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  EXECUTIVE SUMMARY  

 
Objectives 

The objective of this report is to present the results of a market study on the digital economy 

conducted in the Kurdistan Region of Iraq (KRI). The study focuses on the digital skills needed by this 

sector of the market. The findings of this report will then be used to design a curriculum for digital 

skills which will be implemented at the public vocational training centres of KRI. 

 

Methodology 

The study has followed a qualitative modality including 33 interviews and three Focus Group 

Discussions (FGD) with: 
 

Å Twenty-five interviews with enterprises from diverse sectors of the digital economy 

(service delivery, digital marketing, retail and e-commerce); 

Å One interview with the Directorate of Labour and Social Security at the Ministry of Labour 

and Social Affairs (MoLSA); 

Å Four interviews with public and two private vocational technical centres; 

Å Three FGD with 13 participants who either studied a subject related to the digital economy 

or who are looking for a job in the digital economy. These FGDs were complemented with 

two individual interviews with the same category (more specifically, Syrians based in Erbil 

looking for a job in the digital economy); 

Å One interview with an e-government stakeholder. 

 

Findings 

Legislative framework of the digital economy in KRI  

Å Interviewees report that company registration is a lengthy and costly process. 

Å The current legislative framework could better protect enterprises in the digital economy, 

mainly by better protecting their intellectual property and by protecting them against 

customers who cancel orders too late. 

Å Digital literacy remains a barrier preventing the digital economy from reaching a larger 

number of customers in KRI. This in turn slows down the development of the digital 

economy. 

Å Most enterprises seem to have no problems with dealing in cash. They would however 

benefit from online payments in order to protect themselves by retaining a fee for example 

from clients who cancel late. 

 
The current landscape of the digital economy in KRI  

Å Based on the estimated percentage of digital economy users by interviewees, there are 

around 130,000 digital economy users in KRI. 
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Å Using two different computations (one based on the gross domestic product and one 

based on the estimated revenue of interviewees), the share of the digital economy in the 

GDP is broadly estimated between 0.06% and 0.09% of total GDP (15 to 20 million United 

States dollars (USD) / year). 

Å The typical portrait of a founder in the digital economy is a young Iraqi Kurdish man (25 to 

40 years old, on average). Despite this typical portrait, there are cases of successful women 

entrepreneurs in this sector. 

Å As described by the enterprises which were interviewed, digital economy users are 

generally young (mostly between 16 and 30), both male and female and mainly living in 

urban centres. 

Å Most employees working in the digital economy are young (mostly between 20 to 30 ӛ 

sometimes up to 40). In the interviewee sample, 6.8% of employees are women while 7.8% 

are refugees, non-Iraqis or internally displaced persons (IDP). 

 
The potential of the digital economy for employment and GDP grow th  

Å In an optimistic scenario, the share of the digital economy in the GDP could grow up to 

around 60% over the next two years. This estimate is based on the growth expectations of 

each interviewee and were extrapolated to the whole sector. 

Å In the short term, according to the interviewees, the highest recruitments would be in 

digital marketing, data entry and web development. 

Å A creation of around 750 jobs is expected in this sector, including around 450 requiring 

digital skills . This estimate is based on the expected recruitment of interviewees and was 

extrapolated to the whole sector. 

Å According to the cost-effectiveness analysis applied to the digitisation of the retail sector 

(supermarkets), adopting digital technologies is a profitable investment that can be paid 

off, generally, in less than two years. However, the employment opportunities requiring 

digital skills created by this digitisation process seem to be limited (4.3 new employees per 

supermarket). 

 
Training offered in KRI  

Å The public vocational training centres which were visited included courses on basic 

computer  usage. However, there were no courses related to more sophisticated digital 

skills. 

Å Vocational training centres report a high uncertainty regarding the budget of public 

vocational training centres for 2021 (and government salaries and operational budgets in 

general). 

Å This study did not find any digital marketing training in KRI. 

Å The public vocational training centres have the potential to host digital modules. It is 

however necessary to assess the technical level of trainers and to assess the software 

needed to organise the training. 

