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Abstract:   

After years of being engaged in terrorism and extremism, Afghanistan has lacked basic opportunities for women to grow. These 

opportunities have ranged from training to their participation in the labor markets, small and large investments. 

However, the root of all these challenges is the traditions, beliefs, and religion. After 2001 and the fall of the Taliban regime in 

Afghanistan; The doors were opened for Afghan women to take part in the business sector, even at the cost of fighting with all the 

beliefs that have remained in the city even after the Taliban administration. Knowing the public opinion about how much women's 

participation in the trade is acceptable to them, and whether they turn to women-owned companies for their business cooperation. 

This research paper focused on Afghan entrepreneurs' women according to Public perspective, pre and post-Taliban in Afghanistan. 

After 2001, there was a huge opportunity for women and now again everything is band for them and not allowed for women to go 

out to any institution or even to work. Qualitative and quantitative methods have been used in this study. At the end the researcher 

has found that the Afghan women especially those who are entrepreneurs are going to face serious obstacles due to the Ideology of 

Taliban.  

Keywords: public perception, women entrepreneurs, entrepreneurship, gender discrimination, culture.   

I. INTRODUCTION 

Women's entrepreneurship is a new and promising business in Afghanistan, a country where extremist views and civil wars 

continue to obstruct women's lives. Given the barriers and restrictions, women's desire to create a work environment for themselves 

and other women is a hopeful outlook on the future. As a researcher and a journalist, I covered stories about women who were wearing 

burqas in their workplaces and now run their own companies and businesses. Despite the gender and cultural obstacles, the presence 

of women in the business interested me to trace the issue down. All-female workers may have a desire to have their own business 

someday.  

In 59 economies that have been analyzed in a report in 2018/2019, women's entrepreneurship a huge number of women started 

or operated enterprises, according to the Global Entrepreneurship Monitor (GEM) (Elam et al. 2019). Many organizations and 
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governments (ILO 2020; UN Women 2020) have long recognized the importance of women in economic development, personal 

health, and societal advancement processes (Bullough et al. 2019). Despite the importance of women entrepreneurs in creating new 

jobs and contributing to their societies' social and economic growth, the interplay and nuances of women's entrepreneurship, growth, 

and culture are understudied (Brush et al. 2018; Hechavarria et al. 2019). 

Bullough and Sully de Luque (2015) identified gender egalitarianism, gender role expectations, and the entrepreneurial ecosystem 

as under-researched cultural elements in women's entrepreneurship (Eagly and Wood 2016; Hechavarra and Ingram 2019; Manolova 

et al. 2017). Any culture's social customs and expectations are deeply ingrained (Berry et al. 2002; de Bruin et al. 2007; Erez and 

Gati 2004), and views toward entrepreneurship reflect, at least in part, subjective impressions that are prone to bias (Kemp et al. 2015; 

Marlow et al. 2019; Robinson and Stubberud 2011). 

 Within the home, traditionally defined gender roles place the majority of household and family obligations on women. While 

males provide for the family financially by working outside the home (Milkie and Peltola 1999; Vinnicombe and Singh 2002). 

Women's access to income-earning opportunities has traditionally been limited by gender role expectations (Eagly and Karau 2002; 

Eagly and Mitchell 2004). 

This is also emphasized in global statistics. Although the number of women who have developed or undertaken an entrepreneurial 

activity has increased significantly over time, it will take at least another 108 years to completely close the gender gap between men 

and women, and 202 years to achieve gender equality in the workplace. 

There are no available statistics about the business in war-ravaged Afghanistan as it has recently come to the spotlight. Therefore, 

we can say that little research has been conducted in the field. But all they show is the motivation behind starting the business rather 

than its values and importance, especially when it comes to women.  Women after the Taliban’s fall in 2001 and the start of the 

democratic administration system began to join in the economic sector, particularly in entrepreneurship, to be able to work easily in 

any location with a small budget. This was the first step, and now that the Taliban has taken over Afghanistan again. Everything is 

back to 20 years ago now. The goal of this research is to look at the public perception of women entrepreneurs in Afghanistan before 

and after the Taliban in 2021. 

Review of Literature 

The researcher has come across the following conducted research papers: 

In Female entrepreneurship in Afghanistan, Magnus H. Thaw T. conducted this research (2011). This article examines the motives 

of eight female Afghan entrepreneurs to start their own business, as well as the challenges they faced throughout start-up and 

operations, to better understand female entrepreneurship in Afghanistan. 

