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JOINT FOREWORD

apturing the complex reality of the private sector in Libya is a challenging endeavor where each
piece of field knowledge and feedback becomes a powerful tool to progress the economic situation in
Libya through always improving and more adjusted technical assistance.
This is indeed the objective of this operational publication. While in-depth academic research on the
Libyan private sector remains vital to shape future public policies, operational surveys like this one are
precious for international donors and development aid implementers to identify new necessary techni-
cal assistance initiatives and to fine-tune existing ones, in order to unleash the full economic potential
of Libya.
Yet, data displayed in this publication and related findings are not only relevant to economic develop-
ment aid. They are also precious to social, gender, anti-poverty, etc. development initiatives by providing
useful information on the complex reality of today's Libyan business owners and managers who have an
impact on the wider Libya.
We therefore thank the European Union, the EU4PSL team and the authors for this practical contribu-
tion. It is indeed EU4PSL and, ultimately, Expertise France responsibility to share and disseminate such
reality-checked operational findings that can contribute to help other players in the development area

to make a difference and bring positive changes to Libya in all policy areas.
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INTRODUCTION

CONTEXT

RATIONAL

During the Gadhafi decades, the private sector was almost non-existent in Libya. Today (2021), almost
95% of the people are employed in the public sector in public jobs financed by oil revenues. As a result,
the number of Libyan private entrepreneurs and the private sector culture are still very limited.

Moreover, first, the profile of the Libyan business owners and entrepreneurs is difficult to construe.
Second, the needs of Libyan business owners and managers in terms of business information, of business
knowledge & techniques and of business support services are difficult to identify.

While macro-economic information on the Libyan private sector is available despite strong statistics
challenges, gathering micro social economic information was necessary to help build a reality-checked
sound and actionable baseline for an enhanced support to Libyan private enterprises outside the oil
sector.

OBJECTIVE

The objective of the Survey was to better know the profile of Libyan business owners and managers outsi-
de the oil sector, and to identify and hierarchize their needs and expectations for business information,
business knowledge and business support services.

The primary goal was to help Libyan Chambers of Commerce tailor their relationship with and their busi-
ness support services to Libyan enterprises to their actual profile, needs and expectations.



However, it is also important that these data on the Libyan private sector be shared with the international
donorcommunity and development aid implementers operating in Libya. Indeed, the ultimate objective
isto enable, based on the reality-checked findings of this survey, the formulation of always more relevant
support programmes to private sector development in Libya.

This survey and this publication were therefore conceived as practical tools which do not ambition to
have an academic reach. Data and findings are presented in a simple and operational format. In order to
facilitate their translation into potential ad hoc development projects, the fine-tuning of ongoing develo-
pment projects or of government policies to support private sector development in Libya.

For a more academic approach of the Libyan private sector, we encourage the readers to look at
the proceedings of the Conference on the Libyan Private Sector organized jointly by the Chamber of
Commerceand the University of Misrata in 2019 with Libyan academic contributors
and experts from all regions of Libya and supported by the EU financed project SLEIDSE co-implemen-
ted by Expertise France and GlZ International Services: manager@mcci.ly .

The methodology used to collect data was kept as simple as possible given field challenges
and the practical purpose of the survey. The survey was made of 62 questions:

Regarding the profiling part of the survey, questions pertained both to the business owners
and managers and to its enterprise.

Regarding the part of the survey devoted to the needs and expectations of Libyan business owners and
managers, the same questions were asked to participants for each of the 3 stages of the business cycle:

_ Business Planning
— Business Operations
— Business Development

The survey was conducted online on a voluntary basis by means of an e-questionnaire in both English
and Arabic made available through a weblink to the members of Chambers of Commmerce across all the
Libyan territory (membership in Chambers of Commerce is mandatory for private enterprises in Libya).
568 Libyan private enterprises participated in this survey.

This is an impressive level of participation by EU standards for similar surveys in Europe.

The survey focuses on data about business
operators within the formal economy.



GENERAL FINDINGS

Please, note that the below general findings do not reflect all the concrete
recommendations for actions listed by the authors for each chapter of this
publication, and that their detailed justifications can be found in the core
part of this publication.

TARGETING THE RIGHT ENTERPRISES

TO BETTER ADJUST PRIVATE SECTOR DEVELOPMENT AID TO THE SITUATION OF
LIBYAN PRIVATE ENTERPRISES AND OF THEIR BUSINESS OWNERS AND MANAGERS

Support to private sector development in Libya by encouraging and enabling entrepreneurship and business
creation is important but support to already existing enterprises is vital.

1. Strengthening the profitability of existing enterprises making no profit or losing money is essential and para-
mount since these enterprises represent 74,2% of MSMEs in Libya.

Capacity building initiatives for existing enterprises’ business development should be primarily focused on Group
1 cities (pp.19-20 i.e. Benghazi, Misrata, Tripoli, Sabha) which concentrate 74,2% of Libyan enterprises and where
these initiatives will have the strongest impact in the field. Related actions should be adjusted to people between
30 and 50 years old who represent 75% of Libyan business owners and managers.



2. Capacity building initiatives for entrepreneurship and business creation should primarily be focused on Group
2 cities (pp.19-20) i.e. which individually only concentrate 1.1 to 3% of Libyan enterprises.

3. As part-time business owners and managers represent almost a third of Libyan private enterprises, it is critical
to design and deliver specific operational assistance, in order to help them turn their private sector business into
a full-time economic activity and thereby boost private sector development in Libya.

4. Specific support should also be designed for mitigating a) the specific issues faced by the 48,6% of enterprises
in difficulty, b) the specific issues faced by the 27% of balanced and growing enterprises in quest of profitability,
and c) the specific issues faced by the 24% of profitable and growing enterprises in search of growth manage-
ment tools and strategy.

@ 0 TO BETTER ADJUST PRIVATE SECTOR DEVELOPMENT AID TO THE ACTIVITY OF LIBYAN
PRIVATE ENTERPRISES

1) Libyan business owners and managers need and seek more actionable information and market access mecha-
nisms on export opportunities on foreign markets since 90,9% of them have never exported.

2) Yet, in a basically import and distribute economy with limited goods and products to export, there is an even
stronger need to assist enterprises in import operations and to facilitate the latter.

3) Trade and services are key economic sectors for support to business since they concentrate 80,9% of the activity
of Libyan enterprises.

4) Regarding the manufacturing sector, supporting Libyan enterprises in the increased transformation of their
almost raw products or in specializing in market segments with traditionally higher retail prices such as luxury or

organic goods is a priority, in order to increase the added value of their products in international markets.

5) Organizing the mutualization of spare parts and raw material procurement on a local/regional basis is relevant
to consider, in order to mitigate the high prices and the supply difficulties faced by enterprises.

