opportunities and challenges. Additionally, it sought to uncover the prevailing market dynamics
and strategic initiatives aimed at economically empowering vendors of the Women’s market. This
comprehensive review served as a robust cornerstone for our planned research endeavors. Moreover,
it played a dual role in informing the development of tools, techniques, and strategies for primary data
collection.

2.2.2 Focus Group Discussion

For this study, CQR organized Focus Group Discussions (FGDs) involving women entrepreneur/vendors
and entrepreneurs' family members and nearby consumers, with a focus on both female and male
participants. The selection of participants was purposeful in this case. A total of 9 FGDs were
conducted, each comprising 6-8 participants. These discussions were instrumental in gauging
customers' perceptions of products made by women, while also providing broader insights into their
preferences and demand. The proposed number of FGDs and their specifications are outlined in the
table below.

Table 1 Number of FGD

Categor
gory Female Male

Types of Respondents

Total number of FGD

Vendors family members of women 1 1 5
market

Nearest Market shop owner 1 1
Nearest consumers 4

The study incorporated Key Informant Interviews (Klls), which involved engaging with a range of
stakeholders. These included present CIC personnel, Women’s Market Officer as well as management
personnel responsible for market implementation such as those from UN Women and AAB focal
person.

Table 2 Number of Kil

Category Number of KII
Present CIC of camp 5 1
Market implementation management (women market officer, UN 3
Women and AAB Focal person)




2.2.3 In-depth Interview (IDI)

A total of 40 In-Depth Interviews (IDIs) were planned, targeting entrepreneurs, Majhi, Imams, and
nearby market shop owners. The distribution of these interviews comprised 30 with
entrepreneurs, 5 with Majhi, and 5 with Imams. Through these interviews, the assessment aimed
to gain profound insights into the attitudes and practices concerning women's empowerment and
their involvement in market activities among the participants. It is worth noting that all
respondents were randomly selected from the project area.

Table 3 Number of IDI

Broad Category Total Number of IDI

Vendors 20
Nearest Market shop owner 10
IMAM 5
Majhi (local leader) 5

Total 40

2.2.4 Participant Observation

Participant observation, a valuable method for developing a strategic roadmap for sustainable
growth of the women's market in Rohingya camps 5 by providing deep insights into the needs,
challenges, and opportunities for enhancing women's participation in economic activities, fostering
entrepreneurship, and promoting sustainable growth. It will help to gain firsthand experience of
the social, cultural, and economic factors that influence women's lives in Rohingya camps. enables
researchers to observe the effectiveness of existing programs or interventions targeting women's
empowerment or economic development. By observing these programs in action and soliciting
feedback from participants, strategists can identify best practices as well as areas for improvement.
For this, the study was to do 3 full day observations (from market opening time to close) at
Women’s Market in Rohingya Camps.

2.2.5 Participatory Mapping exercise

Participatory mapping exercises were to be incredibly valuable in understanding and developing a
strategic roadmap for sustainable growth of the women's market in Rohingya camps. For instance,
Market Mapping involves identifying existing market dynamics within the camps, including the
types of products and services being offered, the target customers, pricing strategies, and
competition. Needs Assessment Mapping focuses on mapping out the specific needs and
challenges faced by women in the camps concerning economic participation. Participants can
identify barriers such as lack of access to capital, limited educational opportunities, cultural
constraints, and inadequate infrastructure. Risk Mapping is to identify potential risks and
vulnerabilities faced by women entrepreneurs such as natural disasters, political instability, or
economic shocks, can help inform strategies to mitigate these risks and build resilience within the
community. CQR pursued participatory mapping exercises at the women’s market.

2.2.6 Quantitative Interviews

Quantitative data was to be collected through direct structured interviews. This survey was to be
2 places (Market area and engaged persons) of Rohingya camp 5. The number of survey interviews
are determined based on an appropriate sample size 143 which is calculated using following
statistical methods. Roscoe (1975) proposes, sample sizes larger than 30 and less than 500 are
appropriate for most research. Since population size was unknown, we have used following
formula to determine sample size for this cross-sectional study.



Z?X P xQ

n=———
€

n = size of sample
Z = Standard variate for given confidence level
P = Sample Proportion
Q = (1 —P) Sample non proportion
€ = Precision rate or acceptable rate
Since, limited resources were available, precision rate is taken by arbitrary values to reduce the
sample size. An acceptable margin of error used by most survey researchers typically falls between
4% and 8% at the 95% confidence level. A margin of error of 6.9% means that if a survey is
conducted, 6.9% points of the results would differ from the true population value.

Table 4 Sample size calculation

1.96 0.231 0.77 0.069? 142.90

The above formula using the given parameter provides estimation of 142.90 sample. Hence it is
142.90 sample which is finally round to 143. A survey was to be conducted among the target
population of camp 5 and the nearest areas of Cox’s Bazar district. We have used stratified random
sampling method. We divided the population into two strata i.e., male and female. Allocation in
each stratum was performed based on given proportion in ToR. Based on that arbitrary allocation,
103 female respondents and 50 male respondents were interviewed. From each household we
have selected only one respondent either male or female. We have chosen households based on
Random Number method. Online random number generating tool was used to generate random
numbers, where starting and ending holding number of the households were input of range of
random numbers. We have generated 250 random numbers. According to these random numbers,
households are selected. In some selected households, we did not find our desired respondents.
Then we have chosen next house holding number assigned with random number. According to
these random numbers, households are selected. We had not found our respondents from some
selected households. Then we have chosen next household assigned with random number. A total
of 153 samples were collected using Standard structured interviews were to be conducted using
Tablet devices based on KOBO software in this study.

Table 5 Survey distribution

Types of Respondents

Category

Female (70%) Male (30%)
Consumers 103 50 153

2.3 Data analysis

Quantitative survey data was analyzed using “STATA” statistical software for descriptive statistics
and inferential statistics. Summary transcriptions were prepared from FGD and interview
recordings in Bangla. Relevant discussions and quotes were extracted from the transcriptions and
filed notes through color coding in soft copies. Interpretations of the data were supported by
consistent patterns and evidence.

2.4 Study limitation:

Language Barriers: Effective communication and data collection might require skilled interpreters



and culturally sensitive approaches to overcome language barriers within the Rohingya
community.

Inadequate secondary documents: One significant limitation of this study is the unavailability of
secondary documents, which were not supplied. This constraint limited our ability to cross-reference
and validate findings with existing data, potentially impacting the depth and comprehensiveness of
the analysis. Consequently, some insights and conclusions may be less robust than if full access to
relevant secondary documentation had been available.

Reaching the women consumer in household: Culturally women in Rohingya camp stay at
household most of the time as because their movement restriction after becoming adolescent.
Moreover, the adult women hardly go outside without their husband or male family member this
cultural practice of women dependent movement found them less at outside. As a result, in this
market assessment most of the women consumer were reached at HH level.

Extreme Weather: During the field visit, Bangladesh experienced excessive heat. As a result, the
enumerators encountered fewer consumers in the marketplace during the study.



Chapter 3: Women’s Market Assessment

This chapter explores the Women's Market in FDMN/Refugee Camp 5, a unique space established to
support female vendors within the camps. It delves into the market's current conditions, highlighting
its establishment, operational challenges, and the specific dynamics that make it an essential
economic hub for women. The chapter also examines the capital management and support
mechanisms provided by NGOs, the intricate supply chain and market mapping, and the performance
of various shops within the market. Lastly, it identifies potential growth opportunities through
infrastructure improvements, expanded product offerings, enhanced financial and business support,
and strengthened community engagement to strengthen the market's sustainability and further
empower women entrepreneurs.

3.1 Overview of the current market conditions within Rohingya camps

The Women's Market in FDMN/refugees Camp 5 offers a special platform for female entrepreneurs
to showcase and sell their products and services in a safe and supportive environment. Initially
established by BRAC in 2020, it is presently managed by ActionAid Bangladesh, with support from UN
Women.

However, it has been observed that the

. .. During our visit to camp number five with our team, we
Women’s Market is not visible from the s P f

initially did not see the "women's market.” We first

outside and is located within another larger
bazaar. The Women’s Market is surrounded
by walls, making it impossible to see inside
from the immediately surrounding areas.
Access is restricted to the Women’s Market
permitting only two male employees who
serve as guards to enter and work as
necessary. ldentification is required at the
entrance, and visitors must sign in. While
there is a guest room for male visitors near
the entrance, the shops of Women's
Market are not visible from outside due to
the way the infrastructure was constructed.

The Women's Market is unique in that all
customers and sellers are women, with men
allowed to enter only on Tuesdays and
Thursdays. It consists of 24 stores offering a

noticed a regular market and a mobile market, as well
as shops selling fried items, snacks, chicken, rice, and
shoes. After walking for minutes, we discovered the
gate of the "Women's Market," which is located within
the same market. However, due to the walls
surrounding it, there is no way to see inside from the
outside, making it difficult to understand what is
happening inside the market. We also learned that
access to the market is restricted, and men are
forbidden from entering except for two male
employees who can enter and work inside as needed.
To enter the market, one must provide identification
at the entrance and sign in. The guest room inside the
market provides a seating area for male visitors, but
there is no visibility into the market shops. Later we
learned that Market committee initiated recently that
male can enter 2 days in a week.
(Researcher’s note during observation
marketplace)

of the

diverse array of goods, including clothing, cosmetics, accessories, food, and household items. Most of
the products are sourced from local Kutupalong and Balukhali markets, with some coming from the
Cox’s Bazar and Dhaka. However, based on the findings from FGDs with customers, it was revealed
that shops often do not offer the complete range of products that customers desire, including
traditional Rohingya clothing like "Thami." This inadequacy has a negative impact on sales and
customer satisfaction. Additionally, the lack of proper refrigeration and heat management facilities
poses challenges for perishable goods and customer comfort. Inside the Women’s Market, female
entrepreneurs were observed wearing burgas, Mexis, or three-piece dresses. Cleanliness was
addressed with a toilet, basin, and handwash station, complemented by hygiene and menstrual health
instructions for women. A breastfeeding room for newborns and two swings for children were also
present, though many children were noticed to be unhygienic.



3.2 Capital management and support:

Conversations with shopkeepers revealed that they receive support from NGOs, including Oxfam,
which operates a shop in the Women's Market. During BRAC's tenure, vendors received 3,000 Taka
per month and could purchase necessary items from a vehicle arranged by BRAC. After ActionAid
assumed responsibility, it provided 10,000 Taka once every four months at the beginning of each cycle
and accompanied vendors to procure goods. However, vendors needed help to secure items at the
correct wholesale price due to the high cost of goods, leading to slim profit margins. The high prices
also limited the quantity of items they could carry, resulting in noticeably sparse inventory in some
shops. The shopkeepers frequently expressed frustration over the high prices and noted that their
sales could increase if they sourced products as efficiently as they did under BRAC. Some vendors
believe that monthly payments would be more convenient, enabling them to bring in new products
and sell more effectively.