Income production was shown to be the most important push element in this study, while pull variables such as a desire for 

independence and autonomy were also significant. There was also a focus on the entrepreneurs' desire or ability to serve non-family 

members through their firm. 

 In Women Entrepreneurship in Afghanistan and Success Determinants of Afghan Women Entrepreneurs, Freshta N. led the 

research and she is mostly concerned with female entrepreneurship in developing countries. It focuses on women's entrepreneurship 

in Afghanistan, emphasizing entrepreneur personal and business features, motivation and obstacles, success factors, and the social 

and economic improvements brought about by entrepreneurship in their life. 

In Marketing management and optimism of Afghan female entrepreneurs, Manizha W., Omar A. S., Kimberley C. G., S.W.S.B. 

Dasanayaka R. H. examined the relationship between one facet of entrepreneurial psychological capital – Afghan female 

entrepreneurs' confidence about their business's success – and aspects of the marketing function. This study relied on primary data 

collecting. In this study, 248 women business owners from five Afghanistan provinces were surveyed over the phone. Kabul, Herat, 

Mazar, Nangarhar, and Kandahar are among the Afghan provinces. 

In The Role of Women in the Economic Development of Afghanistan, Madina J., Mariia I., Naveen H., Muhammad A., Pakiza 

K., Freshta W., and Shukria R. have Focused on Afghan women's employability and entrepreneurship options for economic 

development participation. According to the researchers, women's economic empowerment in Afghanistan necessitates better 

policymaking, which can then improve policy implementation in various sections of the nation. 

In Women Entrepreneurs: Making a Change from Employment to Small and Medium Business Ownership, Leilania M. N, S.R. 

Xavier conducted the research in 2012. The study looked into women who transitioned from salaried jobs to owning small and 

midsize businesses. A convenience sample of 153 women who founded their firms will be used in the study. And it focused on three 

things: first, the motivations that lead women to leave salaried jobs to start their businesses; second, and their personal and 

entrepreneurial traits; and third, the problems they faced during the transition from salaried to self-employment. 

 

 

Abbreviations and Acronyms 

 Entrepreneurship 

The term 'entrepreneurship' comes from the French word 'entrepreneur,' which means 'to take on', 'to pursue opportunities,' or 'to 

meet needs and desires through innovation and the establishment of businesses.' In 1723, the term was first recorded in a French 

dictionary. 
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It is thought that Ricardo Cantillon (Kent, 1984), an Irish banker working in France, was the first to define an entrepreneur 

in economics as "an agent who assembles material/inputs for producing goods at a specific price and produces goods whose sales 

price is uncertain in comparison to production cost through coordination of those inputs." 

'An organizer of an economic venture, especially one who organizes, owns, manages, and assumes the risk of a business,' 

according to Webster's Third New International Dictionary (1961). 

Today, entrepreneurship has a variety of connotations, including innovation, taking risks, adventurism, wealth generation, 

thrill-seeking, and so on (tied note, 2020). Women entrepreneurs are also participating and playing an important role in 

contemporary society in the sphere of entrepreneurship. Women nowadays are immensely empowered and motivated. As a result, 

they participate in all efforts aimed at improving our country's economic situation and progress. 

Gender  

It refers to the male and female roles and obligations that are established in our families, societies, and cultures. Gender 

also refers to the assumptions that people have about women's and men's qualities, abilities, and likely behaviors (femininity and 

masculinity). Gender roles and expectations are acquired over time. They can shift over time, and they differ between and within 

cultures. Gender roles are modified by systems of social difference such as political standing, class, ethnicity, physical and mental 

handicap, age, and more. 

Gender is important because it demonstrates how women's subordination (or men's dominance) is socially produced when 

used in social analysis. As a result, subordination can be altered or terminated. It is neither biologically predetermined nor fixed in 

perpetuity. Gender Mainstreaming Implementation Framework, UNESCO, 2003. 

Public opinion in perception  

It's impossible to narrow down exactly what people think. It is expected that we just have a rudimentary understanding of 

it. It is the general population's viewpoint on a topic of public importance. The majority does not agree with you. Unanimity is also 

not required. There is no such thing as public opinion when the subject matter of the majority's opinion is to further their selfish 

interests. Minority backing is also required. 

