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ABSTRACT 

The purpose of this study is to analyze and explores employment opportunity in SIRBA and 

ELGENEINA markets in West Darfur State western Sudan, namely markets of (KONDABI, 

BIRDAGIG, SIRBA, UMSIBIKA, ARDAMATA, ABUZIR and JAMARIK). The study used 

primary data by four questionnaires one for consumers, second for businessmen, third is for 

focusing groups and the forth for market opportunity. After analyzed the data the results showed 

that these markets are needed developments and improvement, and this definitely depends 

basically on youth and teenagers training.  
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Introduction 

Young people face disadvantages in the labor market, for many of the young working poor, 

unemployment is an unaffordable luxury. They have no choice but to work hard and for long 

hours, unprotected against hazards and risks, on informal or precarious contracts with low pay 

and few prospects for the future. In the developing countries of the Africa, there are also 

significant gaps between women and men – in income and in access to productive resources and 

credit. Moreover, while young women are participating more in economic activities, they still 

take on a disproportionate share of unpaid work, including household responsibilities and 

childcare. Neglecting the potential of young people is an economic and social waste. Achieving 

decent work early in their working life would help avoid a vicious cycle of unemployment or 

underemployment, poor working conditions and social exclusion. In a situation of widespread 

poverty and lack of opportunity, the growing number of disaffected youth has been associated 

with an escalation of urban crime, outbursts of ethnic violence and political instability. Unless 

the causes and implications of the youth employment challenge are tackled, progress towards 

better economic and political governance in the region will remain uncertain (ILO 2008b). 

Such problems serve to perpetuate the vicious cycle of poverty not only among the youth 

themselves, but also among the family members that they support. Those stricken by poverty in 

turn lack the income to translate their needs into effective demand (FAO, 2002). This is 
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especially true of the rural youth that constitute a large and critical share of the youth population 

in developing countries. These arguments make a strong case for focusing attention on the 

development of the rural youth. In recent years we have seen a gradual shift from the traditional 

focus on agricultural production to a wider focus on rural development, of which agriculture is a 

part (FAO and UNESCO, 2003). Concomitantly, there is a push to expand off, and nonfarm 

employment, in addition to on-farm employment1, so as to increase the income generation 

opportunities available to the youth. These demand side measures to increase employment for the 

rural youth, need to be accompanied by supply side measures, namely education and training. 

The latter are two of the most powerful weapons in the fight against rural poverty and for rural 

development. Unfortunately, these are also among the most frequently neglected aspects of rural 

development (FAO and UNESCO, 2003).               

Young people under the age of (25) now make up nearly half of the world’s population, and nine 

out of ten of them live in developing countries. In conflict-affected and fragile states, (40) 

million children and youth are out of school; they make up over half of the 75 million out-of-

school young people worldwide. Girls whose education and employment opportunities are 

further limited by gender-based violence and discrimination are worst-off 

(womensrefugeecommission.org). While there are many ways to perform market research, most 

businesses use one or more of five basic methods: surveys, focus groups, personal interviews, 

observation, and field trials. The type of data you need and how much money you’re willing to 

spend will determine which techniques you choose for your business 

(www.allbusinesses.com/market). 

The Purpose of this study is to explore and analysis employment opportunity in SIRBA and 

ELGENEINA markets suitable for teenagers and youth (both male and female). The study is 

based on the assumption that the increased access to information will guide the design and 

implementation of the demand driven program, matching youth’s interests and market 

opportunities for employment and self-employment. In particular the study will be based on 

market observation, consumer’s demand and behavior, interaction with local businesses and 

youth consultation. 

The rest of this report is organized as follows. Section two briefly reviews the literature, while 

section three discusses the methodology used. The results and conclusion remarks are given in 

section four and five respectively. 

Literature Review 

A market analysis studies the attractiveness and the dynamics of a special market within a 

special industry. It is part of the industry analysis and thus in turn of the global environmental 

analysis. Through all of these analyses the opportunities, strengths, weaknesses and threats of a 

company can be identified. Finally, with the help of a SWOT analysis, adequate business 

strategies of a company will be defined (Dillerup and Stoi, 2006). 

http://www.womensrefugeecommission.org/
http://www.allbusinesses.com/market
http://en.wikipedia.org/wiki/Market
http://en.wikipedia.org/wiki/Global_environmental_analysis
http://en.wikipedia.org/wiki/Global_environmental_analysis
http://en.wikipedia.org/wiki/SWOT_analysis
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The market analysis is also known as a documented investigation of a market that is used to 

inform a firm's planning activities particularly around decisions of inventory, purchase, work 

force expansion/contraction, facility expansion, purchases of capital equipment, promotional 

activities, and many other aspects of a company.  

Market segmentation is the basis for a differentiated market analysis. Differentiation is 

important. One main reason is the saturation of consumption, which exists due to the increasing 

competition in offered products. Consumers ask for more individual products and services and 

are better informed about the range of products than before. As a consequence, market 

segmentation is indispensable (Unger and Fuchs, 2005). Segmentation includes a lot of market 

research, since a lot of market knowledge is required to segment the market. Market research 

about market structures and processes must be done to define the “relevant market”. The relevant 

market is an integral part of the whole market, on which the company focuses its activities 

(Bruhn, 2009).  