6) Implement sector / cluster policies and actions to boost the potential of existing enterprises.

g TO BETTER ADJUST PRIVATE SECTOR DEVELOPMENT AID TO THE ACTIVITY OF LIBYAN
. PRIVATE ENTERPRISES

Libyan enterprises face shortages of operational qualified general, technical and mid-management staff, and do
not benefit from innovative techniques in e-commerce, R&D, marketing nor of local recruitment opportunities.

1) The setting-up of local databases of job seekers and hiring enterprises, and partnerships between local universi-

ties and chambers of Commerce for the organization of job fairs for young graduates would be relevant employa-
bility tools.
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2) Enterprise demand-oriented TVET (Technical and Vocational Education and Training), including for young
university graduates (skills operationalization), by means of partnerships between chambers of cormmerce, local
universities and professional associations would energize job creation and boost employability.

3) Organization of mutual awareness of and linkages between local enterprises and local R&D and innovation
stakeholders within the local universities should be considered: for instance, the Chambers of Commmerce of Ben-
ghazi, Misrata, Gharyan, Sabah, Tripoli and Zintan could use their joint Fab Labs within their local universities to
address enterprise needs.

4) Regarding entrepreneurship education and operational support, Chambers of Commerce and Universities
partnerships seem to be relevant channels to address the needs of future entrepreneurs.

Q OF
TO IMPROVE TRAININGS AND BUSINESS SUPPORT SERVICES DELIVERY TO LIBYAN BUSINESS
OWNERS AND MANAGERS

1) The delivery means of business support services should vary depending on the type of support provided i.e.
Trainings should be physical while online resources and delivery could be preferred for “how to” practical guides
and regular operational economic information. Regarding administrative facilitation services by business support
service providers, the delivery means must be chosen area by area.

2) Physical delivery by means of manned dedicated desks or one stop shops should be preferred in order to cope
with the high number of specific cases in some administrative areas (e.g. customs, trade procedures, etc.) while
in other more straightforward areas (e.g. business registration), online procedures can be preferred.

3) In conflict and post-conflict countries with frequent electricity and internet shortages like Libya, one may
implement online guidelines for applicable procedures but still prefers dedicated desks manned by trained “spe-
cialists”. These administrative facilitation services or “one stop shops” should ideally be regrouped in common
premises within local business support service providers such as the Chambers of Commerce in Libya.

B

TO MAXIMIZE EXISTING AND FUTURE ACCESS TO FINANCE INITIATIVES

BA

1) Map all Access to Finance initiatives, mechanisms and offers available to private enterprises in Libya.

2) Conduct massive and intensive communication campaigns on Access to Finance initiatives and solutions
made available in Libya to address the lack of awareness and information of business owners and managers
about it.

3) Regroup all Access to Finance offers (initiatives, mechanisms and microfinance solution providers) and create
local Access to Finance Focal Points or Joint Desks for enterprises - for instance located within the local Chamber

of Commerce —in order to facilitate enterprises access to financing solutions.

4) Organizing conferences on interest rates, currency exchange rates and on financial restrictions is essential as
they hamper import activities and affect most Libyan enterprises development.

11



TO MAXIMIZE THE POTENTIAL FOR GROWTH OF EXISTING LIBYAN ENTERPRISES

Once financial support is excluded, trainings, mentoring, peer learning and advice are the most sought-after ope-
rational support expected by Libyan business owners and managers. For instance, “Business Information & Advi-
sory Sessions”, such as the ones initiated by the EU funded SLEIDSE and EU4PSL projects activities on operational
business topics, give Libyan business owners and managers concrete operational business knowledge, tools and
practical economic information on a regular basis, and proved extremely among popular.

1) Provide trainings focused on priority topics for Libyans business owners and managers such as in Sales Boosting
Techniques, in Customer Retention Techniques, in Quality Control, in Digital Marketing, in Business Development
Techniques (for instance such as 360° business remodelling in a country where business models in use are basic
with a lot of potential for growth with often cheap and easy business model Remodeling).

2) Facilitate access to up-to-date statistics and to economic and sector practical information on local, regional,
national and international markets.

3) Publish and disseminate practical “How to" guides which represent pragmatic and straight to the point initiati-
ves sought by Libyan business owners and managers.

4) Enable online credit card payments in order to boost SME sales and revenues through outreach to distant new
customers

5) Organize small regular local dedicated networking events, such as those of the Chambers of Commerce Busi-
ness Community Network, in order to encourage informal advice, mentoring and peer learning among business-
men and business professionals beyond their personal circle.

6) Clear local regulatory uncertainty by organizing local workshops gathering the local authorities, Chambers of
Commerce and the business community, in order to set one unique clear interpretation, implementation and
practice for each of the listed unclear local implementation of national and local regulations.

N

(@ TO BETTER COMMUNICATE ON BUSINESS SUPPORT SERVICES AND PRIVATE SECTOR
DEVELOPMENT ACTIONS

L] d

Despite a significantly increased and enhanced offer in business support services few enterprises are actually
aware of it.

1) Massive communication operations must be engaged in order to make Libyan business owners and managers
aware of the availability of new and better business support services.

12



2) Specific communication support tools should be deployed locally to connect Chambers / Business Support
Service Providers much more tightly to Libyan business owners and managers.

3) Any improvement in the business support services offer should be matched by strong local communication.
More, enhanced and better targeted business support services must be imperatively matched by very intensive
communication towards potential beneficiary enterprises.

4) Differentiated and specific communication campaigns about new and better business support services should
be targeted to the 48,6% of enterprises that are in difficulty, then to the 27% of balanced and growing enterprises
in quest of profitability, and then to the 24% of profitable and growing enterprises in search of growth manage-
ment tools and strategy.

5) Communication monitoring and evaluation tools should be developed and used in order to enable Chambers,
and business service providers in general, to self-evaluate their reach to potential beneficiaries and to adjust their
communication actions accordingly.

6) Revamping Chambers of Commerce premises is an important and priority task so they come along with the
implementation of new and better business support services and their positioning as local “hubs for business
knowledge and services”. As an example, Benghazi and Misrata Chambers of Commmerce and the General Union
of Chambers of Commerce were able to adopt new modern premises allowing for displaying and delivering avai-
lable business support services to enterprises more accordingly. Therefore, technical assistance for the interior
design and financial support for the renovation or construction work is now paramount if the new and better
business support services implemented are to benefit all Libyan enterprises.

7) Internal procedures for the management of requests for support should be designed or enhanced within all
Chambers and other business service providers, in order to systematically keep members informed of progress
made with their request.

8) Communication actions to encourage women to officially register their business activities is essential (for
instance to access financing solutions) since only 7% of Libyan formal business owners and managers are women.
These communication actions should be primarily directed at Group 2 (small and/or rural) cities most in need of
business creation which only concentrate 1,1 to 3% of Libyan enterprises, and where women entrepreneurship
may be more challenging.