 
Skills needed to work in the digital economy  

Å Enterprises in the digital economy report that they mostly need skills in digital marketing, 

design, web development, content creation and mobile application  development . 

Å Based on the self-assessment of FGD participants, they seemed to have little knowledge of 

these skills, apart from content creation which is less a technical skill than the others. 
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Å Enterprises in the digital economy report that they prefer candidates who are trilingual  

(English, Kurdish and Arabic) or at least bilingual (English and Kurdish or Arabic). 

Å The barrier of the Kurdish language makes it more difficult for refugees , non-Iraqis 

and IDPs to obtain a job in the digital economy in KRI. The Kurdish language is a barrier for 

both oral communication with the team and clients, as well as written communication for 

digital marketing for example. 

 

Recommendations 

Based on the findings obtained after analysing all the information collected, the following steps are 

recommended: 
 

Å Developing the following modules (by order of relevance to the interviewees in the 

sample): social media marketing, web design, front end and back end development, 

content creation and mobile application development with  Flutter ; 

Å Assessing the technical level of the teachers at the vocational training centres; 

Å Keeping a line of budget to finance the training  (including incentives for teachers) and the 

material needed (mainly the software to teach digital skills); 

Å Creating a job-matching platform bringing together the stakeholders of the sector 

(companies, training centres, jobseekers), to provide several services, including job- 

matching to facilitate the job finding process for jobseekers and a feedback loop where 

employers would inform training providers about the usefulness of their courses. 
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  1. INTRODUCTION  

 
Altai was commissioned by the Danish Refugee Council (DRC) and VNG International to conduct 

L@AK KLM<Q ;9DD=< ӑ3FDG;CAF? L@= HGO=J G> L@= <A?AL9D =;GFGEQ AF )0'ӆ E9JC=LKLM<QӒӅas part of the 

HJGB=;L ӑ'EHJGNAF? J=KADA=F;= G> @GKL ;GEEMFALA=K ҍ J=>M?==K AF'J9IӒӄ 
 

There are two phases for this study. Phase 1, presented in this report, is a market research on the 

digital economy in order to analyse the market size and its potential growth, potential employment 

and the digital skills needed by employers. Phase 2, which will start after concluding this report, aims 

to design curriculum material to teach digital skills at the public vocational training centres based 

on the findings of phase 1. During both phases, the work is in coordination and with the support of 

MoLSA. 
 

In order to have a better understanding of the dynamics of the digital economy, the partners agreed 

to limit this study to four major sectors which could present potential for employment creation: 
 

Å Information technology (IT) and digital marketing: companies that develop websites, 

mobile applications, software and digital marketing campaigns (among others); 

Å Delivery: delivery and shipping of products and services from the local market or from 

abroad; 

Å Retail: shops/supermarkets that have both physical points of sale and online points of sale; 

Å E-commerce: online platforms that sell a product or a service (with no physical point of 

sale). 

 

Figure 1: Market positioning of the four subsectors studied 
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  2. METHODOLOGY  

 
Key Takeaways 

 

 

2.1. Overview 

Thirty-three interviews were conducted with the different stakeholders of the digital economy in KRI 

and three FGD with 15 participants working or looking for a job in the digital economy. 
 

Chart 1: Distribution of interviews and FGD 
 

 
 

2.2. Digital enterprises 

Twenty-five enterprises in the digital economy were interviewed and are distributed as follows: 
 

Chart 2: Distribution of interviews with enterprises in the digital economy  
 

Thirty-three interviews and three focus group discussions were conducted overall: 
 

Twenty-five enterprises from diverse sectors of the digital economy (delivery, digital marketing, retail and 
e-commerce) 

One interview with the Directorate of Labour and Social Security at the Ministry of Labour and Social Affairs 
(MoLSA) 

Four public and two private vocational training centres 

Three focus group discussions (FGD), complemented with two individual interviews with the same profile 

One interview for e-government 
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Table 1: List of interviewees 

 