The goal of a market analysis is to determine the attractiveness of a market, both now and in the 

future. Organizations evaluate the future attractiveness of a market by gaining an understanding 

of evolving opportunities and threats as they relate to that organization's own strengths and 

weaknesses. Organizations use the finding to guide the investment decisions they make to 

advance their success. The findings of a market analysis may motivate an organization to change 

various aspects of its investment strategy. Affected areas may include inventory levels, a work 

force expansion/contraction, facility expansion, purchases of capital equipment, and promotional 

activities (Wikipedia, The free Encyclopedia, 2012). 

The market size is defined through the market volume and the market potential. The market 

volume exhibits the totality of all realized sales volume of a special market. The volume is 

therefore dependent on the quantity of consumers and their ordinary demand. Furthermore, the 

market volume is either measured in quantities or qualities. The quantities can be given in 

technical terms, like GW for power capacities, or in numbers of items. Qualitative measuring 

mostly uses the sales turnover as an indicator. That means that the market price and the quantity 

are taken into account. Besides the market volume, the market potential is of equal importance. It 

defines the upper limit of the total demand and takes potential clients into consideration. 

Although the market potential is rather fictitious, it offers good values of orientation. The 

relation of market volume to market potential provides information about the chances of market 

growth (Aaker and McLoughin, 2010).         

Market trends are the upward or downward movement of a market, during a period of time. The 

market size is more difficult to estimate if one is starting with something completely new. In this 

case, you will have to derive the figures from the number of potential customers, or customer 

segments. Besides information about the target market, one also needs information about one's 

competitors, customers, products, etc. Lastly, you need to measure marketing effectiveness.  

http://en.wikipedia.org/wiki/Inventory
http://en.wikipedia.org/wiki/Work_force
http://en.wikipedia.org/wiki/Work_force
http://en.wikipedia.org/wiki/Market_segmentation
http://en.wikipedia.org/wiki/Differentiation_(economics)
http://en.wikipedia.org/wiki/Inventory
http://en.wikipedia.org/wiki/Work_force
http://en.wikipedia.org/wiki/Work_force
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Changes in the market are important because they often are the source of new opportunities and 

threats. Moreover, they have the potential to dramatically affect the market size. Examples 

include changes in economic, social, regulatory, legal, and political conditions and in available 

technology, price sensitivity, demand for variety, and level of emphasis on service and support. 

A market opportunity product or a service, based on either one technology or several, fulfills the 

need(s) of a (preferably increasing) market better than the competition and better than 

substitution-technologies within the given environmental frame (e.g. society, politics, legislation, 

etc.). 

Without school or vocational training, displaced youth sit idle in camps all day long, or if in 

urban areas, they take their chances working informally. With growing frustration and little hope 

for the future, these youth can become a source of violence and insecurity. Meanwhile, their 

enormous potential to contribute to their families and societies goes largely unnoticed and 

unsupported. Education is a human right that all children and youth are entitled to regardless of 

where they live. Yet, although essential to the development of a stable society, schooling and job 

training in conflict-affected regions are often hard to come by (womensrefugeecommission.org). 

As we said, the survey is an important tool. Accordingly with concise and straightforward 

questionnaires, you can analyze a sample group that represents your target market. The larger the 

sample, the more reliable your results will be: 

1. In-person surveys are one-on-one interviews typically conducted in high-traffic locations 

such as shopping malls. They allow you to present people with samples of products, 

packaging, or advertising and gather immediate feedback. In-person surveys can generate 

response rates of more than 90 percent, but they are costly.  

2. Telephone surveys are less expensive than in-person surveys, but costlier than mail. 

However, due to consumer resistance to relentless telemarketing, convincing people to 

participate in phone surveys has grown increasingly difficult. Telephone surveys 

generally yield response rates of (50) to (60) percent.  

3. Mail surveys are a relatively inexpensive way to reach a broad audience. They're much 

cheaper than in-person and phone surveys, but they only generate response rates of (3) 

percent to (15) percent. Despite the low return, mail surveys remain a cost-effective 

choice for small businesses (www.allbusinesses.com).  

Research Methodology 

Market research methods fall into two basic categories: primary and secondary. Primary research 

involves collecting original data about the preferences, buying habits, opinions, and attitudes of 

current or prospective customers. This data can be gathered in focus groups, surveys, and field 

tests. Secondary research is based on existing data from reference books, magazines and 

newspapers, industry publications, chambers of commerce, government agencies, or trade 

http://en.wikipedia.org/wiki/Product_(business)
http://en.wikipedia.org/wiki/Technology
http://en.wikipedia.org/wiki/Market
http://www.womensrefugeecommission.org/
http://www.allbusinesses.com/
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associations. It yields information about industry sales trend and growth rates, demographic 

profiles, and regional business statistics1. Hence we used in this report the following tools: 1. 

Market observation. 2. Interview with the consumers and local businesses men/women in 

addition to 3. Youth focus group discussions (graduates from vocational training program (VT) + 

youth who didn’t participate in vocational training program). The primary data were collected 

from SIRBA and ELGENEINA markets in additional to that secondary data were collected from 

other sources (e.g. books, website and some other materials). 