3.3 Market mapping

The Women's Market in the Rohingya camps represents a crucial platform for empowering women
vendors and improving their livelihoods. The Market mapping is essential to understanding the
ecosystem, supply chain dynamics, and the relationships between various actors. This section provides
a comprehensive market map highlighting key Women’s Market segments, supply chain actors, and
support structures. The women's market in the Rohingya camps encompasses several key segments,
including clothing and tailoring shops, crockery shops, bags and shoes, cosmetics, food stalls, variety
stalls, and beauty parlors (Detail list provide in Annex 3). Supply chain actors range from wholesalers
and traders in Cox's Bazar and Dhaka to retailers operating within the camps. The support structures
include ActionAid Bangladesh (AAB), which provides financial and technical support, and other NGOs
facilitating trader selection and market linkages. The enabling environment is shaped by regulations
enforced by the Camp in-charge (CIC) and the existing market linkages with external suppliers. The
table below provides an overview of the shops and their referring organizations:

Table 6 Overview of the shops

Referring Organization Total Number of Shops Segment Number
BRAC 14 Tailoring 2
Aluminum 2
Cloth 3
Cosmetics 3
Crockeries 1
Snack 2
Shoe 1
Parlor 1
AAB 2 Sewing 1
Cloth 1
ASK 2 Snack 1
Cloth 1
DCA 1 Cloth 1
PRANTIC 1 Cloth 1
NGO Forum 1 Bag 1
Shushilan 1 Cloth 1
OXFAM 1 Cloth 1
SBS 1 Cloth 1

The Women's Market includes a variety of shops, each referred by different organizations. BRAC
referred the largest number of shops, totaling 14. AAB referred two shops, focusing on sewing and
cloth. Other referring organizations include DCA, ASK, PRANTIC, NGO Forum, Shushilan, OXFAM, and



SBS, each focusing on different categories. The 24 vendors come from various camps and
communities. Specifically, there were 2 vendors from camp 18, 3 vendors from Camp 3, 14 vendors
from Camp 5, 1 vendor each from Camps 4 and 1, 2 vendors from the host community, and 1 vendor
from the east side of Camp 1.

The following table provides an overview of the various market segments within the Women’s Market,
detailing the nature of products offered in each segment and supply chain actors.

Table 7 Overview of market segments

Market Segments Nature of products
Clothing and Tailoring e Two tailoring shops operate within the women market.
Shops e Clothing sales focus on traditional Rohingya garments and boys'
clothing such as velvet kurtis, three-piece sets, hijabs, and fabrics
Crockery Shops e Sell household items such as crockery and utensils.
e Sales are relatively low due to high prices compared to external
markets.
Bags and Shoes e Shops sell a limited range of bags and shoes collected from Cox's

Bazar and Dhaka.

e NGO Forum operates the bag store where they purchase bags from
the different entrepreneur from different camps and host
community, then sell them in the store.

Cosmetics e Shops offer basic cosmetics, primarily sourced from Cox's Bazar
Food Stalls and e Serve Local food stalls and restaurants to the camp residents and
Restaurants humanitarian workers.
e Papaya, Pickles, Dry cakes, Candies, Biscuits and beverages
Variety Stalls e Shops sell a mix of miscellaneous items like kitchenware and
stationery.

e A store operated by a third-gender individual in the market sells a
variety of fruits and vegetables, including tomatoes, garlic, ginger,
bottle gourd, watermelon, papaya, Brinjal, onions, potatoes,
cucumbers, pumpkins, green chilies, and red chilies. Additionally, the
store offers tea, juice, and mineral water.

Cloth and snacks e Two shops belong to the host community are operating in this
market
e Retailing a mix of products such as different types of snacks and cloth
Beauty Parlors e Only parlor offer beauty and grooming services
Supply Chain Actors
Traders and e Suppliers from Cox's Bazar, Dhaka, Kutupalong, Balukhali, and
Wholesalers markets.

e They provide clothing, crockery, bags, cosmetics, packet food items
and other products to camp shopkeepers.

Producers e Only two tailoring shops produce garments within the camps.
e No other manufacturing is allowed.
Support Structures e International NGOs: ActionAid Bangladesh (AAB) provides financial

assistance and technical support.
e Other NGOs: Assist with trader selection and facilitate market
linkages.
Government e Regulates market activities and ensures compliance with trading
(Camp In-charge) restrictions.




Understanding the dynamics of the Women’s Market is crucial to comprehend the supply chain flow
and sourcing in the region. The Women’s Market is located within a big bazaar called Machuira that
caters mainly to women shoppers. These shops primarily sell contemporary clothing and boys' apparel
sourced from Cox's Bazar, Dhaka, and local markets like Kutubpalong and Balukhali. However, crockery
shops face challenges in attracting customers due to high prices compared to external markets. Bag
and shoe shops offer a limited selection, while cosmetics retailers rely on products sourced from Cox's
Bazar. Food stalls provide local cuisine to camp residents, and variety stalls offer a mix of household
items. Beauty parlors cater to basic grooming needs. However, it has been observed that most of the
products sourced from the big bazar are at higher prices as Rohingya women traders have limited
access to the wholesale market located in Cox's Bazar.

Supply chain actors play a pivotal role in the functioning of the Women’s Market. Wholesalers and
traders from Cox's Bazar, Dhaka, Kutubpalong, and Balukhali supply products to Women’s Market
shopkeepers, who are predominantly women. Retailers sell various products, with two shops
operated by members of the host community. To support women vendors, ActionAid Bangladesh
(AAB) provides a 10,000-taka grant over four months, technical assistance, and training. Other NGOs,
already mentioned earlier, help in selecting traders and linking them with markets, while Camp In-
charge regulates Women’s Market activities and ensures compliance with trading restrictions.
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The supply chain flow and sourcing are primarily influenced by external market access and occasional
shopping. Shopkeepers source daily necessities from nearby markets like Kutubpalong and Balukhali,
Occasional shopping from Cox's Bazar or Dhaka ensures inventory diversity, although fluctuating
prices and inconsistent supplies are notable challenges. The Women’s Market operations reveal that
the highest monthly sales reach up to 20,000 takas, with daily sales averaging around 3,000 takas.
However, poor transportation infrastructure increases operational difficulties and costs.

Key challenges in the supply chain include limited market access to purchase the products in wholesale
price, inconsistent supply, and high operating costs. Since sourcing is confined within the camps and
trading beyond the camps is not allowed, product diversity is limited. Manufacturing restrictions
inhibit local production, and dependence on external markets results in fluctuating prices and
inconsistent inventory. Police harassment and poor transportation also increase operating costs,
affecting profitability.

3.4 Business performance of women's market shops:

The Women's Market has a variety of shops with different levels of sales and profits. Out of the 24
stores, the food stall reports the highest sales, generating around 20,000 Taka per month. The food
stall's menu includes rice, dal, eggs, bharta, and tea at low prices, which attracts a lot of customers.
Various organizations frequently place orders at this shop, which is the primary reason behind its
higher sales. Most of the products sold in the market are sourced from the Kutupalong-Balukhali
bazaar, while everyday items come from the local nearest (Machuira bazar) market. The cooking pot
shop earns around 3,000 Taka per month, with daily sales ranging from 300 to 700 Taka. The parlor
generates approximately 7,000 Taka per month, with daily sales of 200 to 300 Taka. The parlor also
makes additional income of up to 1,000 Taka from services like hair straightening. Clothing stores,
including the 22nd Clothing stores and other miscellaneous stores, achieve daily sales of 200 to 300
Taka, translating to monthly earnings between 2,000 and 3,000 Taka. Additionally, some of the shop
owners sell their products, especially clothes, from their homes. This strategy raises their income, and
they can earn around 20,000 to 25,000 Taka per month by selling clothes around their homes.

The variety store, however, has relatively low sales, with maximum daily sales reaching 100 to 200
Taka and monthly sales around 1,500 Taka. The bag shop sells approximately 7,000 Taka worth of bags
per month. Although the seller plays no role in sourcing the bags (as an NGO, NGO Forum, provides
them), fixed pricing limits flexibility in pricing strategies. Allowing sellers to adjust prices slightly above
or below the fixed rate and obtain goods at wholesale prices would improve profitability and sales.

Despite the Women’s Market having 24 shops, the sales disparities are noticeable. A tea stall shop run
by the host community attracts more sales and receives orders from visiting organizations, while a
similar shop operated by the Rohingya community garners fewer orders. Nonetheless, the food stall
remains the top performer, contributing significantly to the Women Market's overall success.

3.5 Opportunities for Growth of the Women's Market in Rohingya Camps:

The Women's Market in the Rohingya camps presents several growth opportunities strengthened by
its positive impacts on the community and the evident support from various stakeholders. Here's an
analysis of potential areas for growth and expansion:

e Expansion of Product Offerings: One of the recurring themes from family members' feedback
is the limited range of products available in the Women's Market. There is an apparent
demand for a broader variety of goods, particularly daily necessities like fresh vegetables,
meats, and household items that are currently scarce. Expanding the product offerings would
meet the community's needs and attract a broader customer base, enhancing the market's
viability and sustainability.



The Women’s Market also differs from external markets in terms of product availability and
variety. Products at the Women’s Market are brought in limited quantities due to budget
constraints. As a result, external markets like Machuira Bazaar offer a wider variety of
products within a small space, attracting customers who prefer a one-stop shopping
experience.

A Rohingya customer noted, "The products at the Women’s Market are not many, and we
don’t usually get varieties of the products. However, the markets outside have a wider range
of those products. If | can get all my desired products from one place, then | do not feel the
need to visit a market where we don’t get options."

Another customer added, "It is convenient for me to shop from one place where | can get all
the necessary products all at once. This way, | can also save my time."

Infrastructure Improvements: The Women’s Market infrastructure ensures privacy, with
roofing that shields the interior from outside view. Government restrictions enhance safety
and security. Vendors can easily contact nearby higher authorities for assistance. Additionally,
the building can function as a cyclone shelter, providing a safe space during natural disasters.
There are four toilets located at the corner inside the women’s market, two for the vendors,
one for special vendors or those with disabilities, and one for market staff. These toilets are
well-maintained, cleaned regularly, and stocked with soap and toilet paper. The number of
toilets is sufficient and disability inclusive and making additional facilities is unnecessary.
However, investing in physical infrastructure can improve the Women’s Market experience
for both vendors and customers. This includes more-spaced stalls, clean and accessible paths,
and adequate lighting and more fans. Currently, the stalls at the Women’s Market are
somewhat narrow, limiting the display of products. In contrast, markets outside the camp,
despite having limited space, feature larger stalls that can showcase a broader range of items.
This discrepancy means that even with extra space available inside the Women’s Market, the
stalls do not effectively utilize it to display products.