To put it another way, the majority's viewpoint may be valid, but the minority must be able to accept it. "Public opinion is 

the majority's opinion, quietly acquiesced in by the minority," wrote A. L. Lowell. 

It cannot be public opinion if the majority's perspective is directly challenged by the minority. It is not a popular opinion 

if it is detrimental to the interests of one class or at the expense of one community. The common good must be the goal of public 

opinion. It may reflect the views of the most intelligent members of society, but it must be capable of promoting the general 

prosperity of all. 

As a result, it is argued that public opinion is the opinion of right-thinking citizens if it can get the support and acceptance 

of a large number of people. 

Media  

The plural of medium, media, refers to the communication channels through which we disseminate information such as 

news, music, movies, education, promotional messages, and other data. Physical and online newspapers and periodicals, television, 

radio, billboards, telephone, the Internet, fax, and billboards are all examples. 
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It describes the various modes of communication that we use in society. Because it encompasses all forms of 

communication, media can include anything from a phone conversation to the nightly news on television. 

When we talk about reaching a big number of people, we use the term "mass media." Local media includes things like 

your local newspaper and local/regional television/radio stations. 

Marshall McLuhan, a Canadian scholar, published his seminal book Understanding Media: The Extensions of Man in 

1964, which reintroduced new concepts and perspectives to media studies. Academics, writers, social theorists, educators, and 

artists were all affected by the book. Some of its concepts gained a lot of traction, and they're still significant in media studies and 

comprehending the current media landscape. 

McLuhan, for example, proposed that "the medium is the message," implying that the media have an impact on the society 

in which they operate, not because of the content delivered through them, but because of their unique characteristics. As a result, 

research should focus on the media and their working and operating activities rather than the material they provide. He used the 

electrical light as an example. A light bulb, unlike a television show, a novel, a record, or a newspaper article, does not contain the 

substance. 

It is the medium – electrical light – that has a significant social impact, allowing people to live and work at night and in 

the dark, thus creating new opportunities and profoundly influencing their lives on a psychological, social, and economic level. 

According to McLuhan, a light bulb is a medium without content that "creates an environment by its mere presence." 

In Understanding Media, he also proposed an idea that has influenced scholars and researchers in a wide range of fields 

(including social, historical, media and communication studies, and technological studies, as well as the arts): the media and 

technologies are extensions, amplifiers, of the human body or specific body parts, abilities, faculties, and senses. 

The wheel is an extension of the foot, the eye's spectacles, telescope, and phonetic alphabet, the fist's hammer, the skin's 

clothing, the phonetic alphabet press, the electronic media, and the nervous system's networks. 

The artist plays a crucial part in the massive transformations that the media and technologies are causing in people's lives 

and in the society we live in. McLuhan defines the artist as "any man in any field, scientific or humanistic, who grasps the 

implications of his actions and new knowledge in his own time" in Understanding Media. He's a man who understands everything." 

In 2011, the centennial of McLuhan's birth was commemorated, and his seminal book Understanding Media turned fifty in 2014. 

Regina Dürig and Gianna Angelini, Ph.D. and PostDoc candidates at the T-Node (Planetary Collegium, University of Plymouth), 

provide a reflection and a lexicon (Gianna is also the Assistant Director of NoemaLab). 

 

 

 

Research approach  

 

Research Objectives 

⮚ To understand Afghans’ perspective on women entrepreneurs pre and post-Taliban.  

⮚ To understand women entrepreneurs’ motivation in Afghanistan (Pre Taliban). 

⮚ To understand the media-generated public perception post-Taliban era 

⮚ To examine the role of the media in changing public opinion. 

 

Research Question 

⮚ What is the public perception of the Afghans on women entrepreneurs in Afghanistan? 

⮚ How does Media influence public opinion about entrepreneurs in Afghanistan? 

⮚ What’s motivates women entrepreneurs in Afghanistan? 
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Research Design  

M. Umair (2018). The use of evidence-based processes, protocols, and standards that give the tools and structure for conducting 

a research study is referred to as study design. Before submitting the study for ethics review, the investigators make a methodological 

judgment about the study design. Examine the situation and begin collecting data. 

Research design, according to Prabhat and Meenu (2015), is the framework or plan for a study that is utilized as a guide in 

gathering and interpreting data. They went on to describe the notion as a road map for data collection, measurement, and analysis, 

which includes all of the steps involved in completing a study. 