In this study SIRBA and ELGENEINA Localities markets mean (Kondabi, Birdagig, Sirba, 

Umsibika, Ardamata, Abuzir and Jamarik) markets. 

The Empirical Results 

The purpose of this study is to analysis the markets of SIRBA and ELGENEINA. According to 

this purpose we collected data from markets of (KONDABI, BIRDAGIG, and SIRBA) in 

SIRBA locality and Umsibika, Aljamarik, Ardamata, Abuzir) in ELGENEINA locality, using 

questionnaire techniques. With this method we do the following: 

1. Market observation. 

2. Interview with the consumers. 

3. Interview with local businessmen/women. 

4. Youth focus group discussions (Graduates from VT and who didn’t participate in VT). 

5. Market opportunity. 

After applying that technique we obtained the following results: 

Market Observation 

The aim of this method is to understanding what goods and services are offered, are in greatest 

and least demand, which businesses have more success, what goods are being imported and 

exported. 

KONDABI Market 

By using this tool, we observe that goods and services which demanded and supplied in 

KONDABI market are food items like sugar, milk, sorghum, millet, cloths and fruits. 

In more details we observe the following: 

1. The most sold and demanded goods are (meats, wheat and milks and oils, vegetables and 

fruits, Sugar, Cloths and Shoes). 

2. Goods are the least demanded represents in (Butchery, rice, soft drinks, fuel and utensils). 

                                                            
1 Quoted in (Introduction to Market Research), found at all businesses website. 
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3. The similarities between the most successful vendors represents in the knowing of the 

market and marketing skills. 

4. The similarities between the vendors with the fewest number of customers were the lack 

of marketing skills and difficulty of dealing with others. 

5. Women work basically in vegetables, fruits and tea making sectors. 

6. We observe also that there are many items are imported (e.g. cloths, sugar, wheat…ect). 

But most of these items can be produced locally if the government and private sector 

establish factories here. Thus the security challenge is have to solve in order to produce 

some goods like millet and sorghum. 

7. Based on previous results, the sectors where VT graduates can find employment and self 

employment opportunities includes: (restaurants and cafeterias, shutters, fuel and 

women’s clothes). The sectors which have a demand and are not met by the existing 

vendors are: (blacksmithing, sewing and carpentry). 

 

SIRBA and BIRDAGIG Markets 

There are no significant differences between SIRBA and BIRDAGIG markets from side and 

KONDABI from other side. But we observed that KONDABI market is bigger than other two 

markets. 

UMSIBIKA Market 

1. The most sold and demanded goods are (vegetables and fruits, Sugar, Tea and meats). 

2. Goods are the least demanded represents in (soft drinks, fuel and utensils, wheat and 

sorghum). 

3. The stranger thing is that there are no women worked in this market. 

4. Actually UMSIBIKA market is very small and needs developments and improvement by 

local community as well as government authorities. 

 

ELGENEINA Markets 

For purpose of this study when we talk about ELGENEINA markets, we talk about three markets 

here, namely (Abuzir, Jamarik and Ardamata). 

In ELGENEINA markets we observe the following: 

1. The most sold and demanded goods are (Vegetables and fruits, Sugar and Tea, wheat and 

sorghum, Cloths). 

2. Goods are the least demanded represents in (groundnut, groundnut (Soya), oil, meat and 

Kawel). 

3. People mainly work in restaurants, butchery, and crops trade in addition to vegetables 

and fruits trade. 

4. Women work basically in vegetables, fruits and tea making sectors. 
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5. We observe also that there are many items are imported (e.g. cloths, sugar, wheat,…ect). 

But most of these items can be produced locally if the government and private sector 

establish factories here. 

6. Based on previous results, the sectors where VT graduates can find employment and self 

employment opportunities includes: (blacksmithing, building, restaurants and cafeterias, 

shutters, fuel and women’s clothes). The sectors which have a demand and are not met by 

the existing vendors are: (blacksmithing, sewing and carpentry). 

7. Generally, due to current situation, the above markets except UMSIBIKA need 

vocational training for youth in such areas, for instance (carpentry, blacksmith, food 

processing, shoemaking, building, sewing….ect). 

8. Finally the saturated sectors are mobiles and electronic equipments. 

Interview with the Consumers 

Interviews with consumers aim at understanding consumer’s routines, needs and preferences. It 

will help understand what sectors are more important in the local economy and also what goods 

people need and cannot buy locally. 

The number of consumers who were interviewed is (100) categorizing as following: 

(40) Consumers in ELGENEINA, (10) in UMSIBIKA, (10) in BIRDAGIG, (20) in KONDABI 

and 20 in SIRBA. 

Interview with Consumers in KONDABI 

In KONDABI market we interviewed (17) male and (3) female. (19) of respondents are marriage 

and (1) is single. Due to family status we found that (12) of the respondents are residents, (7) are 

IDPs in addition to one migrant. The following table illustrates the educational level of the 

consumers in KONDABI markets. 