13
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GENDER

1% 93%

Percentage of male and female business owners and managers

Key Observation(s)

Only 7% of Libyan business owners and managers are women and 93% are men. While this gender gap is huge,
Expertise France entrepreneurship capacity building initiatives, incubators and accelerators, university fab labs
and entrepreneurship curricula set up within universities across Libya show a high level of participation of
young women. The number of enlisted young women is often on par thanks to gender quotas but project
outputs also show that women have a higher rate of learning, resilience, progress and success.

Therefore, while the gender gap is certain, the very small number of female business owners and managers in
Libya may also reflect that many of them do not have an officially registered business for the same reasons as
many young entrepreneurs but also for social conservatism reasons.
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AGE
%

85
80
75%
7 [ ] Key Observation(s)
70 ) . .
75% of Libyan business owners
65 - and managers are between 31
60 and 50 years old i.e. middle age
- individuals.
s o
50 - Young people under 30 and old
o people above 50 are minorities.
- They represent respectively
40 - only 14,3% and 10,7% - i.e. overall
25 only 25% of Libyan business
- owners and managers.
- o
25 -
B -
15 14.3%
| — ) t0:7%
. I ) —
under 30 from 31 to 50 above 50 age

Age of business owners and managers
Education

Key Observation(s)

Data indicate that 73,7% of Libyan business
owners and managers have university educa-

tion and that 26,3% engage into business .
without any university education.

Most Libyan business owners and managers
have basic (bachelor) to mid-level (Master)
education. It may be assumed that business
owners and managers have created their
business after the completion of their higher
studies.

University is a relevant channel to provide
future students in all disciplines with optional
entrepreneurship operational education, in
order to give birth to a new generation of
businessmen and businesswomen with stron- Bachelor Master PhD  Education
ger operational know-how.

Partnerships between Chambers of Com-
merce and universities in entrepreneurship
education are a relevant model to prepare
future Libyan business owners and managers
to the concrete entrepreneurial challenges.

30 73.9%

Education level of business owners & managers
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OCCUPATION

Breakdown of Business Owners and Manager by Occupation

Key Observation(s)

We observe 2 groups of Libyan busines
owners and managers:

® One group is made of people who
describe themselves as full time
business owners and managers.

® Another group and managers who
describe themselves as part-time
business owners and managers who
have an additional main or secondary
occupation.

Only 72% of business owners and ma-
nagers are dedicated fulltime to their
enterprise:

® je. Businessmen 45% + Craftsmen
9% + Sellers in the market 16% + Bro-
kers 16% + Farmers 0,4%

Part time business owners and mana-
gers represent 28,2%:

® | ecturer 5,1% + Student 1,6%+ Finan-
cier 18% + Banker 02% + Medical
Doctor 3,9%+ Engineer 15,6%

We observe that almost a third of
Libyan business owners and mana-
gers are not successful enough in their
business, or not confident enough in
their business or in the business envi-
ronment, to devote it 100% of their
working time.
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MAIN RECOMMENDATIONS FOR ACTION BY THE READERS

1- Actions to encourage women to officially register their business activities.

2- Support to the Libyan private sector should primarily target people
between 30 and 50 years old who represent 75% of Libyan business owners
and managers.

3- Communication to promote entrepreneurship within civil society should
primarily target people below 30 years old who only represent 14.3% of Libyan
business owners and managers.

4- Big opportunity and strong need to design and provide specific business
support services and special operational support to part-time business
owners and managers who represent almost a third of Libyan private enter-
prises, in order to help them turn their private sector business into a full-time
economic activity.

5- Chambers, are the most representative body of enterprises in Libya,

and University partnerships seem to be relevant channels to address the
needs of future entrepreneurs.

18
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ACTIVITY SECTORS

)l

19% 34.5% 46.4%

Manufacturing Trade Service

Libyan Enterprises by Activity Sector
(outside the oil sector)

Key Observation(s)




BUSINESS STATUS AND FINANCIAL SITUATION OF ENTERPRISES

Start-up stage 26.9%
Start-up developing but pre-profit 14.4%
Start-up growing & profitable 10.4%
Stable established enterprises with balanced 13.6%
loss & profit
Growing & profitable established enterprises 14%
Stressed established enterprises with losses 21.7%

Key Observation(s)

Data show that Libyan private enterprises are almost equally split between start-ups at various maturity
stages (50,7%) and established enterprises (49,3%).

GCrowing and profitable Start-ups (10,4%) and established enterprises (14%) only represent 24,4% of Libyan
private enterprises.

Start-ups developing and growing without profits and stable established enterprises with balanced loss
and profits represent 27% of Libyan private enterprises.

However, start-ups in early development stage i.e. fragile and established enterprises stressed with losses i.e.
in difficulty represent 48,6% of Libyan private enterprises.
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ENTERPRISES EXPECTED OPERATING RESULTS FOR 2020

50%

40% 3902%
35%
30%
25.8%
20%
10%
B PROFIT B ocraT " BALANCED

Expected operating result for the year 2020 Vanvary-December)

Key Observation(s)




EXPERIENCE IN IMPORT-EXPORT OPERATIONS

Libyan Enterprises with Export Experience Libyan Enterprises with Import Experience

Exported more than three times

0.2% Exported three times

Exported twice

Exported once Imported more than three times
Imported three times
Imported twice
Imported once

No experiences in Export
No experiences in Import

Libyan enterprises have limited to no experience in exporting products.
The Libyan private sector is mainly an import economy.

The lack of information on export opportunities and export mechanisms and procedures certainly explain that
90,9% of Libyan business owners and managers have never exported abroad, but one must also factor in that,
de facto, very few Libyan products (outside oil) are competitive in the regional, EU and international markets
and when they are, these few products offer little profit margins to Libyan enterprises because these products

are almost raw with limited transformation and mainly pertain to international economic sectors which tradi-
tionally present very low market prices.
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LOCATION & GEOGRAPHICAL SPLIT

Alzzawia Tripoli ElMergab Albayda
Benghazi

Misrata Tobruk

West Mountain

Sabha

‘ Murzug

Benghazi
13.4%

: 8.6%
Misrata “—— West Mountain 5.5%
17.5%
I\ Alzzawia 3%
‘ —_— Murzuq 2.8%
“——El Mergab 2.6%
- “_ Albayda 2.3%
Tripoli

34.7% \_ Tobruk 2.3%

\_ Zintan 2.3%

\— Derna 2.1%
| Sirte 1.8%

Jafara 1.1%

| Tripoli M Misrata M Benghazi W Sabha M West Mountain [l Alzzawia H Murzuq

[MEl Mergab [ Albayda [l Tobruk [ Zintan Derna Wisirte W )afara

Percentage of enterprise within each Chamber's jurisdiction
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Key Observation(s)

We observe 2 distinct groups:

® Group 1: Tripoli: 34,7% Misrata: 17,5% Benghazi: 13,4% Sabha: 8,6%
Which totals 74,2% of Libyan business owners and managers

® Group 2: Small cities gathering 1,1% up to 3% of Libyan business owner and managers which nevertheless
include relatively important cities such as Tobruk 2.3% or Sirte 1.8%

As a result the progression margin for enterprise creation support in group 2 locations is very important, and
support to business development of existing enterprises will have the strongest impact in group 1 locations
which concentrate the bulk of Libyan enterprises.