A. Inaam (2016). The structure of research can be thought of as the "glue" that ties all of the pieces of a research project together; 

in other words, it is a blueprint for the proposed study endeavor. 

Both qualitative and quantitative research methods will be used in this investigation. The terms qualitative and quantitative refer 

to two different sorts of perspective reasoning and are frequently employed in research. The qualitative approach is concerned with 

the quality of something, whereas the quantitative approach is concerned with quantity. Researchers can collect all of the study's data 

utilizing these two ways. 

Research Tools 

In this study, data will be collected using a questionnaire and an interview guide. A questionnaire, according to Ranjit (2011), is 

a written list of questions to which respondents are required to respond in writing. A questionnaire is defined as "a data-collecting 

device consisting of a sequence of questions and various prompts to obtain information from respondents" by Karim (2013, p.3). 

Because a survey requires a set of particular questions and an interview should be conducted qualitatively, both a questionnaire 

and an interview guide were chosen as research instruments. The questionnaire will be used to collect comments from 100 Afghan 

citizens about entrepreneurship before and after the Taliban. The responses of 25 female entrepreneurs will be collected using the 

focus group interview guide. In this study, this equipment will be utilized to collect data. 

Sample Design 

A sample design is a method for selecting a representative sample from a population. It is the method or approach that the 

researcher will use to choose things for the sample. When the population under study is large and a census is impracticable, this 

method is frequently used. The study sample is chosen at random in the questionnaire and for the conducted interviews by social 

structure, snowball sampling according to which all entrepreneurs are recruited via local courses and organizations in three cities. 

Study Population 

M. Umair (2018). The study's target demographic that it wants to examine or treat is referred to as the population of interest. 

Recruiting the complete population of interest is often not acceptable or practicable in clinical research investigations. Instead, 

researchers will select a sample from the target population for their research. In such circumstances, the goal of the research study is 

to extrapolate the findings from the sample to the entire population. 

The participants in this study were women who worked as entrepreneurs or investors in Afghanistan after 2011. The interviewee 

will be chosen at random from Afghanistan and will be interviewed through Zoom. 

Sample size 

This refers to the number of items to be selected from the entire population. In this study, 20 entrepreneurship women will be 

randomly selected for a focus group interview from different parts of Afghanistan. Also, 108 questionnaires will be created in the 

google form and distributed among Afghan people and collect their perspectives about women entrepreneurship per and past Taliban.   

Method of data collection 

Face-to-face or online interviews will not be conducted in this study, randomly 20 women will choose for a focus group interview, 

also, the questionnaire will be filled by 108 people in Afghanistan.  

Method of data analysis 

The frequency distribution tables, simple percentages, and bar charts will be used to assess all of the data obtained for this study. 

The analysis will be based on the respondents' responses to questions on the questionnaire, as well as the responses of all women and 

the numerous questions asked during the interview. 

 

 

 

 

 

 

Critical Interpretation 

Depending on the interviews and the questioners, the researcher has analyzed the data and arrived to that: The majority of 

respondents were educated and had access to the internet, and they believed the role of businesswomen to be important in job 

creation, economic growth, and family support. The results show that women have been active in various sectors such as services, 

packaging, exports, and products in recent years. The presence of women has resulted in the number of businesswomen in 

Afghanistan increasing year on year. The increase in business women leads them to set up unions and professional exhibitions for 

businesswomen. It has advanced markets and shopping malls for women. Gender, belief, and knowledge all influence public 

perception of businesswomen. 
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The focus of international institutions on supporting women has given them the space to reduce the public perception of the 

differences between men and women in the Afghan economy. Women entrepreneurs have a positive impact on the growth of the 

family economy and the country and provide employment opportunities for women. One of the influences of the media on changing 

public opinion. There is currently no suitable space for women to do business in Afghanistan. Although trafficking in women has 

been restricted or stopped, some women continue their activities regardless of the situation. 

According to data from the current government (Taliban), women's activities are being stopped. Restrictions such as gender 

discrimination, inequality, and deprivation of opportunities, poverty, unemployment, and media censorship have been created. 

Respondents are disappointed with the future of trafficking in women under the Taliban. The ongoing activism of women today 

can be linked to resistance, repression, and violence, as well as other threats to women. 