Table 1: Educational Level of Respondents 

Educational Level Frequencies Percentage % 

University 1 0.05 

Secondary School 0 0 

Primary School 5 0.25 

Khalwa 9 0.45 

Non 5 0.25 

 

From these interviews we obtained the following results which show in next table. 
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Table 2: Good and services used every day for the Home, work and Children 

Place of used Type of good/ services Code  Frequencies  

For Home Food items 1 20 

 services 2 5 

 Others 3 0 

For Work Food items 1 6 

 services 2 6 

 Others 3 0 

For Children Food items 1 20 

 services 2 1 

 Others 3 6 

From above and below tables it is important to note that: 

1. Food items mean: (sugar, wheat, meat, vegetables, milk, oil,...ect) 

2. Services mean: (water, electricity, transportations, communications...ect). 

3. Other (e.g. soap, fire woods, perfumes, bharat and cigarettes...ect). 

 

According to the results, the sectors which may offer the most opportunities for employment and 

self-employment are: (fuel, electronics and mobiles, carpentry, blacksmithing and 

transportations). 

The following table shows the places of access to goods. 

Table 3: places of getting goods and services  

No Place Frequencies Percentage 

1 KONDABI Market 7 0.35 

2 Farms 3 0.15 

3 Both 10 0.50 

Total  20 1.00 

From the table above we note that 35% of those surveyed get their goods from local market and 

15% of the farms. While the rest from both local market and farms. 

The following table shows what goods and services that are used on a weekly based. 

Table 4: Good and Services used Weekly 

No Goods/services Code Frequencies 

1 Food Items 1 20 

2 Services 2 0 

3 Others  3 0 

Note: The most weekly used goods and services are meats, milks and breads. 

The following table shows what goods and services that are used on a monthly based. 
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Table 5: Goods and Services used Monthly 

No Goods/services Code Frequencies 

1 Food Items 1 20 

2 Services 2 0 

3 Others  3 0 

Note: The most weekly used goods and services are rice and vegetables. 

The following table shows what goods and services that are used on a special occasions. 

Table 6: Goods and Services used in Special Occasions 

No Goods/services Code Frequencies 

1 Food Items 1 6 

2 Services 2 1 

3 Others  3 13 

Based on Table 4, 5 and 6 we note that there is a preference of consumers for some sellers for 

several reasons, but the crucial reason is prices. This can be illustrated in the following table. 

Table 7: Vendor Preferred 

No Answering Frequencies Percentage 

1 Yes 15 0.75 

2 No 5 0.25 

Total   1.00 

We note that there are some people choose and prefer some sellers for several reasons (e.g. the 

personality of the seller and the price as well as the quality of goods). Generally the people don’t 

go to shop in high prices places. 

Table 8: Not Choosing Shops 

No Answering Frequencies Percentage 

1 Yes 12 0.60 

2 No 8 0.40 

Total   1.00 

Those who answered yes, say that these goods represents in the following categories. 

Table 9 

No Code Type of goods/services frequencies 

1 1 Food Items 7 

2 3 Others  5 

Again the next table shows reasons behind people not get goods and services in the markets. 
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Table 10 

No Reasons Frequencies Percentage 

1 High prices 13 0.65 

2 Unavailable 7 0.35 

Total   1.00 

In the case of unavailability of goods and services, people go to a number of places to bring it. 

These places in order of importance are: 

1. ELGENEINA and NYALA 

2. TCHAD 

Interview with Consumers in BIRDAGIG 

In BIRDAGIG market we interviewed (9) male and (1) female. (6) Of respondents are marriage 

and (4) are single. Due to family status we found that (3) of the respondents are residents, (5) are 

IDPs in addition to one migrants as well as one refugee. The following table illustrates the 

educational level of the consumers in KONDABI markets. 

Table 11: Educational Level of Respondents 

Educational Level Frequencies Percentage % 

University 0 0.00 

Secondary School 1 0.10 

Primary School 4 0.40 

Khalwa 5 0.50 

Non 0 0.00 

From these interviews we obtained the following results which show in next table. 

Table 12: Good and services used every day for the Home, work and Children 

Place of used Type of good/ services Code  Frequencies  

For Home Food items 1 8 

 Services 2 0 

 Others 3 2 

For Work Food items 1 5 

 Services 2 3 

 Others 3 2 

For Children Food items 1 9 

 Services 2 0 

 Others 3 1 

From above scheduled results, the sectors which may offer the most opportunities for 

employment and self-employment are: (fuel, electronics and mobiles, carpentry, blacksmithing 

and transportations). 

The following table shows the places of access to goods. 



International Journal of Social Sciences and Entrepreneurship   Vol.1, Issue 12, 2014 

http://www.ijsse.org        ISSN 2307-6305                      Page |  11 

Table 13: places of getting goods and services  

No Place Frequencies Percentage 

1 BIRDAGIG Market 9 0.90 

2 Farms 1 0.10 

3 Both 0 0.00 

Total  20 1.00 

From the table above we note that 90% of those surveyed get their goods from local market. This 

means that the land is occupied and there are security challenges face the farmers.  

The following table shows what goods and services that are used on a weekly based. 

Table 14: Good and Services used Weekly 

No Goods/services Code Frequencies 

1 Food Items 1 10 

2 Services 2 0 

3 Others  3 0 

Note: The most weekly used goods and services are meats, milks and breads. 

The following table shows what goods and services that are used on a monthly based. 