However, one must note that while Tripoli Chamber of Commmerce theoretically gathers around 60 000 enter-
prises and Misrata only around 30 000 registered, they were only 197 survey participants from Tripoli and 99
from Misrata. This shows that Libyan business owners and managers in Misrata are better connected to their
chamber communication channels where the survey was advertised in addition to nation-wide advertise-
ment.

MEMBERSHIP TREND WITHIN CHAMBERS OF COMMERCE

[l Lessthan1lyear || From 1to 2 years From 3 to 5 years More than 5 years
33.5% 12.6% 13.7% 40.2%

Years of membership within Chambers of Commerce

Key Observation(s)

The number of long-time enterprise members in chambers of Commerce is on par with the number of recent
enterprises members.

It shows that, despite the informal economy and Libyans' limited interest for entrepreneurship, the number of
enterprise creation is quite vivid and encouraging despite a challenging business environment.
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MAIN RECOMMENDATIONS FOR ACTIONS BY THE READERS

1- Support to private sector development in Libya should not only focus
on encouraging and enabling business creation but should also focus on
strengthening the profitability of existing enterprises making no profit or
losing money which represent 74.2% of MSMEs in Libya.

2- There is a need to offer Libyan business owners and managers informa-
tion on export opportunities on foreign markets.

3- There is a need to assist members with export and import operations,
in order to generate exports and to facilitate imports in a basically import
economy.

4- There is a need to assist Libyan enterprises in transforming their almost
raw products, or to specialize in specific market segments with traditionally
higher retail prices such as luxury or organic goods, in order to increase their
value added in international markets.

5- Capacity building initiatives for enterprise creation and entrepre-
neurship should primarily be focused on group 2 cities which only concen-
trate 1.1 to 3% of Libyan enterprises.

6- Capacity building initiatives for enterprises’ business development
should be primarily focused on group 1 cities which concentrate the bulk of
Libyan enterprises and where these initiatives will have the strongest impact
in the field.

7- Support to business should mainly focus on the trade and services eco-
nomic sectors which concentrate 74.2% of the activity of Libyan enterprises.

8- Support to enterprises and to Libyan business owners and managers
should focus equally on start-ups and on established enterprises in order to
reflect the reality of the MSMESs' landscape evidenced through the survey.

O- Specific support should also be designed for mitigating a) the specific
issues faced by the 48,6% of enterprises in difficulty, b) the specific issues
faced by the 27% of balanced and growing enterprises in quest of profitabi-
lity, and c) the specific issues faced by the 24% of profitable and growing
enterprises in search of growth management tools and strategy.

26
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Public business support service providers for enterprises such as Chambers of Commerce
for instance have been strongly developed.

EU technical assistance has turned Chambers of Commerce into “local hubs for business
knowledge and services” (and not only administrative entities delivering administrative
documents) offering new and better business support services to enterprises. The efficiency
and effectiveness of these service providers have been reinforced through extensive capacity
building work, and partnerships have been built with all stakeholders of the Libyan enterprise
ecosystem and supported by a dedicated network and subsequent local events.

As a result, data show that, when aware of it, Libyan enterprises and their owners and managers
clearly appreciate positively this new strategic positioning of the Chambers and their offer of
new and better business support services and, for instance, participate actively in Chambers
events aimed at providing enterprises with increased business knowledge and opportunities,
in order to boost their business development.

Yet the key finding in this area is that the setting up of new and better business support
services must imperatively be matched and followed by an extensive and intensive communi-
cation campaign to potential beneficiaries notably at the local level. In this field, communica-
tion to potential beneficiaries cannot be considered as a simple support tool, communication
must be construed as an integral part of the new business support services implemented.

ENTERPRISES SATISFACTION WITH BUSINESS SUPPORT SERVICES

M Excellent M Good WBad MVeryBad M Fair

Satisfaction of enterprises with Chambers business support services

Key 0bservation(s)

The majority of participating enterprises finds the business support services good, fair or excellent.

The level of bad or very bad satisfaction mainly pertains to the smallest and most remote chambers with
limited to no means and human resources for action but also reflect the number of “personal requests” which
were not met by positive answers.
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ENTERPRISES SATISFACTION WITH BUSINESS SUPPORT SERVICES

Excellent 10%
Good 25.2%
Sufficient 32.2%
Bad 10.7%
Not responded 21.9%

Responsiveness of Chambers of Commerce to Enterprises Request for Business Support

Key Observation(s)

The majority (67,4%) of participating enterprises find the responsiveness of Chambers good sufficient or exce-
llent.

Only 10,7% find their responsiveness bad.

The 21,9% of no response mainly pertain to the smallest chambers in remote areas with very limited human
resources and means of action. However, in some cases, data points to the methodology in handling requests
and inquiries. A formal procedure and a timeline should be established for each type of members’ requests
and communicated to the members, in order to further build up their trust in their chamlber capacity and
eagerness to support them by systematically keeping Libyan business owners and managers informed of
progress made with their request. In Libya, chambers of commmerce are surprisingly proactive and eager to
support their local businesses as shown by the following table on the rating of reception staff. Yet internal
procedures must now be set up in order to reflect Chambers commitment to the business community and
the quality of their new and better business support services offer.

ENTERPRISES RECEPTION
40
35 35,6%

31,7%
30

25
20
17,4%

15

10
8,7%

6,5%
Excellent Good Fair Bad Very bad

Rating of Reception Staff 59



Key Observation(s)

84, 7% of Libyan business owners and managers have a good, fair or excellent rating of Chambers reception
staff.

EASE OF ACCESS TO BUSINESS SUPPORT SERVICES

40
36,9%

35 34,6%

30
25

20

15 14,6%

10 8,3%
5,6%

Very Easy Easy Difficult Very Difficult Do not Know

Ease of Access to Chambers of Cormmerce Business Support Services

Key Observation(s)

Access to business support services is “easy” or “very easy” for 452% of Libyan business owners and managers
which is a relatively good rating with only 5.6% finding this access “very difficult”.

Yet 14,6% of Libyan business owners and managers find it “difficult”, which indicates that progress can be
made in the accessibility of business support services. In many cases, the difficulty is related to the premises
of the Chambers not to the service itself. While Chambers staff and business support services have significant-
ly progressed, the premises of the Chambers remain old fashioned, not appealing and organized in a way
which does not allow members to immediately feel and see their service dimension and offer. Some cham-
bers like Misrata have in fact decided to engage into setting up new reception areas for the public where the
business support services offer will be clearly visible by the public.

However, it can be assumed that the 34,6% of participating enterprises who answered “| don't know” to the
guestion on the ease of access to Chambers' services are actually enterprises who are not aware of these new
and better support services. Awareness about business support services availability is not enough known and
spread among the business communities locally and nationally.