Another key difference is accessibility. Normal markets are open to all customers on all
weekdays, whereas the Women’s Market is accessible to all customers only on Tuesdays and
Thursdays. This limited accessibility impacts customer convenience and choice. Improved
infrastructure would make the Women’s Market more appealing to visitors and provide
women vendor a conducive environment.

Financial and Business Support Services: Although women vendors have shown remarkable
resilience and entrepreneurial spirit, there is a palpable need for more structured financial
and business support. This could take the form of microfinance opportunities, grants, and low-
interest loans tailored for women, which can be implemented subject to government
approval. Additionally, offering business-training sessions covering financial literacy,
customer service, and digital marketing could help these vendors manage and grow their
businesses more effectively.

Enhanced Security Measures: While the Women’s Market is generally considered safe,
introducing mixed-gender days has raised concerns. Strengthening security measures,
ensuring adequate safeguards to protect the women and their businesses, and maintaining
an environment where cultural norms such as modesty and separation are respected could
encourage more women to participate in the market.

Policy and Regulatory Support: Support from camp management and NGOs in the form of
clear guidelines and regulations that protect and promote women's economic activities could
further enhance the Women Market's growth. However, for these measures to be truly
effective, the overall policy framework at the national level must also be supportive. National
policies should align with these local initiatives to ensure consistency and comprehensive



support. Ensuring these policies are well-communicated and enforced would help maintain
an equitable trading environment.

Community Engagement and Awareness Campaigns: Increasing community engagement
through awareness campaigns could foster greater acceptance and support for women's
entrepreneurship. Highlighting success stories and the positive economic impact of the
Women's Market on families could change societal attitudes and encourage more women to
consider entrepreneurship a viable option.

Development of a Women's Market Cooperative: Establishing a cooperative for the Women's
Market could empower the vendors by giving them a collective voice in market decisions, from
operational issues to negotiations with suppliers. This cooperative could also function as a
support network, providing mutual assistance among the members.



Chapter 4: Stakeholder Reflections

This chapter examines the diverse perspectives and experiences surrounding the Women's Market in
Rohingya camps. It includes reflections from family members of women entrepreneurs, nearby
consumers, nearby shop owners, Majhi, and the Camp in Charge (CIC). It highlights the market's
positive economic impact and empowerment of female vendors while addressing cultural and societal
challenges. The chapter explored practical obstacles, such as transportation and infrastructure issues,
and emphasizes the need for tailored support to enhance Women’s Market sustainability. Through
various narratives, it captures the entrepreneurial spirit, community dynamics, and future aspirations
for improving the Women’s Market environment, offering a comprehensive understanding of the
market's role in the camp's socio-economic landscape.

4.1 Reflections from family members of women vendors:

The study team conducted three focused group discussions (FGDs) with male and female family
members of women vendors from the FDMN/refugees community trading in the Rohingya camps. The
FGDs revealed a complex tapestry of perceptions, challenges, and suggestions concerning their
involvement in Women’s Market activities. Family members generally perceive the Women's Market
as a positive and empowering space for female entrepreneurs. Many express pride and support for
women’s involvement in business, viewing it as a critical source of income. Some family members,
especially Camp-5, from FGD with male, had not visited the Women’s Market but heard positive
feedback about its operations and opportunities it provides for women. This suggests a level of
community support and acknowledgment of the Women’s Market's role in enhancing the livelihoods
of women.

Cultural and societal norms showed a noticeable divide in opinions regarding women's participation
in the Women’s Market came from both male and female FGDs. While many are supportive, others,
influenced by traditional roles, show reservations. For example, male respondents from FGD
mentioned they do not allow their female family members to go to outside marketplaces to selling
and buying products or prefer they only visit women-specific markets to maintain traditional norms
such as segregation and modesty.

“In Burma, women in our village used to not go to the market and could not participate in economic
activities. Therefore, women could not do business or engage in economic activities in a general
market where everyone is male. The Women's Market has a positive side because it is exclusive to
women, allowing them to participate’ (FGD with male at Camp 5).

This reflects broader societal attitudes that can either hinder or promote women's economic activities.
There is a cultural undertone affecting the participation of women in the market. While no overt
objections from the wider community were reported, there is an implicit challenge due to traditional
views on women's roles.

One daughter of a women vendors cited the on other people perspective regarding work outside.
“When my mother started working at the Women’s Market, people made various comments, saying
that vending is not a task for women and that people would laugh at her when she walked through

the big local market. | felt a bit shy in front of other families at the time, but now, no one makes such

comments anymore.” (FGD with female at Camp 5).

Apart from this family member of women vendor also expressed their positive view as well supportive
role they are playing.

One family male family member of a women vendor cited their supportive role regarding involvement:



“As a family, my wife and | try to support my mother-in-law as she operates a shop in the Women’s
Market. Despite being pregnant, my wife sometimes visits her mother’s shop during the day to help
manage it.” (FGD with female at Camp 5).

Based on the findings of the FGD with male, a small segment of the community is reportedly
discouraging women from engaging in market activities as traders and buyers, reflecting underlying
societal norms that could hinder further integration of women into broader market activities. The
Women Market's economic impact on families is notably positive. It provides a crucial source of
income, helps sustain the household, and, in some cases, elevates the family's standard of living. This
economic empowerment is seen as an essential step towards greater autonomy for women within the
community.

Several practical challenges were highlighted, including the difficulty in transporting goods, the need
for a better Women’s Market infrastructure, and safety concerns. From a focus group discussion with
family members noted the entrepreneurial spirit of women who manage to sustain and grow their
businesses through reinvestment of profits and careful financial management.

Security in the Women’s Market appears to be a minimal concern among the families, suggesting that
the market environment is considered safe for women entrepreneurs.

“There are no issues regarding safety in the Women's Market; the problem lies in product supply and
poor buying and selling practices. The transportation system for the Women’s Market is currently
unavailable, making it difficult for women to purchase products for the shop themselves. They are

now depending on others, which results in limited product variation and higher product costs." (FGD

with Female in Camp 5)

However, the introduction of mixed-gender days in the Women’s Market, as discussed in focus group

discussion, has led to mixed feelings, with some appreciating the potential for increased sales, while

others worry about cultural implications and the impact on women's privacy and comfort. One woman

shop owner said during IDI.

“Male entry is good for business. It has increased our sales, so | am happy with this."

In contrast, another female shop owner expressed her concern:

"It's not comfortable as we have to stay under a veil, and sometimes conversations with male
customers do not make me feel good as it is haram (prohibited) in our religion. We are not used to
interacting with males outside of our family."

Both male and female family members suggest several improvements to enhance the Women's
Market's functionality and appeal. These include increased variety and accessibility of shops, like those
selling vegetables, to enhance the market's functionality and appeal. There is a call for better
infrastructure and perhaps a more centralized location for the Women’s Market to facilitate easier
access for both vendors and customers. Providing more financial incentives, like small grants or more
substantial startup capital, could encourage more women to start businesses. Few female family
members suggested,

"The Women's Market needs to attract more customers who will regularly visit to buy their necessary
goods. There should be more shops offering a variety of products like vegetables, meat, daily
necessities, various types of clothing, shoes, etc."



4.2 Reflection from the nearby male shop owners:

The study team interviewed two nearby male shop owners to explore their perspectives on the
Women's Market. Both shop owners provided insightful narratives highlighting the challenges and
opportunities within the Rohingya camp's marketplace, particularly the Women's Market. Their
experiences and opinions revealed a complex interplay between economic necessity and cultural
values, offering a nuanced understanding of the Women’s Market dynamics.

The first shop owner viewed the women's market positively, noting its well-maintained environment
and the ease with which women can shop there. However, he holds traditional views on women's
roles, suggesting that while the market serves a practical purpose, he believes that women should
focus on domestic responsibilities rather than venturing into business. He said,

'If men do not enter the Women's Market and only women are allowed, it would be
better to provide them with more shops and supplies.'

Despite his stereotypical stance on women's work, he acknowledged the benefits the specialized
market had brought to female entrepreneurs and vendors, providing them with a safer space to
conduct business while respecting cultural norms of modesty and separation from men.

"More people mean more sales and more business. | believe the Women's Market will
attract more crowds, which will help increase our sales as well."

He emphasized the accessibility challenges customers faced due to the lack of transportation within
the camps, which affected the inflow of customers to his and surrounding shops. Despite these
challenges, he appreciated the business dynamics within the camp, where he competed fairly with
other vendors, suggesting a thriving marketplace that catered to the community's needs.

The shop owner noted that while initial financial struggles were a significant hurdle, with time and
resilience, he had established a stable business. He mentioned that the economic activities in the camp
had not received substantial support from external stakeholders, which might be an area for further
development to enhance the Women’s Market's overall functionality.

The second shop owner also shared a comprehensive view of the Women’s Market's dynamics based
on his journey and observations. He had been a part of the camp since its inception and ventured into
entrepreneurship by initially setting up a makeshift stall on the roadside before formal shops were
established. Regarding Women’s Market accessibility, the shop owner appreciated the safe and
welcoming atmosphere that allowed both men and women to purchase goods without difficulty. This
aspect underscored the market's role in enhancing the quality of life for camp residents by providing
essential goods and a sense of normalcy.

Despite the progressive nature of the Women’s market, his views on women's participation in business
were traditional. He believed that while the market served a practical purpose for female
entrepreneurs, ideally, women should not engage in business activities outside the home. He said:

"It would be better if women did not engage in business. Women's role should be to
stay at home and adhere to the veil. Our religion does not favor women working in
this manner. The Women’s Market environment is now perfect. It would be even
better if women did not come to the market. It is not good for women to go out."

This perspective was shaped by cultural and religious beliefs that favored women's roles within
domestic settings. The shop owner also pointed out the operational efficiency of the Women’s
Market, facilitated by a committee that ensured safety and inclusivity. The Women’s Market allowed



women to shop comfortably while adhering to cultural norms of modesty. His business had inspired
other camp residents to pursue entrepreneurship, indicating a ripple effect of economic
empowerment within the community.

In conclusion, while both male shop owners championed the economic benefits of the Women’s
Market, the traditional views held by the second shop owner on women's roles in business highlighted
the complex interplay between cultural values and economic opportunities within the camp. This
narrative showcased the challenges and triumphs of running a business in an FDMN/ refugees camp
setting, emphasizing the importance of adaptability, community support, and respect for cultural
norms.

4.3 Reflection of a male Majhi of the camp:

The study team conducted an interview with a male Majhi who has been deeply involved in managing
Rohingya Camp 5 for six years. His role includes facilitating interactions between the camp residents
and NGOs, solving ration distribution issues, and mediating local disputes. His long tenure has given
him a unique perspective on the community's dynamics, especially regarding the economic activities
and women's empowerment within the camp.