 

Details of survey analysis 

 

Demographic representations of the sample 

 

Q.1 Table 4.1.6 in my opinion, women entrepreneurs have led to the country’s economic growth. 

 

 

scaled Frequency  Percentage 

Strongly agree 37 34.6% 

Agree 47 43.9% 

Neutral 10 9.3%  

Somewhat disagree 9 8.4% 

Strongly disagree 4 3.7% 

  

 

In all its parts, gender participation is one of the characteristics of economic growth in a country. According to the scaled 

question, most respondents agree (43.9%) and strongly agree (34.6%) with the participation of women in the economic growth of 

the country in Afghanistan. Then the remaining participants were neutral (9.3%), disagreed (8.4%), and only strongly (3.7%) agreed 

with the role of Afghan women in economic growth. 

 

 

 

 

 

 

Total Population n=107 

Gender 46 Female (43%) 

60 Male (56.1%) 

1 prefer not to say (0.93%) 

Age 33 people from the sample 18-  24 years old 

50 people from the sample 25- 34 years old 

13 people they are 35-45 years old  

12 people from the sample are above 46 

Knowledge  62 people with Bachelor’s degree 

 21people Postgraduate degree or above 

 15 people graduated from high school 

 12 people under 12 grades 

Research Area  Afghanistan  
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Q.1 Figure 4.1.6 in my opinion, women entrepreneurs have led to the country’s economic growth. 

 

 

 

  

 

 

 

 

 

 

Q.2 Table 4.1.8 if a member of my family has an entrepreneurship idea I will encourage females 

 

Scaled  Frequency  Percentage 

Strongly agree 54 50.5% 

Agree 30 28% 

Neutral 11 10.3%  

Somewhat disagree 5 4.7% 

Strongly disagree 7 6.5% 

 

  

 

According to the data, the majority of respondents (50.5%) agree (28%) to support their family members if they start a 

business idea, while (10%) chose neutral, (4.7%) chose strongly disagree, and (4.7%) strongly disagrees. 

 

Q.2 Figure 4.1.8 if a member of my family has an entrepreneurship idea I will encourage her. 
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Q.3 Table 4.1.13 in the former government of Afghanistan women had more opportunities for business 

Scaled  Frequency  Percentage 

Strongly agree 32 29.9% 

Agree 35 32.7% 

Neutral 17 15.9% 

Somewhat disagree 15 14% 

Strongly disagree 8 7.5% 

 

 

 

In the republic of Afghanistan, women had more opportunities to start their businesses than most of the participants had. 

32.7% agree, 29.9 strongly agree with there being an opportunity in the last disagreeing, and 7.5% disagree that government and 

organization are the helpful keys for promoting the business of women. 

 

Q.3 Figure 4.1.13 in the former government of Afghanistan women had more opportunities for business 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

Q.4 Table 4.1.15 the fall of the republic government in Afghanistan limited women’s entrepreneurship 

 

Scaled  Frequency   Percentage 

Strongly agree 42  39.9% 

Agree 36  33.6% 

Neutral 17  15.9%  

Somewhat disagree 6  5.6% 

Strongly disagree 6  5.6% 

 

 

 

 

Women business and entrepreneurship in Afghanistan depended on the station and all factors required for business. 

According to the participant, 39 strongly agree.  33.6% agree that the role of the government and organization are important in the 

promotion of women in the business, however, 15.9 % are neutral. In the other part, 5.6% somewhat disagree and 5.6% strongly 

disagree with this statement.  
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Q.4 Figure 4.1.15 the fall of the republic government in Afghanistan limited women’s entrepreneurship 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Q.5 Table 4.1.18 after the fall of the government in Afghanistan most women entrepreneurs stopped their business 

Scaled  Frequency  Percentage 

Strongly agree 41 38.3% 

Agree 42 39.3% 

Neutral 14 15%  

Somewhat disagree 3 2.8% 

Strongly disagree 5 4.7% 

   

 

 

 

The fall of the Afghan republic government had an impact on the work of Afghan women entrepreneurs. The option of the 

respondent is that 39.3 percent agree that women entertainers' work has been impacted because the government changed. Then 

38.3% strongly agree, and 15% naturally. By collecting the three above percentages, most of the respondents realize this impact on 

women's business. Just 4.7% strongly disagreed and 2.8% somewhat agreed with the government's change impact. According to 

the numbers and percentages, the Taliban regime restricts and limits the activity of businesswomen in Afghanistan, as the majority 

of the people see the closed doors of the women’s shops and branches. 

