
Commissioned by Netherlands Enterprise Agency

Gender E-zine 2020

Women in 
business! 
Success stories from International Programmes of RVO

»   Sustainable, Agricultural, Innovative 
and International Enterprise



2 

Foreword

1  Beyond borders campaign: 
reaching out to women 
entrepreneurs with  
international ambitions

2  Dutch entrepreneurs  
expanding business to 
Denmark and Iceland.

3  Matchmaking empowers 
women and their communities 
in Egypt.

4  Cambodian factory sets good 
example for labour conditions 
for women.

5   Female entrepreneurship in 
Iraq.

6  Encouraging female  
entrepreneurship in Africa  
and the Middle-East. 

7   Empowering Coffee 
Communities in Kenya  
and Uganda.

Colophon

Foreword by Mette Gonggrijp

I am delighted to introduce the 2020 Women in 
Business magazine, in which the Netherlands Enterprise 
Agency highlights efforts to improve the economic 
position of women and the participation of women in 
international trade. 

At the Ministry of Foreign Affairs, we are working on 
women's rights and gender equality in three ways: in our 
diplomatic relations, by paying attention to this theme in 
the Dutch policy on foreign trade and development 
cooperation and by financing specific programmes aimed 
at strengthening women's rights and gender equality. 

The Netherlands Enterprise Agency plays an important 
role in carrying out the Dutch policy on foreign trade and 
development cooperation. The examples in this magazine 
show that the Netherlands Enterprise Agency is 
contributing specifically to the Dutch commitment to 
women's rights and gender equality. In addition, I am 
pleased that even programmes and activities that are not 
specifically aimed at promoting female entrepreneurship 
still pay attention to women entrepreneurs and improving 
working conditions for women.

After all, while the economic position of women is 
constantly improving in many places, there is still much  
to be gained. For example, the economic potential of 
women offers huge opportunities for global growth.  
A McKinsey study from 2015 indicates that full gender 
equality could increase the global economy by 26 percent 
(€ 25.5 trillion) by 2025. The same study showed that, if all
countries were to improve gender equality as fast as the 
fastest-improving country in their region, this could already 
add € 11 trillion in annual 2025 GDP. In short, treating 
women equally has enormous potential for society as a 
whole, including men. Investing in the empowerment of 
women is therefore not only the right thing, but also the 
sensible thing to do.

“ The economic potential  
of women offers huge 
opportunities for global 
growth.”
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As Ambassador for Women's Rights and Gender Equality,  
I am hopeful that we are on our way to an increasingly 
equal and fair future in which women can make the most 
of themselves. During working visits abroad, I have 
noticed that female entrepreneurs in particular often 
want to contribute to their community. When I talk to 
them, it gives me confidence that we are actively making 
a positive change with our investments.

I hope the stories in this magazine provide inspiration 
that leads to even more good examples in the future.

Mette Gonggrijp, 
Ambassador for Women's Rights and Gender Equality,  
Dutch Ministry of Foreign Affairs
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1 ‘Beyond Borders’; women entrepreneurs with 
international ambitions
The campaign ‘Beyond Borders’ is a call to action to all women entrepreneurs 
with international ambitions; broaden your horizon, explore international 
markets, and do business abroad. After all, companies that do business 
internationally are more productive, innovative and successful.
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The Ministry of Foreign Affairs has identified the inter-
nationalisation of women entrepreneurship as one of its 
priorities, because there is a lot of untapped economic 
potential among women entrepreneurs who want to 
export. The focus of the campaign is to provide these 
women with better access to finance, information and 
networking opportunities.

Platform to share experiences
Through network events and campaigns entrepeneurs are 
informed about the available services of the Ministry of 
Foreign Affairs in co-operation with the Netherlands 
Enterprise Agency. These events and campaigns are 
actively stimulating them to call the embassy, get to know 
the Netherlands Enterprise Agency, discover the range of 
subsidies on offer, go on a trade mission and join relevant 
networks.