The male Majhi appreciated women's involvement in the camp's economic activities. He observed that
women who run shops achieve financial stability and benefit from a marketplace that accommodates
their cultural practices, such as wearing veils while doing business. He noted that these opportunities
are precious for women who do not have male earners in their households. However, the Majhi
believes that more could be done to support women entrepreneurs, suggesting that the Women’s
Market could be adapted to be more inclusive and supportive of women's needs.

From an economic standpoint, he sees the camp's activities as need based. He points out that many
residents work within the camp as laborers or shopkeepers, which suggests a thriving internal
economy. Yet, he also mentions the challenges of working in the hot climate and the lack of proper
facilities, which hamper the willingness to work during peak heat times. The Majhi discussed the
potential for growth by aligning Women’s Market offerings more closely with the community's actual
needs and preferences. He believed that enhancing the Women’s Market's alignment with the
residents' cultural preferences, such as offering products used in traditional Rohingya beauty
practices, could boost economic activities. Additionally, he emphasized the importance of creating a
safe and comfortable environment that encourages women to participate more actively in the
Women’s Market.

He did not specify any strategy in terms of suggestions. Still, he advocated for continuous support for
Women’s Market activities that enable women to participate without fear and concerning cultural
norms. He also suggested that fear within the community about moving between blocks due to safety
concerns must be addressed to enhance economic interactions and integration within the camp. As a
Majhi, he envisioned a more integrated and supportive economic environment within the camp that
builds on the existing cultural practices and addresses the community's specific needs, particularly
women's empowerment, through dedicated market spaces.

4.4 CICinsights/ perspectives on enhancing the Women's Market:

The study team interviewed the Camp in Charge (CIC) of Camp 5, who provided insights into the
Women’s market's operations and its influence on the community. He offered a pragmatic perspective
on its functions and effects on the FDMN/refugees’ communities. He acknowledged that the Women'’s
Market, which was previously thriving due to commercial and training activities, is currently struggling
with low customer turnout and underutilization. The CIC believed that the Women’s Market's



sustainability is limited by a misalignment between the products offered and the community's actual
needs. The CIC emphasized the importance of tailoring the Women’s Market to reflect the exact
demands of the Rohingya camp. Similar to the male Majhi, he suggested that aligning product
offerings with the community's specific needs would likely enhance patronage. He noted that women
are predominantly involved in Women’s Market activities, indicating a potential to boost market
operations through targeted support to female vendors.

From a product perspective, the CIC pointed out the difficulty of selling specific items, such as
vegetables, due to challenges in maintaining cleanliness and the integrity of the products. However,
he also mentioned that there is a market for essential items that align with the community's cultural
practices, such as Thami clothing and traditional makeup products like Chandan clay, which are more
aligned with the residents' preferences and financial capabilities. Regarding Women’s Market
sustainability, the CIC believes that the market should not aim to offer luxurious items but should
focus on essentials that reflect the modest lifestyle and immediate needs of the camp residents. He
argued that the Women’s Market should serve as a place for necessities that support the community's
daily lives and cultural practices rather than aspiring to become a hub for high-fashion or luxury goods.
The CIC also suggested that enhancing the Women’s Market involves adjusting the product offerings
and improving the infrastructure and operational guidelines to better serve both the vendors and the
community. This includes facilitating better connections with suppliers to ensure the vendors can
obtain and offer products at reasonable prices, making the Women’s Market a more viable economic
platform for the community.

Overall, the CIC's perspectives underscored the need for a Women’s Market that is both practical and
sensitive to the cultural and economic context of the Rohingya refugees. It should aim to enhance
their quality of life while respecting their cultural values.

4.5 Accessibility and shopping experience in the women's market of nearest
customers:

This section is based on mostly quantitative survey and qualitative data from FGDs and Klls with
various respondents. The quantitative survey, involving 153 respondents (100 females and 53 males)
near the Women’s Market, examined consumer perceptions and accessibility.

4.5.1 Purchasing behavior of the nearest consumer of the Women's Market:
Table 8 Purchasing behavior of the nearest consumer of the women market

Types of products Female | Male Total
Only daily goods and other products (produced by | Freq 51 12 63
Rohingya Women) % 80.95 19.05 100.00
Only daily goods and other products (produced | Freq 5 4 9
outside of camp) % 55.56 44.44 100.00
Both types of products (produce by Rohingya Women | Freq 37 6 43
and product outside camp) % 86.05 13.95 100.00
Not Applicable (For those who never buy anything | Freq 10 28 38
from Women’s Market) % 26.32 73.68 100.00
Total Freq 103 50 153

% 67.32 32.68 100.00

Table 8 shows clear gender patterns in purchasing habits, analyzing consumer behavior in the
Women's Market. Overall, females dominate the marketplace at 67.32%, with males comprising
32.68%. Of the respondents, 43 individuals (37 females and 6 males) purchase daily goods and other
products with females making up 86.05% of this group. The qualitative findings disclosed that among



the women consumer handicraft products like Nakshi khantha, outer koti, scarf, shawl, baskets made
of bamboo, bucket made of rope & jute (sika, water pot carrier, bag), tailored dress etc. were popular,
as because these types of products were not available in outside market. At the same time the parlor
and tailor service were received by some of the women consumer as because there was no parlor
outside the women market for them and all the tailors outside women market operate by man which
makes this tailor unique to them. Other products (outside products) like burqga, utensil, dress for
children were also bought by small number of women and the reason is the market outside the women
market have multiple shops with a larger variety. A large majority of males (73.68%) fall under the
"Not Applicable" category, indicating they do not typically make purchases from this market,
compared to only 26.32% of females. Products produced by Rohingya women attract 63 buyers (51
females and 12 males), with females again forming the majority at 80.95%. Conversely, products made
outside the camp are bought by only 9 respondents (5 females and 4 males), showing a more balanced
gender distribution with females at 55.56% and males at 44.44%. Overall, the market predominantly
caters to women due to limited male participation and restricted access times.

4.5.2 Access to the women’s market:

The study investigated women's access to the market, revealing that women can visit during specific
hours, while men have access on a designated day each week. There are no infrastructural barriers
preventing women from visiting the market from Camp 5. However, the lack of transportation facilities
from other camps limits their access. Additionally, societal norms and unwillingness significantly
contribute to the low frequency of women's visits. The quantitative survey aimed to identify factors
to improve women's access and increase their willingness and attraction to the market. The findings
are shared below:

Initiatives to increase women's access to the women market
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Figure 2 Initiatives to increase women access to the women market

Figure 2 presents data on initiatives to improve women's market access, based on responses only from
the female respondents. The most popular initiative, supported by 77.7% of respondents, is expanding
the range of products available, suggesting that offering a wider variety of products such as Burga,
traditional clothes of Burma for women and children, different expensive dress for adolescent girls,
shoes, fashionable bags attract more female consumers and entrepreneurs. Additionally, 38.8% of
respondents believe that market expansion is necessary, indicating a need for larger or more
numerous market spaces. Creating access to women from other camps is supported by 24.3% of
respondents, suggesting the potential benefits of cross-area economic integration. A smaller group,



14.6%, is undecided about which initiatives would be effective, highlighting the need for further
education and awareness about potential strategies. Overall, the data suggests that addressing both
the physical constraints of the market and the diversity of goods offered could significantly enhance
women's participation.

4.5.3 Males’ perspectives on women's participation in market activities:

Supports for Women's participantion in Market Activities
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Figure 3: Support for women's participation in market activities

The question about support for women's participation in market activities alongside men, asked
exclusively to male respondents, reveals (figure 3) that 58% are in favor, while 42% are opposed.
The study team further investigated the reasons behind the support and opposition, which are
illustrated in Table 9.

Table 9: Reason for support and opposition

Reasons for Support | Frequency Percentage | Reasons for Frequency | Percentage
(If yes) Opposition

(If no)
For the benefits of | 6 20.69% Religious 5 23.81%
men prohibition
Husband and wife | 1 3.45% Women are not |1 4.76%
will shop together capable
Production will be | 2 6.90% Women  without | 15 71.43%
increased as it will veil is not good
develop religiously
Women will be able | 20 68.97%
to earn, so it will be
helpful for a family
Total 29 100.00% Total 21 100.00%

The primary reasons for support include the economic benefits for families (68.97%), benefits to men
(20.69%), increased production (6.90%), and the opportunity for husbands and wives to shop together
(3.45%). Conversely, opposition is mainly due to religious and cultural beliefs, with 71.43% citing
concerns about women without veils, 23.81% referencing general religious prohibitions, and 4.76%
guestioning the need for women to engage in business. This data highlights the economic recognition
of women's roles among supporters, while opposition is deeply rooted in religious and cultural norms,
indicating the need for culturally sensitive approaches to promote gender equality in market activities.



The qualitative findings mentioned in the previous sections reaffirmed the same points.
4.5.4 Preferences for new products and services in the women’s market:
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Figure 4: Product reference and list

The analysis of consumer behavior in the Women's Market, based on questions asked only to women
participants, as they are the main consumers, reveals that 60.19% (62 out of 103) of female
respondents desire new products and services, indicating a significant demand for market
diversification. The most requested items are clothes (37.10%) and household commodities (22.58%),
suggesting that these are key necessities currently lacking in variety or availability. There is also
notable interest in branded products (exclusive shoes, colorful dresses, velvet Kurtis) (11.29%),
pharmacy services (8.06%), and women's accessories (8.06%), highlighting unmet needs for quality
goods and healthcare access. Fresh food items such as vegetables (6.45%) and fish/meat (3.23%) are
also in demand, reflecting dietary preferences. The combined insights underscore the importance of
catering to both common and niche needs to enhance market satisfaction and utility for female
consumers in the camp, informing targeted interventions to diversify and improve market offerings.



4.5.5 Male perspectives on challenges in doing business with women:

Challenges in economic transaction and business dealings
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Figure 5 Challenges in economic transaction and business dealings

The question regarding challenges in doing business with women was asked exclusively to male
respondents who have shop outside the Women's Market. The primary obstacle 72% of respondents
identified is religious restrictions, highlighting the significant influence of religious beliefs and cultural
norms on attitudes toward women's economic participation. Additionally, 40% of respondents believe
that women do not understand financial transactions, indicating a perceived skill gap. Furthermore,
36% of men view men and women as unequal, reflecting deep-rooted gender biases and traditional
societal norms. A smaller group (8%) considers it unrealistic for women to be involved in business, and
6% mentioned other unspecified obstacles. These findings underscore the need for targeted financial
literacy programs, cultural and religious engagement, gender sensitization campaigns, and support
networks to promote gender equality and support women's economic participation in the market.