Table 15: Goods and Services used Monthly 

No Goods/services Code Frequencies 

1 Food Items 1 7 

2 Services 2 0 

3 Others  3 3 

Note: The most weekly used goods and services are rice, macrona and vegetables. The following 

table shows what goods and services that are used on a special occasions. 

Table 16: Goods and Services used in Special Occasions 

No Goods/services Code Frequencies 

1 Food Items 1 6 

2 Services 2 0 

3 Others  3 4 

The following table shows if there are consumer’s preferences for goods and services or not. 

Table 17: Vendor Preferred 

No Answering Frequencies Percentage 

1 Yes 5 0.50 

2 No 5 0.50 

Total   1.00 
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We note that there are some people choose and prefer some sellers for several reasons (e.g. the 

personality of the seller and the price as well as the quality of goods). Generally the people don’t 

go to shop in high prices places. 

Table 18: Not Choosing Shops 

No Answering Frequencies Percentage 

1 Yes 3 0.30 

2 No 6 0.60 

3 Rejected 1 0.10 

Total   1.00 

Those who answered yes, say that these goods represents in the following categories. 

Table 19 

No Code Type of goods/services frequencies 

1 1 Food Items 5 

2 3 Others  5 

Again the next table shows reasons behind people not get goods and services in the markets. 

Table 20 

No Reasons Frequencies Percentage 

1 High prices 7 0.70 

2 Unavailable 3 0.30 

Total   1.00 

In the case of unavailability of goods and services, people go to a number of places to bring it. 

These places in order of importance are: 

1. ELGENEINA 

2. SIRBA 

Interview with Consumers in SIRBA 

In SIRBA market we interviewed (15) male and (5) female. 11 of respondents are marriage and 

(9) is single. Due to family status we found that (14) of the respondents are residents, (5) are 

IDPs in addition to one migrant. The following table illustrates the educational level of the 

consumers in SIRBA market. 

Table 21: Educational Level of Respondents 

Educational Level Frequencies Percentage % 

University 1 0.05 

Secondary School 7 0.35 

Primary School 6 0.30 

Khalwa 3 0.15 



International Journal of Social Sciences and Entrepreneurship   Vol.1, Issue 12, 2014 

http://www.ijsse.org        ISSN 2307-6305                      Page |  13 

Non 2 0.10 

Rejected 1 0.05 

From these interviews we obtained the following results which show in next table. 

Table 22: Good and services used every day for the Home, work and Children 

Place of used Type of good/ services Code  Frequencies  

For Home Food items 1 13 

 Services 2 6 

 Others 3 1 

For Work Food items 1 2 

 Services 2 2 

 Others 3 0 

For Children Food items 1 13 

 Services 2 0 

 Others 3 2 

According to the results, the sectors which may offer the most opportunities for employment and 

self-employment are: (fuel, electronics and mobiles, carpentry, blacksmithing and 

transportations). Hence the following table shows the places of access to goods. 

Table 23: places of getting goods and services  

No Place Frequencies Percentage 

1 SIRBA Market 18 0.90 

2 Farms 0 0.00 

3 Both 1 0.05 

4 Rejected 1 0.05 

Total  20 1.00 

From the table above we note that 90% of those surveyed get their goods from local market. This 

means that there are security challenges face the farmers. The following table shows what goods 

and services that are used on a weekly based. 

Table 24: Good and Services used Weekly 

No Goods/services Code Frequencies 

1 Food Items 1 16 

2 Services 2 1 

3 Others  3 2 

 

Table 25: Goods and Services used Monthly 

No Goods/services Code Frequencies 

1 Food Items 1 13 

2 Services 2 3 

3 Others  3 3 
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The following table shows what goods and services that are used on a special occasions. 

Table 26: Goods and Services used in Special Occasions 

No Goods/services Code Frequencies 

1 Food Items 1 6 

2 Services 2 11 

3 Others  3 2 

Based on Table 24, 25 and 26 we note that there is a preference of consumers for some sellers for 

several reasons, but the crucial reason is prices. This can be illustrated in the following table. 

Table 27: Vendor Preferred 

No Answering Frequencies Percentage 

1 Yes 11 0.55 

2 No 7 0.35 

3 Rejected 2 0.10 

Total   1.00 

We note that there are some people choose and prefer some sellers for several reasons (e.g. the 

personality of the seller and the price as well as the quality of goods). Generally the people don’t 

go to shop in high prices places. 

Table 28: Not Choosing Shops 

No Answering Frequencies Percentage 

1 Yes 5 0.25 

2 No 14 0.70 

3 Rejected 1 0.05 

Total   1.00 

Those who answered yes, say that these goods represents in the following categories. 

Table 29 

No Code Type of goods/services Frequencies 

1 1 Food Items 8 

2 3 Others  2 

Again the next table shows reasons behind people not get goods and services in the markets. 

Table 30 

No Reasons Frequencies Percentage 

1 High prices 0 0.00 

2 Unavailable 19 0.95 

3 Rejected 1 0.05 

Total   1.00 

In the case of unavailability of goods and services, people go to ELGENEINA to bring it.  



International Journal of Social Sciences and Entrepreneurship   Vol.1, Issue 12, 2014 

http://www.ijsse.org        ISSN 2307-6305                      Page |  15 

Interview with Consumers in UMSIBIKA 

In UMSIBIKA market we interviewed (10) consumers, all of them are male and marriage in the 

same time. Due to family status we found that (4) of the respondents are residents and (6) are 

migrants.  