Sub-sector Core business Location 

Delivery Food delivery from restaurants Erbil 

Delivery Food delivery from restaurants Erbil 

Delivery Delivery of products from abroad Erbil 

Delivery Delivery of products from abroad Erbil 

Delivery Delivery of products abroad Erbil 

Delivery Supermarket delivery Erbil 

Digital marketing  Digital marketing Sulaymaniyah 

Digital marketing  Web and app development, digital marketing Erbil 

Digital marketing  Web and app development, digital marketing Erbil 

Digital marketing  Web and app development, digital marketing Erbil 

Digital marketing  Web and app development, digital marketing Erbil 

Digital marketing  Web and app development, digital marketing Erbil 

Digital marketing  Web and app development Erbil 

E-commerce General e-commerce platform Erbil 

E-commerce Babysitting matching platform Sulaymaniyah 

E-commerce General e-commerce platform Erbil 

E-commerce Platform to buy handmade products in KRI Erbil 

E-commerce Real estate platform Erbil 

Retail Supermarket delivery Erbil 

Retail Supermarket delivery Erbil 

Retail Clothes retailer Erbil 

Retail Candle retailer Erbil 

Retail Beauty products retailer Erbil 

Retail Supermarket delivery Erbil 

Retail Supermarket delivery Erbil 

During interviews, a list of digital skills prepared by Re:Coded1 was shown to the interviewees so 

they could indicate which digital skills they are looking for. The results of this grid of digital skills is 

aggregated and analysed in section 8 of this report (Skills needed to work in the digital economy). 
 

Only one supermarket was not asked to complete this form because they do not use a digital 

platform yet (only WhatsApp/Viber). The answers of those responsible for the transition towards 

e-governance are included in the data analysis. 

 

2.3. Vocational training centres 

During the data collection, four public vocational training centres were visited: 
 

Å Two Vocational Trainings in Erbil 

Å One Vocational Training Centre in Duhok 

Å One Vocational Training Centre in Sulaymaniyah. 
 

Two private vocational training centres were also interviewed in Erbil. 
 

The director or vice-director of each public vocational training centre was interviewed, followed by a 

quick visit to the centre. 

 
1 Re:Coded offers free coding bootcamps and digital skills training to local and conflict-affected youths in Iraq. 
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Electricity ӛ KRG 

3 years) 

years) 

 

 

2.4. Focus group discussions 

Three FGD were organised as well as two individual interviews to complement the FGD. In total, 15 

discussants participated. 
 

Participants were selected through the contacts of the enterprises which were interviewed and 

through Rwanga Foundation (a local charity). The main criteria was that they either studied a subject 

related to digital skills or if they were working in a position that required digital skills. Participants 

were 25 years old on average and mostly from Erbil. There were around 60% men and 40% women. 

One woman is an IDP from Baghdad and three men are from Syria. 
 

During these FGD, discussants were asked to undertake a self-assessment of their digital skills. These 

same skills were presented to the enterprises. In addition, we asked them to indicate their interest in 

learning these specific digital skills. 
 

Table 2: Profile of FGD participants 

 

Participant  Age Gender Local/refugee/IDP Degree Employment status 

1 23 Male Local 
BS in computer engineering ӛ Tishk 
International University ӛ Erbil 

Working in digital marketing 

2 18 Male Local Computer ӛ Amal Private Institute ӛ Erbil Student 
 

 
Computer ӛ National Technical Institute 
(private TVET) ӛ Erbil 

Working at the airport with 
tasks unrelated to IT 

 

 

6 26 Female Local IT ӛ Erbil Polytechnic University ӛ Erbil 
Working at the Ministry of

 

 
7 32 Female 

IDP from Baghdad 
(has lived in Erbil 

for 13 years) 

 
IT ӛ Choueifat University ӛ Erbil Working in IT at a hospital 

8 21 Female Local IT ӛ Salahaddin University ӛ Erbil Looking for a job 

10 21 Male Local IT ӛ Salahaddin University ӛ Erbil Student doing an internship 

 

12 25 Male Syria (in KRI since 
Working as an electrician 

Geography ӛ University of Sweida, Syria while waiting to find a job in 
IT/digital economy 

 
14 25 Male Syria (in KRI for 5.5 

Diploma in IT ӛ Noble Institute ӛ Erbil Looking for a job 

 

 
 

2.5. E-government 

Digitisation of public services is not within the scope of this study. However, one interview was 

conducted about the transition towards e-government mainly to understand the timeline, goals 

and potential employment creation by e-governance. The interview took place with the Director of 

Information Management at the Kurdistan Regional Government. 
 