‘Beyond Borders’ provides women entrepreneurs with a 
platform to share their experiences in international 
business. Here they can exchange useful tips and talk 

about the help they got from the embassies. For instance, 
how they have taken further steps thanks to the 
Netherlands Enterprise Agencies’ products and services. 
The ‘Beyond Borders’ campaign is also a call to society: 
acknowledge the problem, be aware of the gender bias 
and help to make change happen. 

Research on best practices 
The Dutch government would like to know more about 
the policy steps that governments have taken abroad and 
which products and services they have developed in the 
field of the internationalisation of women 
entrepreneurship.

At the end of 2019 the Netherlands Enterprise Agency and 
the Ministry of Foreign Affairs have commissioned 
research into the internationalisation of women 
entrepreneurs. This is an in-depth study following the 
research from 2018 that focused primarily on the position 
of women international entrepreneurs and their specific 
needs, motives and obstacles.

“ The focus of the campaign is to provide these women with better 
access to finance, information and networking opportunities.”
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Gaining insight
The 2019 study focused on best practices of government 
policy and implementation in Canada, Denmark and the 
United Kingdom. The central aim of the research is as follows:

The literature review, mapping of stakeholders and 
contact with various parties in Canada, Denmark and the 
United Kingdom, provided answers to the following 
research questions (in short):
•  Which countries are at the forefront of the 

internationalisation of women entrepreneurs?
•  What exactly does the successful policy of these 

countries entail in the form of "best practices?"
• What lessons can be learned?
•  Which ‘best practices’ could be applied to the  

Dutch context?

The online publication of this study is expected in the first 
quarter of 2020 on the Netherlands Enterprise Agency 
webpage ‘Beyond Borders.’ 

For more information, please see:  
www.rvo.nl/groei-over-grenzen

“ Here they can exchange useful  
tips and talk about the help they 
got from the embassies.”

https://www.rvo.nl/onderwerpen/internationaal-ondernemen/groei-over-grenzen
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2 Conquering the world with  
local herbs
The mission of Hrbs is to make local food accessible  
to city dwellers all over the world. Founders Nina 
Sickenga, Tessa Duste and Philip van Traa have already 
conquered the Dutch market with their service model 
for fresh herbs, crops and sprouts. Now, Hrbs wants  
to move into foreign markets. Denmark and Iceland, 
to be precise.
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Several years ago, Hrbs received a Starters International 
Business (SIB) voucher from the Netherlands Enterprise 
Agency (RVO) for individual coaching. Together with a 
consultant, the company examined the possibilities of 
expanding abroad. "Our company was still young at the 
time and it was actually too early for us. We did not want 
to rush into it," Tessa Duste explains.

Clarifying goals
Nina Sickenga continues, "Thanks to the coaching process, 
however, we did start to schedule hours to work on our 
foreign ambitions. After all, you want to make the most of 
your time with a coach. Normally, you tend to be too busy 
with your daily activities to set that kind of time aside. It 
has helped us clarify our goals."

Realising international dreams
Now that Hrbs is an established company, Nina and Tessa 
feel the time is right to realise their international dreams. 
Once again, they asked the Netherlands Enterprise Agency 
for support and received a grant for demonstration 

projects, feasibility studies and investment preparation 
projects (DHI). In addition, Hrbs was one of the winners of 
the Oranje Handelsmissiefonds (trade mission fund). 

The DHI grant allows the company to examine the 
feasibility of attracting foreign investments for their 
herb service. Nina explains: "Through the Oranje 
Handelsmissiefonds, we are receiving a year's worth  
of help to make our foreign expansion a success.  
This includes airline tickets and expert advice," Nina  
explains.

A foothold in other countries
Iceland and Denmark were easy choices for Hrbs. "We 
already had a foot in the door," Nina says. "In Iceland, we 
are already working on an assignment with our other 
company, MOSS, a green architecture agency. In 
Reykjavik, we are working on a green oasis for a Biodome 
– a covered, green meeting place. The client wanted to 
branch out into local food outlets and asked for our help 
again."