Table 31: Educational Level of Respondents 

Educational Level Frequencies Percentage % 

University 0 0.00 

Secondary School 1 0.10 

Primary School 0 0.00 

Khalwa 7 0.70 

Non 2 0.20 

From these interviews we obtained the following results which show in next table. 

Table 32: Good and services used every day for the Home, work and Children 

Place of used Type of good/ services Code  Frequencies  

For Home Food items 1 10 

 Services 2 0 

 Others 3 0 

For Work Food items 1 6 

 Services 2 2 

 Others 3 0 

For Children Food items 1 9 

 Services 2 0 

 Others 3 1 

According to the results, the sectors which may offer the most opportunities for employment and 

self-employment are: (fuel, electronics and mobiles, carpentry, blacksmithing and 

transportations). Therefore the following table shows the places of access to goods. 

Table 33: places of getting goods and services 

No Place Frequencies Percentage 

1 UMSIBIKA Market 5 0.50 

2 Farms 2 0.20 

3 ARDAMATA and KONDOBI 3 0.30 

Total  10 1.00 

Table 34: Good and Services used Weekly 

No Goods/services Code Frequencies 

1 Food Items 1 10 

2 Services 2 0 

3 Others  3 0 
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Table 35: Goods and Services used Monthly 

No Goods/services Code Frequencies 

1 Food Items 1 3 

2 Services 2 1 

3 Others  3 6 

Table 36: Goods and Services used in Special Occasions 

No Goods/services Code Frequencies 

1 Food Items 1 5 

2 Services 2 3 

3 Others  3 2 

Based on Table 34, 35 and 36 we note that there is a preference of consumers for some sellers for 

several reasons, but the crucial reason is prices. This can be illustrated in the following table. 

Table 37: Vendor Preferred 

No Answering Frequencies Percentage 

1 Yes 4 0.40 

2 No 6 0.60 

Total   1.00 

We note that there are some people choose and prefer some sellers for several reasons (e.g. the 

price as well as the quality of goods). Generally the people don’t go to shop in high prices places. 

Table 38: Not Choosing Shops 

No Answering Frequencies Percentage 

1 Yes 2 0.20 

2 No 7 0.70 

3 Rejected 1 0.10 

Total   1.00 

Those who answered yes, say that these goods represents in the following categories. 

Table 39 

No Code Type of goods/services frequencies 

1 1 Food Items 1 

2 3 Others  0 

Again the next table shows reasons behind people not get goods and services in the markets. 

Table 40 

No Reasons Frequencies Percentage 

1 High prices 10 1.00 

2 Unavailable 0 0.00 

Total  10 1.00 
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In the case of unavailability of goods and services, people go to a number of places to bring it. 

These places in order of importance are: KONDABI and ELGENEINA 

Interview with Consumers in ELGENEINA 

The total number of consumers interviewed in ELGENEINA markets is (40). Thus this number 

can categorize as (28) male and (12) female. Twenty nine (29) of respondents are marriage and 

(9) are single. Due to family status we found that (27) of the respondents are residents, (12) are 

IDPs in addition to one refugee. Hence, the following table illustrates the educational level of the 

consumers in ELGENEINA markets. 

Table 41: Educational Level of Respondents 

Educational Level Frequencies Percentage % 

University 8 0.20 

Secondary School 7 0.18 

Primary School 12 0.30 

Khalwa 8 0.20 

Non 5 0.12 

From these interviews we obtained the following results which show in next table. 

Table 42: Good and services used every day for the Home, work and Children 

Place of used Type of good/ services Code  Frequencies  

For Home Food items 1 29 

 Services 2 22 

 Others 3 1 

For Work Food items 1 24 

 Services 2 2 

 Others 3 14 

For Children Food items 1 27 

 Services 2 3 

 Others 3 10 

According to the results, the sectors which may offer the most opportunities for employment and 

self-employment are: (blacksmithing, building, fuel, electronics and mobiles, carpentry, 

blacksmithing and transportations).The following table shows the places of access to goods. 

Table 43: places of getting goods and services  

No Place Frequencies Percentage 

1 local Markets of ELGENEINA 40 1.00 

2 Farms 0 0.00 

3 Both 0 0.00 

Total  20 1.00 

The following table shows what goods and services that are used on a weekly based. 
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Table 44: Good and Services used Weekly 

No Goods/services Code Frequencies 

1 Food Items 1 31 

2 Services 2 4 

3 Others  3 5 

The following table shows what goods and services that are used on a monthly based. 

Table 45: Goods and Services used Monthly 

No Goods/services Code Frequencies 

1 Food Items 1 25 

2 Services 2 1 

3 Others  3 14 

The following table shows what goods and services that are used on a special occasions. 

Table 46: Goods and Services used in Special Occasions 

No Goods/services Code Frequencies 

1 Food Items 1 13 

2 Services 2 13 

3 Others  3 7 

Based on Table 44, 45 and 46 we note that there is a preference of consumers for some sellers for 

several reasons, but the crucial reason is prices. This can be illustrated in the following table. 