 

Q.5 Figure 4.1.18 after the fall of the government in Afghanistan most women entrepreneurs stopped their business 
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Focus group interview analysis 

There are four groups for the focus group that is analyzed here some important questions. 

 

Q1. How and when did you start your entrepreneurship? 

 

Focus 

group 

Members Main Points 

1 4  Women's main activity is producing agricultural products in the village. They focus on 

products’ packaging 

 Women have had used raw materials from Afghanistan to make new products, such as Afghan 

handicrafts and rugs. 

 One of the participants is a startup who sells crafts through an online platform. 

   One of the participants set up a restaurant to serve Afghan food. 

2 4  The main reasons for starting a job are social groups, lack of work, family business, and desire 

to be self-employed. 

 One participant started the business from home. She made fruit jams and sold them in stores, 

and later expanded her business 

 Participant B started to work in the saffron business, and she grew saffron because some 

members of her family were already involved in the business. 

  Participant C created a silk fabric from her local silk. 

  Participant D opened a cafeteria after graduation from Business college. 

3 6  All participants are active in several sections. Handicrafts, food packaging, production, and 

sewing of local clothes and services were in charge of their activities. 

4 6  Participants are involved in gender equality, counseling, and the export of saffron, livestock, 

and dairy production. 

 Participant C has created a medical laboratory. Provides dental and health services for women. 

 

 

 

Q2. What was the perception of the public about your activities? 

Focus 

group  

Members   Main Points 

1 4  Culture perspective related to women’s Labor, 

  Participants pointed out gender perspective to the present of the women in the economic sector.  

 Participant C pointed lack of trust in women's work, 

2 4  For many participants, public opinion was initially fanatical. the participant talks about the 

disbelief of those around her about her work. The second participant, however, was supported 

by her family but was not given employment contracts due to prejudice. For the third participant, 

there was a distrustful view of the status of women, and their activity in the business was 

considered taboo. It was unusual for the fourth participant to be in the community to manage a 

café, and it was difficult to write contracts in her name. 

3 6  Most of the participants faced gender discrimination and cultural and social barriers. 

 Although for the participant, the number of views of those around them was encouraging, for 

the second participant, there was a challenge for men to see the establishment of a laboratory 

center. It has been more difficult for all participants to hire a male employee because of the 

cultural and social norms that discredit working for a woman. 
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4 6  Women who were interested in business were mostly working in the Afghan army. Religious 

beliefs in a country like Afghanistan define public opinion for this group. 

 Women's activity in business is distasteful because of their presence in society. 

 Women have to attend fairs to sell their products, and public opinion regarding their presence 

at trade fairs and foreign trips is considered unconventional and cultural. 

 

Q3. What kind of impact did the fall of the Afghanistan government have on your business? 

Focus 

group  

Members   Main Points 

1 4  Fall of the republic government assistance and platform for all women entrepreneurs stuck or 

banded. 

 Participant A left Afghanistan and all employees decreased, she stopped producing agricultural 

products, and just 15 people remain. 

 Participant B stopped exporting Capet because raw materials are not available or expensive.  

 Participant C. reduces sales from the website because she is about to leave Afghanistan and 

most of the team members are not. The Taliban did not notice any hopeful points for women 

entrepreneurs.  

 Participant D left Afghanistan and their food contract is ended, they stopped working, and all 

of them are just writing 

2 4  For all businesswomen, the fall of the Republican government has had an impact. 

 Participant A points to the devaluation of capital and products. 

 Participant B talks about the complete collapse of capitalism and the cessation of its activities. 

 For participant C, security threats increased after the fall, and left Afghanistan. His business 

and company are facing a fate. 

 Participant C is trying to sell his commercial license. 

3 6  Participants talk about the lack of accountability due to the fall of the government 

 The first participant points out the inability to advance his business activities. Because the 

Taliban do not recognize businesswomen. 

 For the third participant, it has not been able to import raw materials, and interest in its products 

in the market has decreased. 

 The fourth participant points out the stagnation of their work before and after August when 

their average monthly net income of at least one hundred thousand has been lost. 

4 6  All the challenges for business women have been the same. 