“ Thanks to the coaching process we did start to schedule 
hours to work on our foreign ambitions. It has helped us 
clarify our goals.”

https://www.rvo.nl/onderwerpen/internationaal-ondernemen/groei-over-grenzen
https://www.rvo.nl/onderwerpen/internationaal-ondernemen/groei-over-grenzen
http://www.rvo.nl/dhi
https://www.oranjehandelsmissiefonds.nl/
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In Denmark, Hrbs was approached by a group of 
entrepreneurs wishing to set up a Danish franchise. Nina 
"This appealed to us, because they already know the 
market. If you already have a foothold in a country, it is 
easier to do business there. It helps if you have contacts 
who know the local culture."

Expanding abroad
"We have been very active in publicising the fact that we 
want to expand abroad", Tess recounts. "Because we 
submitted grant applications and participated in the 
Oranje Handelsmissiefonds, we can now take steps in this 
direction. If we had simply looked around in silence, we 
wouldn't have made any progress at all."

The talks are still young, but they feel positive. Nina "You 
can never be 100% sure that things will succeed abroad. In 
the meantime, we must also make sure that our base in 
the Netherlands remains stable. In the long term, 
however, it remains our ambition to make local food 
accessible to all city dwellers worldwide."

Hrbs started in 2018 with a service model that delivers 
locally produced herbs, ready to harvest and easy to 
maintain. And is growing ever since. Already active in 
Iceland and Denmark, they have the ambition to make local 
food accessible to city dwellers worldwide. 
In the Netherlands Hrbs provides their products to big 
names such as De Bijenkorf, Michelin star Restaurant Pure 
C, La Place, NEMO, Restaurant Vermeer and many more!

Watch the video

“ We have been very active in 
publicising the fact that we want  
to expand abroad.”

https://www.hrbs.com/
https://www.rvo.nl/actueel/videos/de-kruiden-van-hrbs
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3 Matchmaking empowers women and their 
communities in Egypt
The majority of projects of the Centre for the Promotion of Imports from 
developing countries (CBI) are about creating opportunities and new 
perspectives for people and businesses all over the world. So, when CBI 
teamed up with Egyptian textile and weaving artisans Siwa Creations, 
and founder Leila Neamatalla, it was a match made in heaven. It was 
CBI’s ability to assist in matchmaking that has helped Siwa to orientate 
and enter the European high-end home furnishings marketplace. 
Moreover, export to Europe offers new perspectives for the lives of 
women and their community in the Siwa oasis.
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Limited prospects
When people talk about lack of opportunities and 
perspectives, they usually don’t associate this with an 
isolated oasis. However, for the women living in the Siwa 
oasis in the middle of the desert with only one road in and 
out, this is their reality. Combine this with cultural norms 
that restrict the freedom of movement of women outside 
the household and an economy that is 90% based on 
agriculture, and it’s easy to see that prospects for women 
of all ages in this region are severely limited. Marriage was 
one of the only options left open to them, with the 
expectation that they would be married by the age of 
eighteen.

Growth opportunity
Enter Laila Neamatalla, an Egyptian entrepreneur and 
creative jeweler and designer. She saw an opportunity to 
radically improve the lives of these women and their 
community while, at the same time, helping protect their 
cultural heritage through sustainable social and economic 
development. 

Cultural heritage
With a population of around 30,000, the Siwa oasis near 
the Libyan border has a tradition of intricate embroidery 
spanning centuries. However, these skills were not being 
learned by the younger women and the craft was at risk of 
dying out. In 2001, Neamatalla devised the Women's 

Artisanship Initiative whereby skilled grandmothers were 
paid to train young girls in the art of embroidery. Initially, 
ten older women were employed to train seventy younger 
women. Within three years, the number of women 
participating in the project increased to 300. 