Yet, the fundamentals are in place. Chambers have been provided with new web-based commmunication tools
and a common communication strategy has been jointly developed with them. What is needed now is a mas-
sive communication campaign on their new role and new and better business support services offer, combi-
ned with communication monitoring and evaluation tools in order to enable chambers, and business service
providers in general, to self-evaluate their reach to potential beneficiaries and to adjust their communication
actions accordingly.
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EFFECTIVE MEANS TO REACH ENTERPRISES

Mail Physical Visit SMS Phone call Email

JRCSIRA L)

2.2% 9.4% 13.5% 25.8% 49.1%

What are the most effective ways for Chambers / Business support services providers to contact you?

Key Observation(s)

Old fashioned methods such as physical visits to business premises remain relevant for almost 10% of Libyan
business owners and managers.

The key finding here is that no single method can be used to reach out to Libyan enterprises. The most
modern ones such as emails are only relevant for less than half of Libyan business owners and managers.
Reaching out effectively to Libyan enterprises demands a multi means approach (i.e. visits + sms + mail + email
+ phone calls).

31



MAIN RECOMMENDATIONS FOR ACTIONS BY THE READERS

1- Extensive communication operations must be engaged in order to make
Libyan business owners and managers aware of the availability of new
and better business support services. Specific communication support tools
should be deployed locally to connect Chambers / Business Support Service
Providers much more tightly to Libyan business owners and managers. Des-
pite a significantly increased and enhanced offer in business support ser-
vices, few enterprises are actually aware of it. Any improvement in the
business support services offer should be matched by strong local communi-
cation. More, enhanced and better targeted business support services must
be imperatively matched by very intensive communication towards poten-
tial beneficiary enterprises.

a. Differentiated and specific communication campaigns about new and
better business support services should be targeted to the 48,6% of enter-
prises that are in difficulty, then to the 27% of balanced and growing enter-
prises in quest of profitability, and then to the 24% of profitable and growing
enterprises in search of growth management tools and strategy.

b. Communication monitoring and evaluation tools should be developed in
order to enable chambers, and business service providers in general, to
self-evaluate their reach to potential beneficiaries and to adjust their com-
munication actions accordingly.

2- Revamping Chambers of Commerce premises is another important and
priority task. Despite the implementation of new and better business sup-
port services and their positioning as local “hubs for business knowledge and
services”, the current design of the chambers' premises and of their areas
open to the public still resemble those of an old public administration and
convey a counterproductive feeling that no new and professional solutions
to their business needs are available to Libyan business owners and mana-
gers, and has a deterrent effect on potential local beneficiary enterprises.
Modern and appealing service oriented premises with specific areas for trai-
nings must be designed and implemented in order to match progress made
on substance and maximize it. . As an example, Benghazi and Misrata
Chambers of Commerce and the General Union of Chambers of Commerce
were able to adopt new modern premises allowing for displaying and delive-
ring available business support services to enterprises more accordingly.

Therefore, technical assistance for the interior design and financial support
for the renovation or construction work is now paramount if the new and
better business support services implemented are to benefit all Libyan
enterprises.

3- Internal procedures for the management of requests for support should

be designed or enhanced within the chambers, in order to systematically
keep members informed of progress made with their request.
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Prior to looking in what knowledge areas Libyan business owners and managers expect external support from
business support services providers, we must look at what type of support seems the most important for
themselves.

This information can be deduced from the ranking granted by Libyan business owners and managersto the 8
official duties of Chambers of Commerce for supporting enterprises:

Ranking by Libyan Official Duties of Libyan Chambers of Commerce Translation into Entrepreneurs Expectations
Business Owners
and Managers

FoIIo_w-up_ c_omr:nermal, industrial ar.1d agrl_culturafl aCthIt-'IES, Benefit from an improved Business Environment
monitor difficulties and propose solutions to issues in coordina- D eadlonine b amtnarrald
tion with the concerned authorities

Provide training courses, hold economic conferences

and seminars, and participate in the activities of councils, Receive Trainings
committees and conferences related to economic and commer-
cial matters.

Collect information, data and statistics of interest to trade,
industry and agriculture within the scope of its competence, Receive Operational Economic Information
and analyze them in a scientific way and publish the results

Issue economic bulletins and commercial guides. Benefit from “How to” practical business guides

Issue certificates; of origin of national goods and products. Delivery of Administrative documents

Certify documents and other data relating to economic and Delivery of Administrative documents
commercial activities within the scope of its competences.

Settle commercial disputes arising between its members
through conciliation and arbitration upon the agreement of the Benefit from a Peer to Peer Conflict Resolution Mechanism
parties concerned.

Have enterprises common conflicts with public
administrations addressed collectively

Escalating common issues of members to the competent public
administrations

What are the most Important duties Chambers of Commerce within the framework of their official mandate?
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Key Observation(s)

Firstly, we can see that trainings in business and proposals for a better business environment based on their
field difficulties and feedback are the 2 most sought-after types of support by Libyan business owners and
managers.

These findings are further supported by a) the very successful “Business Information & Advisory Sessions” for
enterprise members co-organized by Chambers of commmerce and EU4PSL on various business topics (e.g.
Implementing digital marketing, business remodeling for growth, customs procedures, etc.) and b) by the
Chambers and Libyan enterprises adhesion and support to the EU4PSL work on strengthening the advisory
and advocacy functions of the Chambers for enhanced economic reforms.

Secondly, priorities coming next for business support services pertain to a) receiving (currently non-existing)
economic and sector practical information on local, regional, national and international markets, and to b)
having access to practical “how to” business guides (e.g. how to investigate on foreign markets).

Thirdly, the delivery of administrative documents (such as delivery of certificates of origin) and conflict resolu-
tion mechanisms only come at the bottom of the ranking as business support services that are necessary only
because they are mandatory or cannot be avoided.

Yet, we must recognize that the issuance of administrative documents other than trade related mandatory
documents is expected by Libyan business owners and managers. For instance, when asked, they mention
administrative services such as the delivery of passport, the registration of business, etc. as important additio-
nal services to be offered by business support service providers.

Therefore, administrative facilitation by means of local dedicated desks or of one stop shops for some adminis-
trative obligations remains an important and expected business support feature. For instance, at Misrata
Chamber of Commerce, businessmen can apply for their passport and receive it once processed and approved
by the central services of the Ministry of Foreign Affairs, without having to go to the capital city, and the Cham-
ber of Commmerce of Benghazi has set-up similar facilities for businessmen which make entrepreneurs’ life
easier and enable them to fully focus on developing their business.