Table 47: Vendor Preferred 

No Answering Frequencies Percentage 

1 Yes 20 0.50 

2 No 20 0.50 

Total   1.00 

There are several reasons for this preferring. 19 of interviewed preferred for the quality of good, 

five to vendor personality and three for prices. 

Table 48: Not Choosing Shops 

No Answering Frequencies Percentage 

1 Yes 20 0.50 

2 No 20 0.50 

3 Rejected 0 0.00 

Total   1.00 

Those who answered yes, say that these goods represents in the following categories. 
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Table 49 

No Code Type of goods/services frequencies 

1 1 Food Items 10 

2 3 Others  4 

Again the next table shows reasons behind people not get goods and services in the markets. 

Table 50 

No Reasons Frequencies Percentage 

1 High prices 11 0.28 

2 Unavailable 2 0.03 

In the case of unavailability of goods and services, people go to a number of places to bring it. 

These places in order of importance are 1/ SARAF UMRA 2/ NYALA. 

Interview with local businessmen/women 

Interview with local businessmen/women aims to understanding the characteristics of the local 

assessment will focus on labour market demand, qualification expected for each job, competition 

and saturation of different sectors. It will help to identify challenges that youth will face but also 

the existence of apprenticeships and employment opportunities. Using this tool we have 

conducted interviews with (45) businessmen/women. 10 in KONDABI, 5 in BIRDAGIG, 10 in 

SIRBA, 5 in UMSIBIKA and 15 in ELGENEINA. Thus the total number of businessmen is (37) 

while the total number of businesswomen is (8). 

The table bellow will show some details of these interviews. 

Table 51: Types of Goods and Services in SIRBA and ELGENEINA Markets 
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1 Food commodities and General/partial  Trading 3 2 6 1 3 15 

2 Pharmacy and Chemist 2 - - - - 2 

3 Crops Merchant 1 - 1 - - 2 

4 Shoes trader and boutiques 2 1 - - - 3 

5 Blacksmithing 1 - - - 3 4 

6 Sewing 1 - 1 - - 2 

7 Utensils - - 1 - - 1 

8 Hair cutting - - 1 - - 1 

9 Butchery - - - 1 1 2 

10 Fruits Seller - - - 1 - 1 

11 Traditional factories of Oil - - - - 1 1 
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12 Mobiles and Electronics - - - - 3 3 

13 Building Materials - - - - 1 1 

14 Electricity Distributor - - - - 1 1 

15 Bookshop  - - - - 2 2 

 TOTAL 10 3 10 3 15 41 

 

 
 

From the table we observe the following: 

1. We supposed to interviewed (5) businessmen in BIRDAGIG, but we found only three 

businessmen in the market. And this is the same case of UMSIBIKA. 

2. Women participation in rural markets, for instance BIRDAGIG and UMSIBIKA is very 

weak. 

3. Mainly the employees in these places are men. 

4. The difficulties faced by employees are the following: transportation, illiteracy, salaries 

are very weak and lack of training in addition to security conditions. 

5. The most difficulties faced by female employees in the market represent in social 

obstacles and social restriction. 

6. The people get jobs in most business according to: 1. Kinship and Family Relations 2. 

Experience 3. Personal Characteristics 4. Training. 

7. The kind of need characteristics/ skills in most jobs concentrated on human skills, 

technical skills as well as behavioral skills. 

8. Most of business didn’t include female workers because of social constrain. 

9. Regarding the internally organized each business we interviewed and types of different 

employment positions and female workers. We can say that the internal organization of 

work does not take formal shape. In many cases we find that the employer himself is the 

worker and he is doing everything and perhaps assisted by some of his relatives or those 

0 
10 
20 
30 
40 
50 
60 
70 
80 
90 

Fo
o

d
 c

o
m

m
o

d
it

ie
s …

 

P
h

ar
m

ac
y 

an
d

 …
 

C
ro

p
s 

M
er

ch
an

t 

Sh
o

es
 t

ra
d

er
 a

n
d

 …
 

B
la

ck
sm

it
h

in
g 

Se
w

in
g 

U
te

n
si

ls
 

H
ai

r 
cu

tt
in

g 

B
u

tc
h

er
y 

Fr
u

it
s 

Se
lle

r 

Tr
ad

it
io

n
al

 f
ac

to
ri

es
 …

 

M
o

b
ile

s 
an

d
 …

 

B
u

ild
in

g 
M

at
er

ia
ls

 

El
ec

tr
ic

it
y 

D
is

tr
ib

u
to

r 

B
o

o
ks

h
o

p
  

TO
TA

L 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 15 

Total 

Elgeneinaa 

Umsibika 

Sirba 

Birdagig 

Kondabi 



International Journal of Social Sciences and Entrepreneurship   Vol.1, Issue 12, 2014 

http://www.ijsse.org        ISSN 2307-6305                      Page |  21 

who trust in them to help him. Again no employment positions and no female workers in 

many cases. 

10. The main challenges faced by each business represent in (marketing skills, delay of 

goods, and competition, lack of professional skills and loss of trust). 

11. The most successful types of business represents in food items e.g. sugar, meat, 

wheat...ect, restaurants and cafeterias, bolts of building materials, fuel and clothes. 