Entering new markets
However, the 2011 revolution in Egypt created a crisis for 
the community as tourism and local markets took a hit. 
"CBI helped us to gain exposure outside of Egypt," explains 
Neamatalla. "This occurred in two ways," she says.  

"The experience, and the simple, elegant way of accessing 
a market by attending trade shows on the trusted CBI 
stand was one. The second was advice in design, helping 
us to evolve our designs to appeal to European tastes. 

“ She saw an opportunity to radically 
improve the lives of these women and 
their community while, at the same time, 
helping protect their cultural heritage 
through sustainable social and economic 
development.”
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Having access to the advice of the CBI experts was major 
because they gave us what we would normally achieve by 
trial and error – it was a quick fix. Having access to their 
intelligence regarding trends, fashions, colors, etc., was 
very useful. Also, the personal matchmaking was a 
definite success. Facilitating the one-to-one contacts was 
essential, and they assisted us in connecting with clients 
and producers, matching demand with supply."

Fresh perspectives
Nowadays, the women of Siwa can often earn 
considerably more than a male agricultural worker. 
Lifestyles have changed for the better, with more girls 
completing high school before they marry. Some women 
say they will marry later or perhaps not at all. Being able 
to appeal to new markets has helped secure the stability 
of the project and the community. The pressure to marry 
and become a dependent has been lifted, and today the 
women of Siwa can plan their own lives.

Siwa creations received support from CBI, the Centre for the 
Promotion of Imports from Developing Countries. CBI 
contributes to sustainable and inclusive economic develop-
ment in developing countries through the expansion of 
exports from these countries to Europe. Through export 
coaching projects, CBI supports entrepreneurs to become 
successful exporters to the European market.

“ The pressure to marry and become a 
dependent has been lifted.”

https://www.cbi.eu/
PA-Esj2
Sticky Note
Developing Countries met kleine letters:developing countries
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4 Women's participation: Cambodian factory 
sets good example
The Pratex Asia factory is a model for women's participation, 
sustainable enterprise and corporate social responsibility. Dutch 
entrepreneur Piet Holten built this factory in Cambodia with the help  
of the Netherlands Enterprise Agency.

https://www.youtube.com/watch?v=ezgRePIDTcQ


14 

Foreword

1  Beyond borders campaign: 
reaching out to women 
entrepreneurs with  
international ambitions

2  Dutch entrepreneurs  
expanding business to 
Denmark and Iceland.

3  Matchmaking empowers 
women and their communities 
in Egypt.

4  Cambodian factory sets good 
example for labour conditions 
for women.

5   Female entrepreneurship in 
Iraq.

6  Encouraging female  
entrepreneurship in Africa  
and the Middle-East. 

7   Empowering Coffee 
Communities in Kenya  
and Uganda.

Colophon

Pratex Asia shows the Cambodian textile industry how 
things should be done. The Pratex Asia factory 
manufactures products including high-quality eyeglass 
cleaning cloths for international brands including Oakley 
and Ray-Ban. The factory is in the Siem Reap region, a 
rural area without much industry. The arrival of the 
factory generated 160, jobs of which 114 were given to 
women. They can count on maternity leave, child care in 
the factory and infant nursing rooms.

Good and safe working conditions
Pratex Asia provides employees with good and safe 
working conditions. They receive a living wage, free 
meals, a thirteenth month and a bonus if they perform 
well. Furthermore, there is enough daylight on the work 
floor, and the building is wheelchair accessible.

Rainwater collection for toilets
The factory meets the strict quality requirements for  
SA 8000, ISO 9001:2008 and ISO 14001. To satisfy these 
requirements, the factory has installed solar panels on the 
roof, it uses as little energy as possible, and it collects 
rainwater for the toilets, to name a few examples.

Training for employees
The company has introduced innovative textile printing 
methods in Cambodia, such as automated screen printing 
and embossing. Pratex Asia trains employees to master 
these techniques. They also receive instructions on quality 
control, compliance and occupational health and safety. 