This is indeed very clear when Libyan business owners and managers are asked about establishing ones stop
shops for business registration or trade help desks within Chambers of Commerce:

Very useful 66,9%

Useful 19,5%

Neither 3%
Useless | 1%
Very useless = 1,3%

Do not know 8.3%
0 10 20 30 40 50 60 70 80
Usefulness of the creation of an European Union Trade Help Desk
96,7 % of Libyan business owners and managers see the creation of an EU Trade Help Desk* in order to facilitate*
exports and imports operations with the European Union as a useful initiative and almost 80% would find it very

useful.
*Expert data, practical advice plus import and export operational assistance by trained expert staff
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Very useful EEEEEE T 80,4%
Useful I 16,3%
Neither | 0,7%%
Useless | 0,2%

Very useless 0%

Do not knowl| 2.2%

0 10 20 30 40 50 60 70 80 90

Usefulness of the creation of a One-Stop shop for business Registration

86,4 % of Libyan business owners and managers see the creation of a one stop shop, in order to facilitate busi-
ness registration as a useful initiative and almost 70% would find it very useful.

MOST IMPORTANT TYPES OF SUPPORT SOUGHT PER BUSINESS FUNCTIONS

Regarding Marketing

26,9%

23,4%
0,
167% 1 6o
8,5%
5,3%
I 1,7%
[ |

GRANTS ADVICE TRAINING LOANS TAXRELIEF MENTORING OTHER
SCHEMES

Regarding Production

27%

23,9%
18,4%
15%
8,6%
5,9%
I 1,7%
|

GRANTS  ADVICE TRAINING LOANS TAX RELIEF MENTORING OTHER 36
SCHEMES



Regarding Finance

30%

25,4%
18%
13,5%
8%
4,4%
I 0,6%

GRANTS ADVICE TRAINING LOANS TAXRELIEF MENTORING OTHER
SCHEMES

Regarding HR

27,5%

22,4%
20%
17,2%
6,4% 6,1%
I I 0,4%

GRANTS ADVICE TRAINING LOANS TAXRELIEF MENTORING OTHER
SCHEMES

Regarding Business Development

29,1%

18,5%
15,9%

15%
12,6%
4,5%
I 0,4%

GRANTS ADVICE TRAINING LOANS TAXRELIEF MENTORING OTHER
SCHEMES

Key Observation(s)

Once grants, loans and tax reliefs are excluded, Trainings, Advice and Mentoring are the most sought-after
support expected by the members.
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MOST IMPORTANT SUGGESTED TYPES OF SUPPORT

Libyan business owners and managers also have a clear view of the types of additional business support servi-
ces they would like to benefit from.

When asked to indicate, in an open way, what type of non-existing support they would expect from Business
Support Services providers, they listed the following 8 types of support:

1. Facilitate obtaining a visa

2. Facilitate and enable online credit card payments to boost SME sales

3. Facilitate access to finance and to favorable terms

4. Help to provide foreign workers

5. Organize international exhibitions

6 Provide data and statistics on the Libyan market

7. Connect Libyan businessmen with their counterparts in foreign countries
8. Help to procure production equipment and raw materials
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MAIN RECOMMENDATIONS FOR ACTIONS BY THE READERS

1- Once grants, loans and tax reliefs are excluded, Trainings, Advice and Men-
toring are the most sought-after support expected by Libyan business
owners and managers, and 4 operational recommendations can be formu-
lated on this basis:

2- Business support services providers must pursue and further develop trai-
nings, business information and advisory sessions and activities on business
topics that give Libyan business owners and managers concrete operational
business knowledge and practical economic information on a regular basis.
This is a clear need and demand.

3- While a large array of types of business support services already exists,
new ones as the 8 listed on the previous page could be established within
and offered by current business support services providers in order to bene-
fit Libyan enterprises.

4- However, there are many types of business support services which already
exist and would only need to be actually implemented and concretized. Two
actually stand out as key priorities for businessmen:

a) Economic and sector practical information on local, regional, national and
international markets.

b) Practical “how to"” business guides (e.g. how to investigate on foreign mar-
kets).

5- Implement sector / cluster policies and actions to boost the potential of
existing enterprises.

6- Last but not least, business support service providers could use their

network and networking events to encourage informal advice and mento-
ring between the networking events participants.
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PRIORITY BUSINESS KNOWLEDGE AREAS SET BY ENTERPRISES

With reference to the provision of business support services in business techniques/knowledge areas that are
the most critical for business sustainability, the survey firstly weighted their relative individual importance
according to Libyan business owners and managers and, secondly, ranked these business techniques (knowle-
dge) by order of priority according to Libyan business owners and managers.

M Very important M Very important M Not important H | don’t know

100% — — — ——— o, I - N —— o s .
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%
A B Cc D E F G H | J K L M N o P

A BUSINESS DEVELOPMENT TECHNIQUES

B INTRODUCTION TO POTENTIAL INVESTMENT OPPORTUNITIES

(o LEARNING HOW TO PREPARE A BUSINESS PLAN

D LEARNING HOW TO IDENTIFY POTENTIAL INVESTMENT OPPORTUNITIES

E UNDERSTANDING THE BUSINESS ENVIRONMENT IN MY REGION

F LEARNING HOW TO IDENTIFY AND MITIGATE POTENTIAL RISKS

G INTELLECTUAL PROPERTY RIGHTS PROTECTION

H ENTREPRENEURSHIP SKILLS

I INFORMATION ON COMPETITION AND DEVELOPMENTS IN MY SECTOR

J PRACTICAL RISK IDENTIFICATION & ASSESSMENT ON SPECIFIC TOPICS

K PROFESSIONAL ANALYSIS OF ECONOMIC POLICIES AND REGULATIONS THAT MAY AFFECT YOUR BUSINESS
L UP-TO-DATE AND REGULAR INFORMATION ABOUT MARKET SHARES IN MY INDUSTRY

M LEARNING HOW TO LEGALLY REGISTER YOUR BUSINESS

N INFORMATION ON MACRO-ECONOMIC TRENDS

o MARKET STRUCTURE I.E. INFORMATION ON MARKET OPENNESS TO NEW PLAYERS BY SECTORS AND GOODS

P MARKET FAILURES I.E. INFORMATION ON LIBYAN MARKET EFFICIENCY BY SECTORS & GOODS

Relative Importance & Hierarchy of the most critical business techniques (knowledge areas) according
to Libyan business owners and managers
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Key 0pservation(s)

All areas of business knowledge critical to business sustainability appear relevant to Libyan business owners
and managers. This is coherent with the only 25% of them reporting profits.

These 16 business techniques / knowledge areas recognized as relevant or very relevant are clearly good topics
for business support service providers.