12. The market is suffering from the lack of some skills/professions (e.g. blacksmithing and 

carpentry). 

13. Most of survey respondents in SIRBA and ELGENEINA markets believe that there are 

significant differences between the trained and who have not trained.  

14. Most of survey respondents in SIRBA and ELGENEINA believe that there are significant 

differences between the trained and who have not trained.  

15. With respect to entering into a partnership with the vocational training programs, there 

are (40%) of respondents say they are ready. While the remaining (60%) includes not 

ready and who reject.  

16. Finally and from above results, the most profitable business in the market is restaurants 

and cafeterias and bolts of building materials as well as fuel and clothes. 

Youth focus group discussions 

This tool aims to understanding the challenges youth face in transition from the vocational 

training program to the job market and reflect in what ways the program can support this delicate 

phase. Youth focus group discussion (FGD) has been applied for youth in KONDABI and 

ELGENEINA. Hence we divided the people into two groups. Group one for those who graduate 

from VT and group two for those who didn’t graduates from VT. 

KONDABI Youth FGD 

Table 52: Graduates youth 

No Type of Training Frequencies Percentage % 

1 Carpentry 1 0.50 

2 Electricity 1 0.50 

3 Total  2 1.00 

Regarding the second group, we interviewed (15) youth, 12 male and three female. We can show 

the result in the following table: 

Table 53: Non graduate’s youth 

No Needed Skills Frequencies/ Female Frequencies/ male Total % 

1 Sewing  3 1 4 0.27 

2 Carpentry 0 2 2 0.13 

3 Blacksmithing 0 2 2 0.13 
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4 Building 1 5 6 0.40 

5 Food Technology 1 0 1 0.07 

 

ELGENEINA Youth FGD 

Table 54: Graduates youth 

No Type of Training Frequencies Percentage % 

1 Carpentry 2 0.13 

2 Blacksmithing 3 0.20 

3 Building 5 0.33 

4 Food technology 4 0.27 

5 Environmental Sanitation  1 0.07 

6 Total  15 1.00 

Regarding the second group, we interviewed (12) youth, 6 male and 5 female. We can show the 

result in the following table: 

Table 55: Non-graduates youth 

No Needed Skills Frequencies/ Female Frequencies/ male Total % 

1 Sewing 3 - 3 0.25 

2 Computer maintains 1 3 4 0.33 

3 Blacksmithing - 2 2 0.17 

4 Building - 2 2 0.17 

5 Food Technology 1 0 1 0.08 

 

 
 

Based on above tables and diagram we proposed carpentry and blacksmithing as well as food 

processing in markets of ElGENEINA and Sirba localities. But the problem here is that the 

market is one day a weak except ELGENEINA, KONDABI, and SIRBA. 
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Market opportunity 

This tool aims to get youth jobs opportunities in the market, to know probability of youth 

opportunity employment after training in the market and to identify the high provision needed in 

the market. So in the section we illustrate market opportunity for VT in SIRBA and 

ELGENEINA localities. For this purpose we can show that in following table; 

Table 56: Market opportunity 
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KONDABI 1 5 1 2 1 3 1 3 17 

BIRDAGIG 1 - - - - - 3 - 4 

SIRBA 2 3 1 2 - 3 - - 11 

UMSIBIKA 1 1 2 1 - - 2 1 8 

ELGENEINA 2 6 2 2 2 5 4 2 25 

 

From above table we have the following interpretation: 

1. the youth in Kondabi need several vocational training opportunities, but the market 

opportunity is building. 

2. in Birdagig, the market opportunity is for trading. 

3. in Sirba the market opportunity is building and computer. The case in Umsibika is for 

trade and sewing. 

4. ElGENEINA markets needs for Building, computer and trade respectively. 

5. the markets scale in target area except ELGENEINA is very small.  

6. according to (5) after training, it is better to involved them for instance, ELGENEINA 

technical school, other businessmen/ women (blacksmith, carpentry, Shoemaking, 

Mechanics…..ect) to get more skills and then leave them in target area to do their own 

business. Hence for Tdh it better to do it directly without interring in partnership with 

government institution. 

7. depend on the study we suggest some income generations activities for rural youth, 

namely shoemaking, food processing, blacksmith, carpentry and sewing. 
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The market opportunity will be very clear if we look to following diagram. 

 

Conclusions 

This study is an attempt to analysis and explores employment opportunity in SIRBA and 

ELGENEINA markets, namely markets of (KONDABI, BIRDAGIG, SIRBA, UMSIBIKA, 

ARDAMATA, ABUZIR and JAMARIK) suitable for teenagers and youth (both male and 

female). We used primary data by four questionnaires one for consumers, second for 

businessmen, third is for focusing groups and the forth for market opportunity. After analyzed 

the data the results showed that these markets are needed developments and improvement, and 

this definitely depends basically on youth and teenagers training. Thus according to the results 

we recommended the following: 

1. training in key fields such as: Carpentry, sewing, building, blacksmithing is needed by 

youth and teenagers 

2. It important to focus on women and young people and provide to them production 

factors. 

3. We have an important recommendation for government to reorganized these rural 

markets and contribute in youth training in order to reduce poverty ratios and then to 

achieve millennium development goals. 
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