In the video Piet Holten from Pratex Asia explains how he 
was able to build this model factory with support from 
the Netherlands Enterprise Agency.

Pratex Asia received support through the Dutch Good 

Growth Fund (DGGF). DGGF is set up by the Dutch Ministry 

of Foreign affairs to help Dutch entrepreneurs realise their 

international ambitions  in developing countries and 

emerging markets by providing tailor-made services. The 

fund supports investment, import, export and investment 

funds.

Watch the video.

https://english.dggf.nl/
https://english.dggf.nl/
https://www.youtube.com/watch?v=ezgRePIDTcQ
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5 We want to stand for freedom, security, 
independence and quality for all women
“In Iraq, you can only buy lingerie in shops run by men. You can't try it on,  
and special-purpose lingerie is not available. I spotted a gap in the market,  
so I seized the opportunity,” Shapol Majid recounts. As one of the first Dutch 
entrepreneurs in Iraqi Kurdistan, she learned a lot from the Embassy. And the 
Embassy from her in return.
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Shapol Majid and her family fled Kurdistan for the 
Netherlands in 1996. When she returned to her birthplace, 
Sulaymaniyah, for the first time in 2011, an old friend told 
her she needed a nursing bra. It turned out these were not 
available in Kurdistan. Shapol decided to offer the local 
women an alternative to the male-operated lingerie 
shops. In 2014, she went on Marktplaats.nl to buy the 
stock of a lingerie shop that had gone out of business. 
Then she opened her own, called Khanem (‘lady’ in 
Central Kurdish).

Politics and practice
"I started very small. As soon as I felt the shop was going 
to be a success, I contacted the Netherlands' Consulate 
General in Erbil, Kurdistan. I talked about my 
opportunities as a businesswoman with them, as well as 
the political situation. This was around the time IS 
invaded Mosul, so I felt it was important to let them know 
that I had my shop in Kurdistan."

Sparring with the consulate
More than five years later, Shapol is still in regular contact 
with the Consulate General: "It's a small post, they are 
very busy. But they always try to make time for me 
whenever I visit them with plans and ideas. Recently I 
went to Baghdad. That was exciting since I hadn't been 
there for 33 years. I contacted the Netherlands' Embassy 
in Baghdad and asked them some questions. Such as 
which hotel to book, which areas were safe to travel in, 
and where to open a shop."

Interesting case study
While Shapol receives help from the Embassy, she also 
gives something back: "I'm one of the first Dutch SMEs in 
Iraq and a woman. That makes me an interesting case 
study for the Embassy. As their partner, I'm able to help 
build their expertise. That way, other entrepreneurs can 
benefit from my experiences as well."

“ I'm one of the first Dutch SMEs in Iraq and a woman. That makes me an 
interesting case study for the Embassy. As their partner, I'm able to help 
build their expertise. That way, other entrepreneurs can benefit from my 
experiences as well.”
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Creating more jobs
Recently, Shapol expanded her business with a sewing 
workshop in Sulaymaniyah. "The women who work in the 
workshop have had to flee their villages because of the 
ongoing fighting. Many of them have lost their husbands, 
and are now the only breadwinners for their families. The 
sewing workshop offers them a daytime activity, training 
and a fair wage."

The workshop not only creates jobs. It also contributes to 
the business: "As it's not sustainable to import products, I 
have them made here. People here are very proud of the 
fact that we now have our Kurdish lingerie brand."

Training 100 women a year
"In 2019, we started a pilot project funded by the 
Netherlands' Consulate General. As part of this project, 
Dutch trainers teach Kurdish women technical and 
commercial skills. Our goal for 2020 is to enable these 
women to become trainers themselves. We hope to train 
at least one hundred women each year. That is what 
Khanem stands for: freedom, security, independence and 
quality for all women."