Since the potential employment creation seemed limited, no further interviews were scheduled. 

3 25 Female Local 
Computer sciences/engineering ӛ Tishk Working in IT department at 
International University) ӛ Erbil a hospital 

5 32 Male Local 
Computer ӛ National Technical Institute 
(private TVET) ӛ Erbil 

Looking for a job 

11 23 Female Local 
Software engineering ӛ Salahaddin 
University ӛ Erbil 

Working as an IT assistant in 
a governmental office 

13 23 Female Local 
Software engineering ӛ Salahaddin 
University ӛ Erbil 

Looking for a job 

15 32 Male 
Syria (in Erbil since  Mechanical engineering ӛ University of 

1 month) Damascus ӛ Damascus, Syria 
Looking for a job 

4 26 Male Local 

9 22 Male Local IT ӛ Soran University ӛ Soran Looking for a job 
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2.7. Challenges and limitations 

 

 

2.6. Market shares 

To extrapolate data, the market share of interviewees from each sector was estimated (number of 

companies interviewed versus total estimated number of companies in the subsector). These estimates 

were used for the market sizing, expected revenue growth and potential employment creation. 
 

Table 3: Market share estimates of interviewees 
 

Estimated 
Rationale

 
market share 

Delivery 18% Å Food delivery: there seems to be a limited number of actors. 
Delivery of products from abroad: there seems to be a high number of 
small and very small actors. 

  Å Eighteen competitors were cited during the interviews. 

  Å It is estimated there are 10 other actors of equivalent size to the 
interviewees. 

  Ἅ6 interviewees compared to around 34 actors in total 

Digital  35% Å Seven major competitors were cited by interviewees. 

marketing  
Å A quick desk review shows there are many small actors in the three main 

urban centres. 

Å It is assumed that the main agencies were covered during the interviews 
since most of the interviewees cited almost the same competitors. The 
other agencies must therefore be smaller or less known. 

Å The total number of actors is rounded up to 20. 

Ἅ7 interviewees compared to 20 actors in total 

E-commerce 18% Å Four competitors were cited. 

  Å However, interviewees may not know all the actors. They might only 
know the ones working with the same category of products. 

  Å There are a few other medium-sized Kurdish actors3. Some specialise in 
one category of product only (for example, cars). 

  Å There are many other smaller actors, which can be social media pages 
only without a proper website. 

  Å The biggest e-commerce platforms4 in Iraq do not seem to be Kurdish5, 
except for Bazaryonline (ranked sixth in terms of numbers of fans on their 
Facebook page). Most actors seem to be from other regions in Iraq. 

  Å In addition to the four competitors cited, it is estimated there are 20 
more. 

  
Ἅ5 interviewees compared to 28 actors in total 

Retail 35% Å Three other supermarkets on Lezzoo. 

  Å No competitors cited in the interviews. 

  Å The number of actors is rounded up to 20. 

  
Ἅ7 interviewees compared to 20 actors in total 

 

These market shares were estimated based on the number of interviewees compared to the number 

of competitors. The competitors were estimated based on what the interviewees mentioned as well 

as basic desk research. 

 

2 Number of actors interviews / estimated total number of actors in the subsector 

3 https://import -export.societegenerale.fr/en/country/iraq/ecommerce 

4 Ranked according to the number of fans on their Facebook page. 

5 https://www.socialbakers.com/statistics/facebook/pages/total/iraq/brands/ecommerce 

https://import-export.societegenerale.fr/en/country/iraq/ecommerce
https://import-export.societegenerale.fr/en/country/iraq/ecommerce
http://www.socialbakers.com/statistics/facebook/pages/total/iraq/brands/ecommerce
http://www.socialbakers.com/statistics/facebook/pages/total/iraq/brands/ecommerce
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2.7.1. Challenges 

One of the most challenging issues during fieldwork was to obtain interviews with the large actors 

of the digital economy. It took a few weeks to get an answer from one of the largest food delivery 

mobile applications while no answer was received from a major platform for taxis. 
 