4.6 Reflections from the Women vendors

The Rohingya camps have witnessed a remarkable manifestation of entrepreneurial spirit, especially
among women who have turned to commerce as a means to support their families and assert their
independence. This sub-chapter investigated the experiences, aspirations, and challenges of the
entrepreneurs in the Women's Market, as illuminated by their own narratives and those of their family
members.

e Entrepreneurial Drive and Motivation: The women’s drive to engage in business within the
Women's Market is often rooted in necessity and opportunity. Many women entrepreneurs
were motivated by the dual need to support their families and to utilize available resources,
such as funds provided by NGOs. As one female entrepreneur shared, "I started selling clothes
because it's what | knew how to do best, and it gives me and my family a way to survive here."
This sentiment underscores the pragmatic yet proactive approach taken by these women to
carve out economic spaces for themselves in challenging circumstances.

e Customer Demand and preferences: There is a significant market constraint in the Women’s
Market due to a mismatch between customer demand and available products. According to



vendors, customers frequently seek fancy clothing, such as garments made from velvet and
georgette with embroidery and stonework. Similarly, for shoes, customers prefer colorful
designs and various styles. However, the vendors do not sell these colorful or fancy-looking
clothing and shoe items. As one vendor explained, "Customers look for those fancy items
which unfortunately we do not sell here since we can only manage to buy these types of
material within a limited budget. So, the customers leave empty-handed oftentimes."

e Community and Women’s Market Environment: The Women’s Market not only serves as a
commercial hub but also as a community gathering space, offering a semblance of normalcy
and belonging. "The Women’s Market is our little world where we can feel normal again. It’s
busy, it’s lively, and it’s ours," stated a male shop owner, reflecting the communal pride and
ownership felt by the market participants. This environment fosters a supportive space for
both buyers and sellers, contributing to the market's vibrancy and sustainability.

e Women's Participation: Participation by women in the market is both a testament to their
economic empowerment and a challenge to the traditional norms that often restrict their
public involvement. "Being able to work here means | can support my children. | want them to
see that their mother is strong and capable," expressed a female vendor, highlighting how the
Women’s Market provides a platform for demonstrating and instilling values of independence
and resilience in the next generation.

o Safety Measures and Accessibility: The Women’s Market's design and management also
emphasize safety and accessibility, critical factors in ensuring that it remains a welcoming
space for all. There are specific market days to facilitate easier access and encourage more
foot traffic, which helps boost sales and market dynamics. "The Women’s Market is a safe
space for us. There are guards and even areas just for women so we can shop without worry,"
a shopper noted, illustrating the inclusive and secure environment aimed at accommodating
the needs of all community members.

e EconomicImpact and Support: The economic impact of the Women's Market extends beyond
the individual vendors to the broader camp economy. It stimulates local commerce and
circulates money within the community. "The NGO support has helped, but we need more
regular help, maybe loans or training to help us grow bigger and serve more people,"
mentioned a male shop owner, pointing out the need for continued and enhanced support to
sustain and expand business activities.

e Challenges Faced: Despite their enthusiasm, these entrepreneurs often face societal
skepticism and financial hurdles. Traditional views questioning the appropriateness of women
engaging in business persist, posing an ideological barrier. "When | first started, not many
believed a woman should run a business. It was tough, but look at us now, running from
morning till close," remarked a woman shop owner. This highlights the initial resistance
overcome by these resilient women, setting a precedent for future female entrepreneurs.

e Future Aspirations and Recommendations: Looking forward, the vendors in the Women's
Market are keen on expansion and professional growth. They recognize the need for more
structured support in terms of financial services, business training, and market expansion.
"We have dreams you know. We want to expand, maybe get a permanent spot in the Women’s
Market. We need the camp management to help make that possible," a female entrepreneur
articulated, encapsulating the collective aspirations for a more established and supportive
market environment.

4.7 Critical aspects of the Women's Market:

The Women's Market plays a crucial role in the economic empowerment of women within the camp.
Despite its potential, it faces challenges ranging from restricted access to limited product availability
and infrastructure issues. This study team explores the critical aspects affecting the market's
accessibility, operations, sales, vendor cooperation, security, and sustainability.



Market Accessibility and Management:

The women's market is primarily restricted to women, with men allowed only on Mondays
and Thursdays. Male employees’ entry is limited within the market, and male visitors must
sign in and provide identification at the entrance. The Women’s Market is surrounded by
walls, limiting visibility from outside, and male visitors can sit in a guest room near the market
gate but cannot see the shops. Managed by "ActionAid Bangladesh," having taken over from
BRAC 1.5 months ago, vendors receive 10,000 Taka every four months from ActionAid
compared to 3,000 Taka per month previously under BRAC.

Women’s Market Operations and Layout:

Operating from 8 AM to 4 PM, the market has 24 shops, including clothing, cosmetics, food
stalls, a crockery shop, and a bag shop. On the first day, shops numbered 12, 13, and 19 were
closed due to illness or the owner's marriage. Vendors range in age from 23 to 50 years old,
and most are widows. One seller belongs to the 'Hijra' community. Small children of vendors
were present inside the market, often in unhygienic conditions, although the market itself was
clean and well-maintained, with proper toilets and basins.

Sales and Profit Distribution:

The food shop leads in sales, generating around 20,000 Taka per month, with occasional daily
sales of up to 3,000 Taka. The cookery shop generates 3,000 Taka per month, with daily sales
ranging from 300 to 700 Taka. The parlor generates 7,000 Taka per month, with daily sales of
200 to 300 Taka, and occasional additional income from hair straightening. Clothing shops
make daily sales ranging from 200 to 300 Taka, with vendors earning up to 25,000 Taka by
selling around their homes. The variety store achieves maximum daily sales of 100-200 Taka,
and monthly sales of around 1,500 Taka. The bag shop sells approximately 7,000 Taka worth
of bags per month, with prices fixed by NGOs, limiting the seller's pricing flexibility. Some
shops face profitability challenges due to high wholesale prices, limited inventory, and low
margins.

Sales and Profit Disparities:

Sales are unequal across shops, with the food shop leading monthly sales with around 20,000
Taka. The biscuit shop run by the host community receives more orders than similar Rohingya-
run shops, highlighting disparities. Some shops face challenges due to high product costs and
insufficient inventory.

NGO Support and Management Transition:

BRAC launched the Women's Market with UN Women support in 2020, providing 3,000 Taka
monthly to vendors. ActionAid Bangladesh took over as of the 01 March 2024 with UN
Women's support, offering 10,000 Taka every four months. Vendors report difficulty securing
goods at wholesale prices and low profitability due to high product costs. They prefer monthly
payments to bring in new products and increase sales.

Vendor Cooperation and Relationships:

Strong interpersonal relationships exist among vendors, who support each other in sourcing
and personal matters. Vendors attend bi-weekly meetings where meals are provided,
fostering a sense of community and cooperation.

Market Environment and Infrastructure:

The Women’s Market is clean and well-maintained, with hygiene facilities like clean toilets
and handwashing basins. Separate arrangements exist for breastfeeding, and hygiene
guidelines are displayed for women. It has a children's play area and prayer space. Vendors
generally feel safe, with minimal incidents of theft or harassment.

Safety and Security Concerns:

Instances of male customers loitering, particularly a male, worked abroad, raised concerns
among female vendors. Since the Women’s Market began to operate days during which male
customers have been able to visit the Market, some male customers were observed coming
primarily to see female vendors rather than shop, though no direct harassment incidents were



evident as having taken place. (Shared in IDI with vendors)

Challenges with Infrastructure and Climate:

Extreme heat and lack of electricity limit customer comfort and disrupt shop operations.
Despite solar panels, electricity is limited, and tailors struggle to iron clothes, affecting
customer satisfaction. Each shop has a table fan, but they do not provide airflow to the
customers. Additionally, frequent power cuts limit the use of these fans, and there is no
alternative power source available within the market, leading to dissatisfaction among
customers and vendors as well.

Wearing the veil is an integral cultural and religious part of the FDMN/refugees’ community. It is
mandatory for every woman in the community to wear a veil and for female shopkeepers in the
Women’s Market. Despite the intense heat and discomfort, many female vendors wear burgas or
head coverings to adhere to the societal norms of the Rohingya community. They believe wearing
the veil reflects their respect toward men and aligns with their cultural values. One elderly
shopkeeper explained that men who visit the market respect them and maintain their honor by
observing the veil strictly on open days when men are allowed entry. However, conservative
attitudes towards women's participation in public spaces, including shopping, often deter women
from visiting the Women’s Market, especially when men are present on open days. It has been found
during FGDs and IDI that women maintain their parda during open days. One of the vendors
mentioned, "Since they show us respect, we try to maintain our parda out of respect towards them."
Conversely, even though women go fully covered and maintain their parda, young girls sometimes
become victims of teasing. A female customer stated, "We try to avoid going to the market on those
open days as there are more male customers. We don’t feel comfortable."

Additionally, many male family members do not view women's participation outside the household
favorably, which further underscores the importance of maintaining the veil. This cultural ritual is
echoed by one shopkeeper, who noted that many male customers are dissatisfied with the presence
of women in public spaces. They believe women should remain within the confines of their homes,
reinforcing the societal expectation for women to practice strict purdah (veil). Despite these
challenges, female shopkeepers find solace in the Women's Market, as it provides a space where
they can conduct business while adhering to their cultural traditions.

However, some vendors voiced their discomfort with male customers entering the market, stating
that they have to be extra cautious with their veils on those days. On open days, they are required
to maintain strict purdah, which limits their movements and interactions. They suggested that
providing a wider range of products and maintaining the exclusivity of the market for women would
not only improve their sales but also uphold their cultural and religious practices. This proactive
approach highlights their desire for a balanced solution that respects both their traditions and their
economic needs.

Educational and Recreational Activities:

A children's play zone exists in the Women’s Market, equipped with a variety of toys such as
dolls, building blocks, balls, and educational games. The children who come with the
customers can enjoy their time in the play zone. However, no activities or engagement were
observed in the play zone during the visit.

Product Availability and Customer Demand:

Shops lack product variety and often cannot provide multiple pieces of the same item.
Customers seek products like expensive shoes, velvet kurtis, men's items, and "Thami"
(traditional Rohingya clothing). Medical items, sanitary pads, and a doctor's shop are missing
from the market.

Vendor Recommendations and Improvement Suggestions:

Vendors recommend more funding to expand product variety and advertising to promote the
market. Improving shop decoration and providing proper seating arrangements for customers
is essential. Additional measures to mitigate heat and ensure a stable electricity supply are
needed. Flexible pricing should be allowed for vendors to sell products slightly above or below
fixed prices to increase sales. Rohingya-specific items like "Thami" and personal care products



should be included.