Khanem Lingerie Fashion is a recognized Lingerie Styling 

Store in which discreet luxury, contemporary elegance and 

ultimate comfort meet. Khanem Lingerie Fashion is 

exclusively run by a female staff, guided by a "by women for 

women" philosophy. Khanem believes that only women 

know what women really want and feel.

http://khanem.com/2/home
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6 Growing numbers of successful female 
entrepreneurs
Leontien Timmermans is an expert on female entrepreneurship at the 
Orange Corners programme. She is also programme consultant for 
Sudan, Ivory Coast and the Palestinian Territories. Leontien: "Female 
entrepreneurs have a positive impact on national economies. That's 
why it's so crucial they get the same opportunities as their male 
counterparts. The Orange Corners programme was set up to help level 
the playing field."
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According to a projection by consultancy firm McKinsey, 
annual global GDP would increase by 26% by the year 
2025 if women and men played the same role in labour 
markets. This is why economic empowerment and further 
improvement of the economic climate for women is high 
on Dutch Minister for Foreign Trade and Development 
Cooperation Sigrid Kaag’s list of priorities. Orange Corners 
contributes to these goals through its focus on female 
entrepreneurship. 

Differences per country 
Leontien: "Female entrepreneurs don't enjoy the same 
opportunities as men in large parts of the world. In addition 
to cultural differences, that disparity can also be traced 
back to laws and regulations. Orange Corners therefore has 
to take a very targeted approach: what works in one 
country or region won't necessarily work elsewhere. For 
example, while entrepreneurship is generally regarded as a 
viable pathway to professional success in Nigeria, it's pretty 
much equated with unemployment in Mozambique. Laws 
and regulations can also be an important factor; while 
women may have relatively easy access to loans in some 
countries, they need their husband's permission to apply 
for one in others."

EmpowerHer 
"The Orange Corners incubator programme offers young 
entrepreneurs six months of training, mentoring, master 
classes and access to networks and financing in order to 
develop their business ideas into successful start-ups. 

In a number of countries, including Sudan and Morocco, 
we are organising the EmpowerHer programme in an 
effort to bring more women into the programme. Women 
often lack the confidence to start their own business. Our 
monthly programme is designed to encourage women; 
we put them in touch with role models and build up their 
knowledge and skills."

"The recruitment phase is crucial in a process," Leontien 
continues. "We've noticed that many women attend 
start-up events, but ultimately don't sign up for incubator 
programmes. We've been addressing that 
problem by getting local role models to visit universities 
and organising targeted social media campaigns. We also 
actively involve the family members of incubator 
programme participants in our programmes. In some 
countries, it's important for parents to know what their 
daughters are doing. That's why we invite them for the 
official kick-off or graduation ceremonies." 
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Expanding opportunities
"In order to increase female entrepreneurs' chances of 
success, we allow women to enrol anonymously. This 
ensures that they are solely assessed on the basis of their 
business ideas and not on their gender. Furthermore, the 
selection committee that assesses the entrepreneurs' pitches 
is made up of an equal number of men and women. This also 
applies to the Orange Corners Innovation Fund committee, 
which provides funding to entrepreneurs. We provide 
mentoring and psychological coaching as well, as part of our 
focus on personal development. Finally, our training 
programmes focus on the issue of gender and this is also the 
subject of various master classes." 

"In order to be successful as entrepreneurs, women need 
the opportunity to exchange experiences with other 
female entrepreneurs. In June 2019, we organised an 
incoming mission for female role models from the MENA 
region in order to help them expand their networks. We 
also organise networking events, such as Lionesses of 
Africa (Mozambique, Ivory Coast), in the countries 
themselves, in order to create platforms for female 
entrepreneurs. We promote Orange Corners at these 
events in collaboration with the local Dutch embassy." 

Orange Corners results
“Orange Corners aims to ensure that half of all 
programme applicants are women. More importantly, our 
programmes are designed to help increase the number of 
successful female entrepreneurs. As of right now, 43% of 
Orange Corners entrepreneurs are female. 