 For businesses that process and package agricultural products. War and conflict before the fall 

have reduced the number of crops. 

 Not all businesswomen immigrated and sought permanent employment after leaving the 

business. 

 

Q4. What is the future of your business under the Taliban government in Afghanistan? 

 

Focus 

group  

Members   Main Points 

1 4  All participants emphasized on women’s activity remaining in Afghanistan 

 All participants are hopeful for the management of their Businesses outside of Afghanistan. 

 They want to negotiate with Taliban leaders to continue their work. 

2 4  Participants are concerned with the prospects for their enterprises in Afghanistan.  

 The participants aim to connect with and converse with the Taliban. Dealing with the Taliban 

may provide them with the opportunity to re-establish themselves and shatter the economic 

record.  

 They work to promote economic growth in the country and prevent capital flight. 

3 6  The future of trade under the Taliban seems impossible for women.  

 Women have tried to talk to the Taliban through international organizations, to convince the 

women's activity in the society.  

 The participants are members of the Women's Chamber of Commerce, which is the official 

address of those trying to meet with Taliban officials. 

4 6  The fall of the government caused the Afghan currency to depreciate in the market. 

 The value of women's capital has also declined. 
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 Although the participants went bankrupt, they are looking for a way to start again. 

 Women believe that if the Taliban's restrictions on women remain the same, they will stay at 

home and their living conditions will be affected. 

 

 

 

Q5. Have you planned to continue your business even if you are not in Afghanistan? How? 

 

Focus 

group 

Members Main Points 

1 4  All participants said “yes” to the same answer that they would start their own business. 

 They are trying to find a market for their product 

 Participants can join several other organizations as a potential entrepreneur 

2 4  Participants are looking to expand or relocate their business outside Afghanistan. 

 Participants emphasize the need to hire more staff, use training programs, and standardize 

their business. 

 Afghan products are highly valued and they plan to sell their products. 

3 6  Participants attempt to standardize their company s by using the appropriate areas. 

 They wish to travel to other country  to get company licenses, business licenses in there 

4 6  Immigrants can help businesswomen and entrepreneurs by carrying out some of their work 

processes outside of the country. 

 Branding is a difficult process in Afghanistan, participants attempting to create a professional 

brand. 

 

 

 

 

 

 

 

Conclusion  

If we look sociologically at the role of women and their position in the productive and economic system, we find the participation 

of women as the most important factor and the continuation of the economy of human societies, especially in rural areas. Afghan 

women, like other women in equal communities, work at home, do housework, raise children, work with family members, and work 

in agriculture, animal husbandry, and livestock. They have done a lot. 

Although Afghan women have had the greatest impact on the level of production and economic growth of our society, they still 

have less influence than women in third world countries, and their motivation for growth, economic freedom, and economic and 

social status is very low. Therefore, the present study was conducted to better understand the general public perception of Afghan 

women entrepreneurs before and after the Taliban in Afghanistan. 

Data analysis in the quantitative part of the realization that the answer was more than one hundred people and four focus groups 

that spoke directly with 20 women entrepreneurs answered the objectives and questions of this study, which in the research findings 

It was fully discussed. Here we summarize such a conclusion. 

Afghan women, who have had good opportunities for advancement over the past two decades, have been able to do valuable work 

in the community. In small and large businesses, it was also agreed upon in the user community. Afghan society became acquainted 

with the work of women and they were able to attract the satisfaction of the people and their presence in any situation in Afghanistan 

is a need. 

The second goal of this study was to motivate women to start a business. Afghan women have turned to unemployment due to 

unemployment, low family income, helping the family economy, social necessity, and interest in the business. 

The third goal of research on the future of businesswomen in the Taliban regime is how women will continue their activities. 

According to the findings of the study, women in their interviews with Fox Group have two views, the first group seeks to talk to 

the Taliban to resolve the restrictions on women's work and business. The second group that left the country wants to manage their 

business remotely and get the opportunity to hire or market employees. However, all businesswomen are concerned about the non-

recognition of women by the Taliban. 

Finally, the role of the media in changing public opinion towards women entrepreneurs in their business has been important and 

influential. Since 2001, when the media grew up in Afghanistan, it has been able to provide significant assistance to businesswomen, 

but with the re-emergence of the Taliban, the censorship and media restrictions in Afghanistan have once again worried 

businesswomen about their future careers. 
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