Meeting the Market's Longevity and Sustainability Goals:

Comprehensive monitoring is required, considering economic and social aspects. Enhancing
women's safety and consumer demand while offering better opportunities for female vendors
is vital. Advertising should be increased to raise awareness and customer traffic in the camp.
Improving security will prevent loitering and ensure a comfortable shopping experience for

women.



Chapter 5: Strategic Objectives for Advancing the Women's Market in Rohingya Camps

This chapter outlines the strategic objectives for enhancing the women's market activities in the
FDMN/refugees camps, focusing on creating a more sustainable and economically empowering
marketplace. The objectives are designed to address the core challenges faced by market participants,
particularly female vendors, and aim to leverage their potential through skills development, improved
market access, enhanced financial services, and comprehensive legal support. These objectives are
measurable and tailored to ensure meaningful progress in uplifting the economic status of women
and the broader community within the camps.

1. Enhance Economic Resilience

Objective: Strengthen the economic resilience of Rohingya women by expanding access to
entrepreneurial opportunities and resources.

Key Actions:

e Collaborate with financial institutions to offer microfinance products suited to the needs of
women vendors, such as low-interest loans and flexible repayment terms for host community
and Women vendors

e Continue to provide seed funding and grants for the businesses.

e Encourage and support the formation of savings groups or a cooperative credit association
among the women traders.

2. Diversify Market Offerings

Objective: Broaden the range of products and services in the Women's Market to meet diverse
community needs and attract a more extensive customer base.

Key Actions:
e Conduct regular market needs assessments to identify in-demand products.

e Introducing new product lines such as fancy clothing made of velvet, colorful georgette, and
contemporary shoes can meet customer demand in the Women’s Market. Additionally,
offering popular items like Thami can cater to consumer preferences. According to the
guantitative survey, women in the Women's Market primarily demand clothes and household
commodities, reflecting a significant need for these items. There is also notable interest in
branded products, pharmacy services, women's accessories, and fresh food items like
vegetables and fish/meat.

3. Expand Market Access and Facilitate Market Expansion

Objective: Broaden the market reach of women entrepreneurs by leveraging e-commerce platforms
and establishing linkages with external markets.

Key Actions:

e Connect to e-commerce platforms to allow women entrepreneurs to reach beyond the
physical limits of the camps.

e Establish connections with external markets at home and abroad and traders outside the
camps to expand sales channels and explore new markets.

4. Improve Market Infrastructure

Objective: Upgrade the physical infrastructure of the Women's Market to enhance functionality and
customer experience.

Key Actions:
e Invest in weather-proof, durable shelters and increase fan for customers.
e Improve the layout of the Women’s Market for better airflow and entrance.



5. Strengthen Safety and Security

Objective: Ensure a safe and secure environment for all market participants, focusing on women's
safety on mixed-gender days.

Key Actions:

e Implement comprehensive security measures.

e Orient security staff and women vendors on the PSEA guidelines.
6. Foster Skills Development and Capacity Building

Objective: Equip women with the necessary skills and knowledge to manage and grow their
businesses successfully.

Key Actions:

e Continue the current practice of conducting periodic capacity-building sessions on modules
covering GBV, child labor, early marriage, trafficking, and women's empowerment. These
meetings are held once a month for six hours, can be increased the duration.

e Develop specific training programs focused on business management, marketing, product
development, and financial literacy tailored to the needs of women entrepreneurs.
e Create mentorship programs linking new entrepreneurs with experienced business owners.
7. Promote Community Engagement and Support

Objective: Enhance community support for the Women's Market through targeted engagement and
advocacy.

Key Actions:
e Organize community forums to discuss the benefits of women's economic empowerment.
e Launch campaigns to shift cultural perceptions about women in business.

8. Establish Governance and Cooperative Management

Objective: Develop a sustainable management structure for the Women's Market by forming a
cooperative.

Key Actions:

e Form a market cooperative to manage vendor relations, market policies, and negotiations
with suppliers.

e Setup afeedback mechanism to address market vendors' and customers' needs and concerns.
9. Address Cultural and Religious Barriers

Objective: Reduce cultural and religious restrictions that hinder women's participation in the market
and entrepreneurial activities.

Key Actions:
e Facilitate dialogue sessions involving religious and community leaders, women entrepreneurs,
and family members to discuss the benefits of women's economic participation.
e Collaborate with community religious leaders and influencers who support women's
empowerment.

e Include Women-Led Organizations (WLOs), Women’s Rights Organizations (WROs), and
women leaders in Camp 5, leveraging the leadership of JNUS/SKUS in the Multi-Purpose
Women's Centre (MPWC).

e Launch community programs that include both men and women, focusing on education about
gender equality and the economic benefits of women's participation in the market.



e Conduct workshops and seminars to educate the community about the positive impacts of
women's economic empowerment on family and societal well-being. The aim is to shift
traditional views and encourage a supportive culture.

10. Enhance Technology Utilization

Objective: Integrate simple yet effective technologies to streamline business management and
operations for women entrepreneurs.
Key Actions:

e Technology Training: Provide training on basic digital tools for inventory management, sales
tracking, and financial accounting.

e Mobile Solutions: Introduce mobile apps designed for low-tech users that can help manage
business operations and facilitate online sales where possible.

e Support Access: Ensure that women have access to affordable smartphones or tablets,
possibly through subsidized programs.

11. Create Wider Linkage Strategies

Objective: Foster enhanced cooperation among women entrepreneurs, community leaders, WLO/
WROs and local government actors to support women's market initiatives.

Key Actions:

e Organize regular networking events and meetings to build relationships and facilitate
information exchange among Women Market vendors, community leaders and other shop
owners of the adjacent bazaar.

e Encourage joint projects that involve multiple stakeholders, including local businesses,
government bodies, and WRO/WLOs.

e Provide leadership training for women entrepreneurs to become advocates within their
communities and beyond.

12. Improve the Ecosystem for Women's Economic Activities
Objective: Develop a supportive ecosystem that nurtures and sustains women’s economic activities.
Key Actions:
e Set up business support center to provide support women vendors to develop business plan
and mentoring.
e Enhance market access for women by organizing fairs and establishing connections with
regional and national markets.
e Provide ongoing support services, including legal aid, business advice, and mental health
support, tailored to the needs of women entrepreneurs.

13. Enhance Policy Advocacy
Objective: Collaborate with NGOs, UN, WROs and government bodies (RRRC, Ministry of DMR,
Bangladesh Ansar, and CIC) to advocate for policies that support women’s economic empowerment
in the camps.
Key Actions:
e Develop and promote policy proposals/ brief that address specific barriers faced by women
entrepreneurs, such as access to credit, and legal business recognition.
e Create forums where women entrepreneurs can discuss their needs and challenges with
policymakers.
e Conduct and disseminate assessments and analyses on the impact of economic
empowerment programs to advocate for continued and enhanced support.

14. Monitor, Evaluate, and Adapt

Objective: Continuously assess the impact of the market and adapt strategies to ensure effectiveness
and sustainability.



Key Actions:

e Implement a robust participatory monitoring and evaluation system to track progress and
outcomes, ensuring inclusive data collection and documenting changes.

e Regularly review and update market strategies based on feedback and changing conditions.



Chapter 6: Conclusion

The strategic roadmap developed for the Women's Market in the Rohingya camps represents a
comprehensive approach to enhancing the economic empowerment and sustainable growth of
women entrepreneurs in challenging settings. This report has outlined a multifaceted strategy aimed
at leveraging existing resources, introducing innovative solutions, and fostering a supportive
community environment to overcome the significant barriers faced by women in the camps.

The objectives outlined demonstrate a commitment to transforming the marketplace from a mere
trading location to a vibrant, supportive, and resilient ecosystem that promotes the rights and well-
being of Rohingya women. Through enhanced economic resilience, diversified market offerings,
improved infrastructure, and increased market access, these strategies are designed not only to
empower women but also to contribute to the overall stability and prosperity of the community.

Crucially, the implementation of these strategies requires the collaboration of various stakeholders,
including NGOs, community leaders, government bodies, and, most importantly, the women
entrepreneurs themselves. Each stakeholder plays a pivotal role in shaping the market's future, from
providing financial and educational support to advocating for policy changes that favor economic
inclusivity.

Moreover, addressing cultural and religious barriers, enhancing security measures, and utilizing
technology are pivotal components that will ensure the sustainability of the market's growth. By
fostering an environment where women can operate businesses safely and efficiently, we create a
model that can be replicated in other refugee settings globally.



Annex 1: Needs Assessment

As part of the comprehensive market assessment, a needs assessment was conducted to identify and
address the challenges faced by the Women's Market in the Rohingya camps. This assessment is based
on the qualitative findings of the study and aims to highlight the key areas requiring attention and
support to ensure the sustainability and growth of this vital initiative for economic empowerment and
community building. The following sections outline the specific needs in market accessibility and
infrastructure, product variety and availability, financial support and training, community and security,
health and sanitation, cultural and social support, and market promotion and customer engagement.
The following needs assessment identifies key areas requiring attention and support:

1. Market Accessibility and Infrastructure

e Improved infrastructure to handle extreme weather conditions. Because no sunlight or air
enters the women market.

e Reliable electricity (IPS, solar, generator) supply needed for all market operations.

2. Product Variety and Availability

e Abroader range of products (expensive things) to meet diverse customer demands. Also, add
men's products so that on the opening days (Tuesday and Wednesday), men can purchase
items. Currently, there are no products available for men.

e Better access to wholesale markets for affordable procurement. Because the women vendors
purchase their goods from Kutubpalong, where product prices are high, they do not make
much profit.

3. Financial Support and Training

e Alarge amount of support to sustain and expand businesses.

e Training in business management, marketing, and financial literacy.
4. Community and Security

e A safe and inclusive market environment for all vendors and customers, especially on
Tuesdays and Thursdays when men are allowed to enter the market.

e Stronger security measures to prevent harassment and theft.

5. Health and Sanitation
e Continuous maintenance of hygiene and sanitation facilities.
e Health education and services for vendors and customers.
6. Cultural and Social Support
e Greater acceptance and support for women entrepreneurs within the community.
e Programs to challenge and change traditional gender norms.
7. Market Promotion and Customer Engagement

e Increased customer traffic through effective advertising and promotion. Because other camps
are not yet known about this camp.

e Better customer service and engagement strategies.



Annex 2: Risks Assessment

The risk assessment is crucial for understanding and mitigating the challenges faced by the Women's
Market in the Rohingya camps. This structured approach helps identify potential risks, assess their
likelihood and impact, and prioritize them accordingly. Key risks, such as infrastructural deficiencies,
limited product variety, and security concerns, are evaluated to develop effective mitigation
strategies. The following risk matrix presents a comprehensive assessment to develop a mitigation
plan aimed at enhancing the growth of the Women's Market.