We're achieving excellent results in some of the countries 
we work in. Sudan is a good example of a country where 
the EmpowerHer programme has yielded real results. We 
have managed to initiate an open debate on the challenges 
facing women, and provide effective support and 
supervision. The number of female applicants actually 
doubled, and the number of women taking part in the 
programme increased from 20 to 50%. Results like these 
are what keep us going," Leontien concludes. 

Orange Corners is a programme aimed at young  

entrepreneurs in Africa and the Middle East. Participants  

are offered training, mentoring, master classes, access to 

networks and financing, over a period of six months, in 

order to help them develop their business ideas into a 

successful start-up. Orange Corners works in partnerships 

with local authorities, universities, national and interna-

tional businesses and other organisations. With extensive 

knowledge of the local market, Orange Corners can 

optimally support and empower new entrepreneurs.

“ In order to be successful as 
entrepreneurs, women need the 
opportunity to exchange experiences 
with other female entrepreneurs.”

https://www.orangecorners.com/
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7 Empowering the Black Coffee Community
Black Coffee Community is a short documentary capturing the life 
changing experiences of three coffee farmers.

https://www.youtube.com/watch?v=J3tdlZwc7eo&feature=emb_title
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More than 70% of coffee in Uganda or Kenya is sourced 
from smallholder farmers. These farmers are still 
grappling with fluctuating prices, decline in government 
extension service and effects of climate change.

Diversification of income
In the Sustainable and Secure Smallholders Systems at 
Scale (4S@Scale) Programme, coffee farming households 
were helped to diversify their income through commercial 
dairy and horticulture farming. The programme had four 
focus areas: gender inclusion, good agricultural practices, 
use of bio-digester technology for cooking, lighting and 
farming and diversification to other crops.

Self-sufficient farmers
In this documentary, we hear the stories of three farmers 
who had participated in the 4S@Scale Programme. We 
follow them into their farms and capture their day to day 
life. Through one on one interviews we paint a picture of a 
small community of self-sufficient farmers who are 
responsible for a thriving coffee industry in East Africa.

Better livelihoods
The coffee sector in Kenya and Uganda is dominated by a 
patriarchal culture. The women and youth who do most 
of the actual work benefit very little from the proceeds to 
sustain their livelihoods. The stories of the farmers in the 
documentary show case how farming is different for 
women than for men and how women farmers and their 
families have benefitted from the programme. 

Gender transformative approach
One of the result areas covered by the 4S@Scale 
Programme is gender mainstreaming, whereby a gender 
transformative approach was adopted. The programme 
not only looked at gender equity in terms of numbers, but 
also in terms of gender relations at household level. 

The 4S@Scale programme, supported by Hivos East Africa, 

was subsidized by the Ministry of Foreign Affairs of the 

Netherlands through the funding of the Facility for 

Sustainable Entrepreneurship and Food Security (FDOV). 

The FDOV programme encouraged public-private  

partnerships in the field of food security and private sector 

development in developing countries. From 2020, FDOV 

has been incorporated in the new SDG Partnership Facility 

Watch this video.

“ The coffee sector in Kenya and 
Uganda is dominated by a 
patriarchal culture.”

https://www.hivos.org/news/new-documentary-black-coffee-community/
https://english.rvo.nl/subsidies-programmes/sdgp
https://www.youtube.com/watch?v=J3tdlZwc7eo&feature=emb_title
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NL Enterprise Agency is a department of the Dutch ministry of Economic Affairs and Climate 
Policy that implements government policy for agricultural, sustainability, innovation, and 
international business and cooperation. NL Enterprise Agency is the contact point for 
businesses, educational institutions and government bodies for information and advice, 
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Netherlands Enterprise Agency is part of the ministry of Economic Affairs and Climate Policy.

https://www.sdgnederland.nl/sdgs/doel-5-vrouwen-en-mannen-gelijk/
https://www.sdgnederland.nl/sdgs/doel-8-fatsoenlijke-banen-en-economische-groei/
https://english.rvo.nl/onderwerpen/international-enterprise/corporate-social-responsibility/gender-equality