Nevertheless 4 areas show a higher level of demand for support:
® Business development techniques for members in order to boost and grow their business is the most

demanded business area for knowledge (e.g. business modelling-based technigues in an economy with relati-

vely basic business models and large potential for growth by simple 360° review and repositioning at a low
cost)

® | earning how to prepare a business plan for business starting or business development

® | earning how to identify and mitigate risks

® | earning how to identify potential investment opportunities

We can see here that trainings in business techniques of Libyan business owners and managersis a strong and
priority need and expectation, as well as trainings in risk and investment evaluation.
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PREFERRED FORMAT FOR BUSINESS SUPPORT SERVICES

m PHYSICAL mONLINE = DATABASE
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B LEARNING HOW TO PREPARE A BUSINESS PLAN

(o UNDERSTANDING THE BUSINESS ENVIRONMENT IN MY REGION

D INFORMATION ON COMPETITION AND DEVELOPMENTS IN MY SECTOR

E LEARNING HOW TO IDENTIFY POTENTIAL INVESTMENT OPPORTUNITIES

F INTRODUCE ME TO POTENTIAL INVESTMENT OPPORTUNITIES

G LEARNING HOW TO IDENTIFY AND MITIGATE POTENTIAL RISKS

H PRACTICAL RISK IDENTIFICATION & ASSESSMENT ON SPECIFIC TOPICS

| PROFESSIONAL ANALYSIS OF ECONOMIC POLICIES AND REGULATIONS THAT MAY AFFECT MY BUSINESS
J INFORMATION ABOUT MACRO-ECONOMIC TRENDS

K INTELLECTUAL PROPERTY RIGHTS PROTECTION

L BUSINESS DEVELOPMENT TECHNIQUES

M MARKET FAILURES I.E. INFORMATION ON LIBYAN MARKET EFFICIENCY BY SECTORS & GOODS

N MARKET STRUCTURE I.E. INFORMATION ON MARKET OPENNESS TO NEW PLAYERS BY SECTORS AND GOODS
o LEARNING HOW TO LEGALLY REGISTER MY BUSINESS

P UP-TO-DATE INFORMATION ABOUT MARKET SHARES IN MY INDUSTRY

Preferred Format for Business Support Services depending on Knowledge Areas
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Key Observation(s)

The conduct of the Survey during the COVID-19 pandemic has clearly impacted the results and the choice of
online courses/digital solutions versus physical classes.

Indeed, most of Libyan business owners and managers who participated in this survey have mentioned a
preference for online learning.

However, when asked after physical Business Information and Advisory Sessions on various business topics if
they would have preferred an online training instead, over 90% of respondents said no and indicated that they
would not have been fully committed to online trainings and that they would not have benefited the same
quality and thoroughness of knowledge explanations and interactions.

In our experience, when possible, business service providers should always prefer physical classes to online
teaching and digital solutions.

Yet, support documents to physical classes could be digitalized by business service providers for future referen-
ce.

Most international studies on learning methods show that personal involvement, interaction with the “tea-
cher” and with other participants result in better knowledge acquisition, better knowledge sustainability over
time and better knowledge implementation.

Indeed, the primary objective of the fashionable trend of MOOCs recently proposed by universities is to genera-
te easy additional revenues, to promote the institution worldwide and ultimately to increase the number of full
board students who were attracted by the MOOC but who also understood the limits of its value. MOOC can of
course also be the only solution in the most underdeveloped and poorest countries but this is not the case of
Libya.
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MAIN RECOMMENDATIONS FOR ACTIONS BY THE READERS

The physical delivery of business support services should vary depending on
the type of support provided.

Trainings should be physical while online resources and delivery could be
preferred for “how to" practical guides and regular operational economic
information.

Regarding administrative facilitation services by business support service
providers, the delivery means must be chosen area by area.

Physical delivery by means of manned dedicated desks or one stop shops
should be preferred in order to cope with the high amount of specific cases
in some administrative areas (e.g. customs, trade procedures, etc.) while in
other more straightforward areas (e.g. business registration) online proce-
dures can be preferred.

In conflict and post-conflict countries with frequent electricity and internet
shortages like Libya, one may implement online guidelines for applicable
procedures but still prefer dedicated desks manned by trained “specialists”.
These administrative facilitation services or “one stop shops” should ideally
be regrouped in common premises with local business support service pro-
viders such as Chambers of Commerce in Libya.
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Collected data have already shown what types of support were expected from business support services provi-
ders and what knowledge areas should be prioritized according to Libyan business owners and managers:

Priority Types of Support:

® Trainings

* “How to" guides

e Administrative facilitation services

Priority Business Knowledge Areas for Support by business support service providers:
e Business Development Techniques;

e Risk Identification and Mitigation,

e Potential Investment Identification and Assessment

However, in order to be more relevant and accurate in the selection of the types of support and of the business
knowledge areas, there is a need to identify what are the specific issues faced by Libyan enterprises and their
owners and managers.

It is of the utmost importance when one considers that only 25% of Libyan enterprises report profits.

While there is certainly a need to boost enterprise creation and start-ups in Libya, here is a true emergency to
find growth areas and means for existing SMEs and to first tackle issues pointed out by Libyan business owners

and managers within the framework of their operations.

Here, it has been chosen to identify priority issues faced by Libyan business owners and managers for each
business function:

e Production

e Marketing

® Finance

® Human Resources

® Business Environment
e Business Development

MOST IMPORTANT ISSUES FACED IN THE MARKETING FUNCTION

Other reasons 4,3%
Decrease in sales prices due to global oversupply 8,6%
Drop in customers’ retention rate 11,6%
Inflow of cheap imported goods into local markets 13,6%
Low sales volumes 20,2%
Decrease in demand for products and services 20,8%

Request for lower prices from larger clients 21%

Marketing issues faced
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Key Observation(s]

Addressing decrease in demand, requests for lower prices and low sales volumes are the 3 most important
marketing issues faced by Libyan busines owners and managers.

The only issues which could be addressed by business support services providers through appropriate
trainings in business techniques are:

e “drop in customers' retention rate”
* “low sales volumes”

These 2 issues could be addressed by means of trainings in sales boosting techniques, business development
techniques and customer retention techniques.

MOST IMPORTANT ISSUES FACED IN THE PRODUCTION FUNCTION

Difficulty in the change-over of production items within a short time frame | 2,9%
High customs duties on imported capital goods and intermediary goods | 3.8%
Other I 42%
Difficulty in quality control | 6.2%
Insufficient production capacity due to lack of facilities | N NRNRRRENM 10,3%
Limited cost-cutting measures available [[NNIEIIDE 1%
Difficulty in local procurement of parts and raw materials | NI 133%
Electric power shortages [ INNEBQNE 20 o%

Increase in procurement costs | 26%

0 5 10 15 20 25 30

Production issues faced

Key 0pservation(s)

Most of the production issues listed are macro-economic and outside the hands of business support services
providers for direct actions.

However, business service providers could:
1- Provide trainings in quality control

2- Organize the mutualization of parts an raw material procurement on a local/regional basis in order to
mitigate high prices and supply difficulties

3- Look more in details into these production issues faced by entreprises
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MOST IMPORTANT ISSUES FACED IN THE FINANCIAL FUNCTION

Rising Interest Rates

Credit Management

Restrictions on fund procurement and settlements

Drop of local currency exchange rate against the US dollar

Difficulty in procuring funds from local financial institutions

Instability of local currency exchange rate against the US dollar

Shortage of cash flow necessary for capital investment

N 2,6%

N 28%

I 12,5%

I —27,4%

— 20,5%

e 21,7%

_ 21,8%

0 5 10 15 20 25

Financial issues faced

Key 0bservation(s)

Some of the financial issues are of a macro-economic nature and outside the hands of business support servi-

ces providers for direct actions.