Risk \ Likelihood \ Impact  Mitigation Plan

Market Assessment

Inaccurate demand forecasts | Medium High Regular surveys and feedback
mechanisms to continuously assess and
adjust to changing customer needs and
preferences. Implement data-driven
inventory management.
Limited product variety High High Secure additional funding for expanding
product range. Build relationships with
more suppliers to ensure a wider variety
of goods are available.

_Market Environment

Poor infrastructure (excessive | High High Invest in more solar panels, IPS, and

heat, lack of electricity) generators to  provide consistent
electricity. Improves overall market
facilities.

Change in NGO support or | Medium High Diversify funding sources, including

funding seeking additional NGO partners or
private donations. Develop a
sustainability plan to reduce reliance on
external aid.

Involvement of Government | Medium High Maintain regular communication with the

(Camp in Charge) CIC and keep them informed about all

issues related to the women's market.
Hygienic conditions Medium Medium | Regular sanitation and health checks.
Ensure constant availability of clean water
and hygiene products. Conduct hygiene
education sessions for vendors and

customers.
Extreme  weather events | Medium High Construct durable and weather-resistant
(landslide, storms) market structures. Develop a disaster

preparedness plan, including emergency
procedures and supply storage.

Changes in women market | Medium Medium | Stay informed about regulatory changes
regulations through regular communication with
camp authorities. Engage in advocacy to
influence favorable policies for market
operations.




Cultural Practices

Gender norms restricting | High High Conduct community awareness programs
women’s participation to promote gender equality and the
benefits of  women’s economic
participation. Collaborate with local
leaders to gain support.

Harassment or theft Medium High Increase  security  personnel  and
surveillance within the market.
Implement stricter entry controls and
provide training on conflict resolution and
self-defense for vendors.

Proper monitoring of | High High Enhancing the monitoring system for
payments to women vendors women vendors to track their expenses,
purchases, and monthly profits or losses
will help to increase the sustainability of
the Women's Market.

Safeguarding issues s
Low

Safeguarding issues such as High Implement strict monitoring, reporting
child labor, Gender-based mechanisms, zero-tolerance policies, and
violence (GBV),  Sexual training programs. Provide safe reporting
violence, Harassment, and channels and support services for victims.
exploitation

Annex 3: List of Women’s Market Shopkeepers:

Sl. No. Shopkeepers Name Age Type of Shop Name Camp
1. Nur Bahar 40 Sewing 03
2. Sekh Hasina 19 Cloth 18
3. Sabera Khatun 40 Shoe 05
4, Shorifa 30 Snack 01 (East)
5. Sajida Begum 22 Bag 05
6. Rehana 28 Cloth 05
7. Omar Khatun 45 Cloth 05
8. Rofiya 35 Sewing 18
9. Samsunnhar 35 Cosmetics 05
10. Sanjida 28 Cosmetics 01
11. Nurjahan 35 Parlor 05
12. Khairun Bibi 32 Cosmetics 05
13. Sokina Khatun 47 Cloth 05
14. Anwara 30 Aluminum 05
15. Tayaba 35 Cloth 04
16. Nur Begum 35 Sewing 05
17. Sabina Yeasmin 32 Snack Host
18. Islam Khatun 48 Crockeries 05
19. Ayesha 35 Cloth 03
20. Fatema 45 Nakshi Kantha & Cloth 03
21. Arefa Begum 25 Burga 05




22. Nur Jahan 59 Snack 05
23. Samira Akter 25 Cloth Host
24. Khotija 44 Accessories & Cloth 05




Annex-4: Survey Questionnaire

Developing a Strategic Roadmap for Sustainable Growth of
Women’s Market in Rohingya Camps

Section A: Consent taking.

Q. No.

Questions Directions Answers

AO1

Date Numeric C I

A02

Questions ID Numeric I |

AO03

Interviewer Name (s) List of Interviewer

Asslamualikum, | am . | came from the Centre for Qualitative Research. We are
conducting survey/research on Developing A Strategic Roadmap for Sustainable Growth of
Women’s Market in Rohingya Camps. We are requesting you to participate in this research
through the interview. You will be asked questions about your life, such as different services
like market system and your income-generating activities, etc. This interview will take
around 15-20 mints, The information you provide will be kept completely confidential, and
your name will not be used anywhere. You are completely free to refuse to participate in
these discussions. If during the conversation you feel that you do not feel comfortable
answering any questions, we will not ask you any more questions if you let us know. If you
agree, we will fill in your answers on a table. If you agree, then we can start the discussion.

AO4

Are you willing to participate in our If the answer is e Yes
survey? "no" then the e No
interview will
end there.

A05

Please sign in the tab (Sign of guardian in-case of adolescent)
If unable to sign take sign guardian on behalf

Section B: General information

Q. No. |Questions Directions Answers
BO1 Districts

B0O2 Upazila

BO3 Camp number

BO4 Block number

BO5 Name of the respondent

BO6

BO7 Progress ID number




BO8

Respondent Type

Consumer (Male)

Consumer (Female)

Female Entrepreneur (Inside
women marketplace)

Male (Trader Outside women
marketplace)

BO9

Gender

Male
Female
Transgender

B10

Occupation

1. Day laborers

2. Sweeper

3. Scavengers

4. Transport Worker (Bus/Truck
Helper)

5. Private initiative

6. NGO workers

7. Housekeeper

8. Teacher

9. Tailor

10. Blacksmith

11. Barber

12. Cobbler

13. Midwife

14. Kaviraj/traditional healer
15. Beggar

16. Small Industries/Handicrafts
17. Small traders

18. Students

19. Housewife

20. Unemployed

21. Retired

22. Physically/Mentally
Handicapped

23. Other (specify)

B11

Age

e Numeric Value

B12

Education (Level passed)

B13

Mobile Number

Fixed 11 Digit

B14

Religion

Select one

e Muslim
e Hindu
e Others

B15

Marital status

Select from the
list (Select one)

e Unmarried
e Married

e Separated
e Divorced

e Widowed




B16 How many years have you been living e Lessthan 1year
in the Rohingya camp? e 1-3years
e 4-6years
e More than 6 years
B17 How much do you earn per month in | Select from the e (-2000
BDT? list (Select one) e 2001-4000
e 4001-6000
e 6001-8000
e 8001-10000
e More than 10000
B18 How much do you earn per month in
kind support?
Section C: Market assessment (Respondent: Consumer)
QNo | Questions Direction Answer
C1 Do you often visit women o Yes
marketplace? e No
c2 Do you know Which types of e Only Daily goods and
products are available in the Other Products (Produced
marketplace? by Rohingya Women)
e Only Daily goods and
other products (Produced
outside of Camp)
e Both
e Don’t Know
c3 What types of products are produced e C(Cloths
by Rohingya women here? e Vegetables
e Menstrual Hygiene
Product
e Others
e Don’t Know
c4 Do they produce green products or e Yes
safe energy products? e No
e Do not know
C5 What are the products you usually e Only Daily goods and
buy from that marketplace? Other Products (Produced
by Rohingya Women)
e  Only Daily goods and
other products (Produced
outside of Camp)
e Both
C6 Are you only a consumer or have you e Only Consumer

attached with any other market
activities?

e Consumer and Seller
e Supplier
e Producer




Section D: Assessment of nearest consumer (Respondent: Consumer)

D1 Who is the typical consumer of the Select one Only Women
market? Only Male
Both
Don't Know
D2 Can the consumer easily access the Yes
market? No
D3 If G2 No, why they can’t access the
market?
D4 What initiative can be taken to Scope of selling Other
increase access of women in the products
market? Give business acces to
women in other camps
Other specify
Don't Know
D5 Do you like to engage any economic Yes
activities in future focusing the No
marketplace
D6 What kind of activities do you like to Product selling

engage in

opportunity

Production opportunity
Product supply
opportunity

Other specify

Section E: Shopping experience (Respondent: Consumer)

El

How is the environment of market?

Select one

Very poor
Poor
Acceptable
Good
Very good

E2

How is the behavior of sellers?

Very poor
Poor
Acceptable
Good
Very good

E3

How is the quality of products?

Very poor
Poor
Acceptable
Good
Very good

E4

Is there any option to bargain in the
market?

Yes
No

ES

How is the price of products?

Very high
high
Acceptable
cheap
Very cheap




E6 Is there any option to supply the e Yes
product to outside the camp? e No
E7 Is there any option to bring product e Yes
from outside the camp? e No
E8 Do you believe women can have e Yes
good interaction with consumer in e No
the marketplace?
E9 What do you like most about the e Yes
market? e No
E10 What do you dislike most about the e Yes
market? e No
E1ll What make you decide to buy from e Nearby
this market? e Reasonable
e Seleswomen
e Other specify
e Not insists
e Don't Know
E12 Are there any product that you e Sanitary Napkin

would like to buy only from women
vendors?

Under garments
Concentrative Product

e Makeup
e Other specify
Section F: Safety measure (Respondent: Consumer)
F1 Do you think the marketplace is safe | Select one e Yes
and suitable for any kind of women? e No
F2 If no what are the reasons make the e Eve-teasing
women feel the marketplace unsafe? e Snatching
e Others
F3 What measure can make the e Security guard
marketplace safe? e Build Awerness
e Other specify
F4 Are the women safe during transition e Yes
of money? e No
F5 Are safety measures (e.g., security e Yes
personnel, lighting, hygiene) in place e No
in the consumer market within the e Not sure
camp?
F6 Do you think the consumer market e Yes
within the camp is inclusive and e No
accessible to all, including women? e Not sure
F7 Do you think the women market e Yes
within the camp should make e No
inclusive and accessible to all,
including male?
F8 If yes, Why?




F9 If no, Why

F10 Have you ever faced any challenges e Yes
or barriers while shopping within the e No
consumer market within the camp? If
yes, please specify.

F11 If yes, please specify

Section G: Market Access and Shopping Behavior for consumer (Respondent: Consumer)

Gl | How do you usually access the Select one Walking
nearest consumer market Bicycle
within the camp? Public transportation
Other (please specify):
G2 | How frequently do you visit Select one Daily
the nearest consumer market 2-3 times a week
within the camp? Once a week
Less than once a week
Don’t go
Other
G3 | What factors influence your Price
choice of products/services Quality
when shopping within the Availability
camp? (Select all that apply) Brand
Other (please specify):
G4 | What challenges have you Multiple Behavior of the seller is not
faced to go to the market? good.
Very far from me
High price
The environment is not
favorable.
Low quality products
Other (please specify):
G5 | How satisfied are you with the Select one Very satisfied
variety of products/services Satisfied
available in the consumer Neutral
market within the camp? Dissatisfied
Very dissatisfied
G6 | How would you rate your Select one Excellent
overall shopping experience Good
within the consumer market Fair
within the camp? Poor

Very poor




H: Product Preferences and Feedback: (Respondent: Consumer)

H1 What types of Multiple e Food item
products/services do you e Clooting/apparel
think are lacking or need e Household goods
improvement in the e Healthcare products
consumer market within the e Other
camp?