Another challenge was to identify Syrians to participate in the FGDs, because there seems to be a 

limited number of Syrians working in this sector. 

 
2.7.2. Limitations  

Many enterprises did not have precise data about their revenue, future recruitment and other 

financial indicators. Interviewees specified that the data they were sharing was approximate. Since, 

in addition to that, the interviewees are not a representative sample, the estimates in this study 

should be treated as general trends and not precise data. 
 

Two main biases were identified in this market study. Firstly, most enterprises interviewed and 

almost all FGD participants are based in Erbil. Secondly, few women in enterprises were interviewed. 

However, these biases also reflect realities of the sector, which is both concentrated in Erbil and with 

less women than men. 
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Key Takeaways 
 

 

This section examines various environment-related barriers in order to identify appropriate 

recommendations to support current digital enterprises and encourage technology 

entrepreneurship. 

 

3.1. Legislative framework and challenges 

3.1.1. Company registration  

Table 6 shows the governmental departments involved in registering enterprises of the digital 

economy. As shown in the table, the number of governmental departments ranges from three to six. 

Some interviewees reported that they found this process long (one to two months) and could be 

organised in a more efficient way. Additionally, interviewees reported that the cost for registration is 

between 3,000 to 4,000 USD. Most interviewees had lawyers handling the registration process. 
 

Table 4: Governmental departments involved in 

registering enterprises of the digital economy  

 

Delivery Digital Marketing  E-commerce Retail 

Chamber of commerce Chamber of commerce Chamber of commerce Chamber of commerce 

Company registration  

directorate  

Company registration  

directorate  

Company registration  

directorate  

Company registration  

directorate  

Tax office Tax office Tax office Tax office 

Security (Asayesh) 
  

Security (Asayesh) 

   
Municipality  

   
General directorate of Health 

In addition to the high cost, interviewees cited three main barriers which hinder enterprise 

registration (shown in Chart 2: Barriers to registering enterprises). These barriers, from most hindering 

to least hindering, are (i) high taxes, (ii)  rejection  of names and (iii)  renting  an office space. 
 

Interviewees from all sectors reported that they find taxes too high, especially because of the base 

for calculating taxes is not always clear to them. For instance, a supermarket mentioned that taxes 

3. LEGISLATIVE FRAMEWORK 

 

Interviewees report that company registration is a lengthy and costly process. 

The current legislative framework could better protect enterprises in the digital economy, mainly by better 
protecting their intellectual property and by protecting them against customers who cancel orders too late. 

Digital literacy remains a barrier for large numbers of customers in KRI. This in turn slows down the 
development of the digital economy. 

Most enterprises seem to have no problems with dealing in cash, but they would benefit from online 
payments in order to protect themselves from clients who cancel late, for example. 
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are based on the surface of the shop rather than sales. Since enterprises of the digital economy do 

not always have a shop (such as e-commerce enterprises) whose surface can be used as a basis for 

taxation, it seems that these enterprises understand even less how their taxes are calculated. 
 

Chart 3: Barriers to registering enterprises 

 

 

Interviewees, especially from the e-commerce sector, reported frustration with registering the names 

of the enterprise they are creating. Their responses suggest that there are no clear rules about 

which names can or cannot be accepted. This in turn has been leading entrepreneurs to submitting 

different names until reaching name approval. 
 

In addition, start-ups in the digital economy do not always need an office space. Some can work from 

home or without an official office initially. However, it seems to be a legal requirement for officially 

registered enterprises to have an office address. According to interviewees, this requirement has not 

adapted to start-ups in the digital economy. 

 
3.1.2. Existing legislative  framework  

Based on the interviews, this study revealed four groups of barriers related to the legislative 

framework of Iraqi Kurdistan (visualised in Figure 2). 
 

Specific laws that are necessary to develop the digital economy are not included in the legislative 

framework, such as laws to regulate the online behaviour of customers. The current legislative 

framework does not provide enough protection to enterprises against fake orders and late 

cancellations. Two interviewees from the e-commerce sector explicitly reported that they incurred 

financial losses due to fake orders and late cancellations. Furthermore, the legislative framework 

does not include the protection of intellectual property that results from the application of creativity 

and technical skills. 
 