Yet a number of financial issues are simply access to finance matters that can be mitigated through special
techniques, programs and partnerships. Business support services providers should:

1- Liaise with the Access to Finance Project team of EU4PSL and of other technical assistance projects to gain
information on the new financial mechanisms and partnerships available

2- Initiate Business Angels activities and plea for the creation of Libyan local private entrepreneurship funds

3- Organize local conferences on interest rates, currency exchange and financial restrictions to raise govern-

ment awareness
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MOST IMPORTANT ISSUES FACED IN THE HUMAN RESOURCES FUNCTION

Risk of war I 26,4%
Difficulty in recruiting general staff GGG 19,4%
Increase in employee wages I 17,2%
Restrictions on employing skilled foreign workers IEEEEEG—G—G—GG_GGGN 11,2%
Low rate of worker retention GGG 9,4%
Difficulty in recruiting mid-management staff I 6%
Difficulty in recruiting technical staff |G 4,9%
Difficulty in finding managers and site supervisors I 3,3%
Conflict within the staff 1l 1,6%

0 5 10 15 20 25 30

HR issues faced

Key Observation(s)

Numerous HR issues are outside the hands of business support services providers for direct actions.
However, difficulties in findings qualified staff at various levels could be mitigated through appropriate

trainings and TVET, and by means of job fairs and of e-tools and databases for the registration of job seekers in
cooperation with universities.

MOST IMPORTANT ISSUES FACED IN THE BUSINESS ENVIRONMENT FUNCTION

Unstable of insecure political or social conditions I 26,6%
Unclear interpretation and implementation of regulations by local authorities I 16,9%
Underdeveloped infrastructure N 14,6%
Complicated administrative procedures GGG 13,7%
Non enabling economic and legal system GGG 11,5%
Lack of protection of intellectual property rights IR 6,3%
Complicated tax procedures [N 4,1%
Restrictions on foreign investment I 4,1%
Lowering of customs duties levels [l 2,3%

0 5 10 15 20 25 30

Business Environment issues faced
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Key Observation(s)

Most of these business environment issues must be further investigated in detail to identify and understand
what are the precise problems in order to look for possible solutions and to voice both the problems and the
solutions to the government.

However, “unclear policy or regulatory implementation and practices by the local authorities” can and must be
tackled and solved directly by Chambers of commerce and other business support services providers like in all
countries throughout official workshops in order to set one clear interpretation, implementation and practice
for each of the listed unclear implementation of regulations.
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MOST IMPORTANT ISSUES FACED IN THE BUSINESS DEVELOPMENT FUNCTION

Obtaining financing

Sell or expand in new markets
International marketing skills

Sell to big businesses and the public sector
Find new local leads

Productivity

Use of e-commerce

Marketing campaigns

Access to innovation relevant to business
Access international marketing information
Managing finance

Workforce recruitment/retention

Access to R&D relevant to business
Enabling legislation and regulation

Understand tax and a stable tax system

11%
7,70%
7,20%
7,10%
7%
5,70%
5,60%
5,30%
5,20%
5,20%
4,40%
3,80%
2,30%

2,20%

20

20,20%

25

Business Development issues faced

Key Observation(s)

Access to finance is the most important topic raised and recommendations to business support services provi-
ders in this area have already been made above under the finance issues.

Yet, more than the lack of financing is the lack of information about financing possibilities and the scattering
of microcredit offers between multiple institutions and locations.

Here, business support providers could significantly help Libyan SMEs by inviting all finance providers to
regroup locally within their premises under a joint desk for financing and microcredit which would concentra-
te all microfinancing possibilities and access to finance international initiatives.

Then increasing sales and developing their enterprise in new markets (regional, national and international) as
well as acquiring international marketing skills are the second and third most important topics for members
when it comes to busines development.

Most of the other topics of importance to members are topics that can be addressed through partnerships
with local universities (Fab Labs, trained entrepreneurship professors, research labs, etc.).

The Chambers of Cormmerce of Benghazi, Misrata, Gharyan, Sabah, Tripoli and Zintan could reactivate their
previous partnership with their local universities to address the listed issues about e-commerce, R&D, marke-
ting, recruitment, etc.
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MAIN RECOMMENDATIONS FOR ACTIONS BY THE READERS

The following actions could be implemented:

1- Trainings in sales boosting techniques, customer retention techniques and
business development techniques.

2- Trainings in quality control.

3- Organization of the mutualization of parts and raw material procurement
on a local/regional basis in order to mitigate high prices and supply difficul-
ties.

4- Mapping of access to finance initiatives, mechanisms and offers available
in Libya.

5- Engage in massive and intensive campaigns on access to finance initia-
tives and solutions available in Libya in order to address the lack of informa-
tion of business owners and managers about it.

6- Regroup all access to finance offers (initiatives, mechanisms and microfi-
nance solution providers) under one local joint access to finance desk for
enterprises - for instance located within the local Chamber of Commerce.

7- Implementation of business angels initiatives and creation of private
entrepreneurship funds.

8- Organization of conferences on interest rates, currency exchange rates
and financial restrictions which hamper import activities.

9- Design local trainings and TVET matching the recruitment needs of
Libyan business owners and managers in terms of qualified general, techni-
cal and mid-management staff.

10- Set-up a database of job seekers and hiring enterprises and partner with
local universities to organize job fairs for young graduates.

11- Organize local workshops between the local authorities, the business
community and Chambers of Commerce, in order to set one clear interpreta-
tion, implementation and practice for each of the listed unclear local imple-
mentation of regulations.

12- Organize mutual awareness of and linkage between local enterprises and
local R&D and innovation stakeholders within the local university (for ins-
tance, The Chambers of Commerce of Benghazi, Misrata, Gharyan, Sabah,
Tripoli and Zintan could reactivate their previous partnership with their local
universities to address the listed issues about e-commerce, R&D, marketing,
recruitment, etc.).
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CONCLUSION

The profiles of Libyan enterprises and of Libyan business owners and managers, and the needs and
expectations of the latter for business information, business knowledge and business support provides
the government, donors and implementers with precious operational data for the design and
implementation of practical actions in support of further private sector development in Libya.

While this is by no means a comprehensive study nor a substitute to academic research work
conducted in this topics, this publication ambitions to shed some light on the complex situation of the
private sector in Libya.

Ultimately, facts and figures within this publication shows that numerous further actions can be
implemented in order to enable Libya to achieve economic development and growth up to its
potential by means of enabling business support services and business environment.
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nomic policies aimed at strengthening
the private sector, creating decent jobs
and at diversifying local economies.
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Facilitate the access of compa-
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