H2 Are there any specific e Yes
products/services you wish e No

to see introduced in the
consumer market within the
camp? If yes, please specify.

H3 How likely are you to Selectone o Very likely
recommend the consumer o Likely
market within the camp to e Neutral
others? e Unlikely

e Very unlikely

Section I: Women economic empowerment (Respondent: Women
entrepreneur/saleswoman)

11 In your area, can women involve in e Yes
income generating activities? e No
12 What types of income generating e Producing Clothes
activities can women involve with? e Vegetable’s gardening
e Others
13 If Q1 Yes, who make decision that e Father
you can involve with an income e Mother
generating activities? e Brother
e Sister
e Husband

e Father-in-law
e Mother-in-law

e Own
e Others relatives
14 If Q1 Yes, who make decision e Father
which types of income generating e Mother
activities are involved by you? e Brother
e Sister
e Husband

e Father-in-law

e Mother-in-law
e Own

e Others relatives




I5 Can you spend your income money Yes
by own decision? No
16 If Q4 No, who decide to spend that Father
money? Mother
Brother
Sister
Husband

Father-in-law
Mother-in-law
Own

Others relatives

Section J: Livelihood Opportunity (Respondent: trader perspective)

challenges you face. (Select all
that apply)

J1 Are you currently involved in e Yes
any economic activities? e No
J2 If yes, then what kind of e Food/crops/product
activities do you involve in Production at home
e Food Processing at
home
e Buy and resell daily
goods at
marketplace.
e Other
3 What kind of livelihood e Earn money
opportunity does the market e Production sell
created? e Skill Development
e No opportunity
J4 Before creation of this market, e Options will be
what kind of livelihood created based on
opportunity women have? relevant documents
J5 Do you face any challenges in e Yes
participating in economic e No
activities within the camp?
J6 If yes, please specify the e Limited access to

resources (capital,
materials, etc.)
Lack of market
demand

Cultural barriers
Security concerns
Other (please
specify)




Section K: Involvement in market activities (trader perspective)

K1 Do you feel, women have Select one Yes
opportunity to engage with market No
activities in your community?
K2 If Q1 Yes, Which types of market Buy
activities does women involve in? Sell
Money
Investment
Promotional
Activity
Product
produce
K3 If Q2 do they produce any Yes
product? No
K4 If yes what type of product
K5 Did you get any training? Yes
No
K6 If Q4 Yes, what were the training
topics?
K7 Do you have any barrier in market Yes
activities? No
K8 If Q6 Yes, what are the barriers? Select multiple No family
permission
No
involvement in
financial
activities
Other specify
K9 If we want to increase the market Select multiple CIC
activities of women, then which Majhi
key persons are needed to be Faith Leaders
engaged? Businessman
K10 | Toincrease women participation in | Select multiple Training
economic activities what initiative Capital
can be taken? support
Other specify

Section L: Male consumer (Respondent: Women Entrepreneur/saleswoman)

L1 Do you support women's e Yes
participation in market activities e No
alongside men?

L2 If yes, Why?

L3 If No, Why?

L4 Should women open this market to




men?

L5

What are the barriers to women's
participation in market activities?

Select multiple

is not
allowed
no power
no money
no time

L6

What kind of assistance can men
provide in women's market or
business management

Select multiple

Delivery of
goods
Experience
sharing
Production,
sales
support
Maintain
accounts

L7

Are there obstacles in doing
business with women or doing
economic transactions or buying
and selling?

Select multiple

Women do
not
understand
financial
transactions
Men and
women are
unequal
Itis not
realistic
Religious
restrictions
Other
specify

L8

Do you think that the women's
market can create any competition
next to the general market?

Yes
No

L9

If no, why?

L10

What should be done to maintain
the market of women next to the
general market?

Select multiple

Product
supply
should be
increased
The price
should be
reduced
Everyone
should be
given the
opportunity
to buy and
sell




L11 Write two weaknesses of the
market.
L12 | Tell two strengths of the market.




Annex 5: Qualitative questionnaires

Entrepreneur Family Members
Basic Questions:
1. What’s the relationship between you and the entrepreneur? Who is in your family?
2. Since when he/she of your family started this business in the Rohingya camps? How long has
he/she been involved in this business within the Rohingya camps?
3. Why did he/she start this business?

Entrepreneurial Journey:

1. Canyou please share the story of how he/she started their business within the Rohingya camps?

2. Did anyone encourage him/her in doing this business? If yes, who encouraged him/her? If not,
then what were the reasons?

3. What were the initial challenges faced by the entrepreneur in establishing their business?

4. How has the business evolved over time, and what achievements have been made?

Challenges and Support:

1. What are the main challenges they face as a female/male business owner within the camps?
2. How do you, as a family member, support them in overcoming these challenges?

3. What additional support do you think is needed to enhance the success of their business?

Buyers:

1. Who are the buyers within the Rohingya camps? Are they facing any kind of barriers in purchasing
the product? (Gender discrimination, Distance, Price, Time, Environment etc.)

2. How can the barriers that they face be overcome in purchasing products? Give your suggestions?

Community Impact and Perspective:

1. Did the community people say anything when they first started this business? What was their
perspective?

2. Does their business contribute to the economic growth and livelihood opportunities within the
Rohingya camps?

3. Have you noticed any changes in the community's perception of women's/men’s participation in
economic activities since the establishment of the business?

Future Aspirations:

1. Did watching these entrepreneurs encourage others to be a new entrepreneur? If yes, Tell us a
story! (How? When? Where?) If the answer is no, then how do you think the number of new
entrepreneurs will increase?

2. Do you know what their goals and aspirations are for the future of their business?

3. Do you have any suggestions how they can improve their business growing and expanding its
impact within the camps?

Conclusion:

1. What do you think can increase female entrepreneurs? In what way? Please give us a suggestion.

2. s there anything else you would like to share about an entrepreneur's journey or the challenges
and successes of their business?



Market Shop Owner
Basic Questions:
1. Since when did you start this business in the Rohingya camps? How long have you been involved
in this business within the Rohingya camps?
Why did you start this business?
What kind of products/services are offered at your shop?
Can you please share the story of how you started your business within the Rohingya camps?
Did anyone encourage you in doing this business? If yes, who encouraged you? If not, then what
were the reasons?
6. What were the initial challenges faced by you as an entrepreneur in establishing your business?

ke wnN

Buyers:

3. Who are the buyers within the Rohingya camps? Are they facing any kind of barriers in purchasing
the product? (Gender discrimination, Distance, Price, Time, Environment etc.)

4. How can the barriers that they face be overcome in purchasing products? Give your suggestions?

Market Environment:
1. What's the market environment within the Rohingya camps?
2. What are the main factors that influence the accessibility of the market for residents within the
camps?

Women's Participation:

1. Have you observed any specific challenges or opportunities for women entrepreneurs operating
within the camps?

2. How do you think women entrepreneurs contribute to the market dynamics within the camps?

Safety Measures and Inclusivity:

1. What safety measures are currently in place within the market to ensure the well-being of
customers, particularly women?

2. In what ways do you ensure that your shop is inclusive and accessible to all members of the
community, including women?

Community Engagement:

1. Did the community people say anything when you first started this business? What was their
perspective?

2. How do you collaborate with other local stakeholders, such as women entrepreneurs, community
leaders, and government agencies, to foster a supportive ecosystem for economic activities within
the camps?

3. Have there been any successful initiatives or partnerships that have positively impacted women's
participation in economic activities within the camps?

Challenges and Support:

1. What are the main challenges you faced as a female/male business owner within the camps?

2. Did your family members support you to overcome these challenges? If yes, how do they support
you? If not, why didn't they support you?

3. What additional support do you think is needed to enhance the success of your business?



Future Aspirations:

1. Did watching these entrepreneurs encourage others to be a new entrepreneur? If yes, Tell us a
story! (How? When? Where?) If the answer is no, then how do you think the number of new
entrepreneurs will increase?

2. What are your goals and aspirations for the future of your shop within the Rohingya camps?

3. How do you envision the market evolving to better support women entrepreneurs and promote
economic growth within the camps?

Conclusion:
1. What do you think, how can the number of female entrepreneurs increase? In what way? Please
give us a suggestion.
2. Is there anything else you would like to add regarding the market environment or the role of
women entrepreneurs within the Rohingya camps?

Nearest consumer
Basic Questions:
1. How often do you visit the market within the Rohingya camps?
2. What are some of the main products or services you usually purchase from the market?
3. How was your shopping experience within the camps?

Interactions with Women Entrepreneurs:

1. Have you purchased products/services from women entrepreneurs within the camps? If so, can
you share your experiences? If not, why?

2. What factors influence your decision to buy products/services from women entrepreneurs
compared to other vendors within the camps? (Gender, Community, Environment, Distances,
Price, Time etc.)

Quality and Variety of Products:

1. How do you perceive the quality and variety of products offered by women entrepreneurs within
the camps?

2. Are there any specific types of products or services you would like to see more of from women
entrepreneurs?

Support and Engagement:
1. Do you feel that women entrepreneurs within the camps receive adequate support from the

community and government agencies?
2. Inwhat ways do you think the community can better support women entrepreneurs and promote
their economic empowerment?

Market Accessibility and Safety:

1. How do you usually access the market within the camps?

2. Have you encountered any challenges in accessing the market, particularly in terms of safety and
inclusivity?

Future Aspirations:

1. What improvements or changes would you like to see in the market environment within the
Rohingya camps to better meet the needs of consumers and support women entrepreneurs?

Conclusion:

1. s there anything else you would like to share regarding your experiences as a consumer within
the Rohingya camps?



Annex 6: List of Respondents

e |DI Participants List:

Broad Category Gender Age
Vendors (Mention Annex: 04) Female 20
Nearest Market shop owner- 1 Male 10
Nearest Market shop owner- 2 Male 26
Nearest Market shop owner- 3 Male 29
Nearest Market shop owner- 4 Male 30
Nearest Market shop owner-5 Male 30
Nearest Market shop owner- 6 Male 32
Nearest Market shop owner- 7 Male 35
Nearest Market shop owner- 8 Male 40
Nearest Market shop owner- 9 Male 47
Nearest Market shop owner- 10 Male 52
IMAM- 1 Male 27
IMAM- 2 Male 32
IMAM- 3 Male 35
IMAM- 4 Male 35
IMAM- 5 Male 39
Majhi- 1 (local leader) Male 35
Maijhi- 2 Male 36
Maijhi- 2 Male 42
Maijhi- 2 Male 45
Maijhi- 2 Male 50
e  KIl Participants List:
Broad Category Gender
CIC Male
Market Officer Female
AAB Focal Person Female
UN Women Female
04