The second group of legislative barriers relates to international and national customs . Delivery 

enterprises seem to struggle with customs not only when importing products through borders, but 

also when shipping products between cities. On the Iraqi-Turkish border, i.e. at the Ibrahim Khaleel 

border post, the inspection of imported products leads to damaged products and losses by delivery 

companies. For national shipping, customs charges are sometimes charged when shipping from 

north to south of Iraq. Furthermore, checkpoints between cities may inspect shipped products in a 

way deemed inadequate by enterprises, for example, by damaging the products sometimes. 
 

Third, the legislative framework imposes transportation barriers . Local food delivery companies 

use motorcycles. However, the KRG banned the import of motorcycles since 2012. Thus, traffic police 
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frequently confiscate motorcycles which entered illegally since 2012 and which are not officially 

registered6. This leaves drivers and their employers with no affordable means of transportation. 
 

Fourth, the current taxation system was reported as a strong barrier. Nine interviewees explicitly 

mentioned that providing tax exemptions would motivate entrepreneurship. This falls in line with 

results reported in section 3.1.1 regarding the hindering effect of tax on registering enterprises. It 

has been reported by interviewees that there is also wasta (influence of personal connections) in 

the taxation process, which leads to inconsistencies in taxes enforced on enterprises and provokes 

frustrations. 
 

According to interviewees, expansion into the rest of Iraq is legally challenging because of the 

differences between the legislative framework of Iraqi Kurdistan and of federal Iraq. To expand to Iraq 

an enterprise needs to register in Baghdad, which takes a minimum of eight months (one interviewee 

even reported a duration of 14 months). Also, there is no tax exemption for enterprises operating in 

both Iraqi Kurdistan and Iraq, meaning that these enterprises are required to pay taxes to both the 

Kurdistan Regional Government (KRG) and the central government of Iraq. 
 

Figure 2: Barriers of legislative framework  

 

 
3.1.3. Financial & technical  support  

According to interviewees, they would need more financial and technical support for the 

development of their enterprises, such as: 
 

Å Investment in digital enterprises: Enterprises need investment, ranging from 8 to 20K 

USD, to grow and expand. However, investment does not seem to be accessible. Among 

the interviewees, only one of the largest food delivery applications was able to secure 

investment from a US-based seed start-up accelerator. It was also reported that local 

investors are not especially keen on investing in the digital economy. 
 

6 https://www.rudaw.net/english/lifestyle/09092020 

http://www.rudaw.net/english/lifestyle/09092020
http://www.rudaw.net/english/lifestyle/09092020
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Å Bank loans: None of the enterprises considered taking bank loans, either because they 

do not know it is possible to take a loan or because of the difficult conditions of loans 

(in general, banks demand very large collaterals on real estate, and personal guarantor, 

ӑkafeelӒӅwhich makes credit difficult to access for small enterprises in general, not just 

digital companies). 

Å Technical support: In addition to investment, enterprises expressed the need for technical 

support, especially in the form of digital marketing and mobile application development 

training. 

 

3.2. Digital literacy & culture 

3.2.1. Customer digital  literacy  

While the digital economy of Iraqi Kurdistan seems to be growing, digital literacy remains a barrier 

for many customers. These customers ӛ often older and/or not living in the main urban centres ӛ do 

not always know how to place an order on an e-commerce application, for example. Enterprises, 

especially from the e-commerce sector, aim to overcome this barrier in two ways: first, by enabling 

customers to make purchase orders through calling customer service; second, by uploading tutorial 

videos and providing instruction materials to customers. 
 

Chart 4: Digital literacy barrier (yellow) and solutions (green)  

 

 

3.2.2. Trust & cash-based economy 

Contrary to expectations, a large number of enterprises seem to have no problems with dealing 

in cash. In fact, it was suggested that cash on delivery helps overcome the customer trust barrier, 

because customers are not taking any risks when making purchase orders. For example, a cloth 

J=L9AD=J E=FLAGF=< ӑ;MKLGE=JK <GFӐL @9N= LG LJMKL E= EM;@Ӆ L@=Q <GFӐL H9Q MFLAD L@=Q J=;=AN= 

HJG<M;LKӒӄ &GO=N=JӅ ;9K@-based transactions increase the vulnerability of vendors to fake orders and 

late cancellations, especially in an environment that lacks necessary laws. 
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Chart 5: Dealing with the cash economy 

 

 
3.2.3. Delivery & postal  address 

This study reports mixed findings regarding the lack of postal addresses in Iraqi Kurdistan. Some 

enterprises reported difficulties in delivering goods because they could not identify the exact 

location of customers and lacked knowledge of landmarks near customers. In contrast, enterprises 

that outsourced the delivery process to specialised companies did not seem to struggle, but this 

is perhaps because they are simply not aware of the difficulties of identifying locations without 

postal addresses. Thus, it would be rather accurate, based on the evidence at hand, to suggest that 

implementing a postal address system could lead to more effective and efficient delivery processes. 
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Key Takeaways 
 

 

4.1. Market sizing 

4.1.1. Estimate of the population size using digitised  services 

One interviewee from the e-commerce sector who has been working in the digital economy for 

many years estimates that around 5% of the population in KRI uses digital services. This estimate is 

applied to the population above 15 (see 4.3 Digital economy user profile) and to the people living in 

the big urban areas ӛ Erbil, Duhok, Sulaymaniyah (see 4.3 Digital economy user profile): 
 

Table 5: Estimate of the population size using digitised services 

 

Population above 
15 (%) 

Urban 
Population 

(2014) 

Population 
above 15 

Digital economy 
users (%) 

Digital economy 
users 

Erbil 60% 1,463,333 882,390 5% 44,119 

Sulaymaniyah 68% 1,740,496 1,183,537 5% 59,177 
 

Duhok 63% 987,037 617,885 5% 30,894 

Total 4,190,866 2,683,812 134,191 

 

Comparing this estimate to the number of users of the well-known mobile applications (25,000 active 

users for one e-commerce actor and more than 50,000 downloads for the major food delivery actor, 

for example), this estimate sounds reasonable. 

 
4.1.2. Estimate of the share of the digital economy in the  GDP 

Due to the lack of proper statistics, it is very difficult to estimate this share. Two different methods 

were applied to estimate the market share of the digital economy. These methods lead to 

estimations relatively close to each other. 
 

Å Method 1: Based on GDP of wholesale and retail 

 

7 IOM, July 2018, Demographic Survey, Kurdistan Region of Iraq. 

8 IOM, July 2018, Demographic Survey, Kurdistan Region of Iraq. 

THE DIGITAL ECONOMY IN KRI 

The study estimates that there are around 130,000 digital economy users in KRI. 

The digital economy sector is estimated to generate between 15 and 20 million USD of annual revenue 
(representing between 0.06% and 0.09% of GDP). 

The typical portrait  of a company founder in the digital economy is a young Iraqi Kurdish man (25 to 40 
years old, on average). 

According to respondents, most digital economy users are young (mostly between 16 and 30), both male 
and female and living in urban centres. 

Most employees working in the digital economy are young (mostly between 20 to 30 ӛ sometimes up to 40). 
In the interviewee sample, 6.8% of employees are women while 7.8% are refugees, non-Iraqis and IDPs. 
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Two large retailers estimated that online sales represented around 1% of their total sales. This 

percentage is applied to the GDP of wholesale and retail trade in KRI in order to estimate the share of 

the digital economy in the GDP. 
 

Table 6: Estimate of the share of the digital economy in the GDP (Method 1) 

 
 

Iraqi Dinar (IQD) USD 

GDP of wholesale and retail trade (2015)9 2,449,000,000,000 1,975,000,000 

Proportion of firms in retail (2015) 10, as 
opposed to wholesale 

76% 76% 

GDP of retail trade 1,861,240,000,000 1,501,000,000 

Qualitative estimate  1% 1% 

Resulted computed size of digital sales 18,612,400,000 15,010,000 

Population using digital economy  134,191 134,191 

Spending per user per year 138,701 112 

This method would thus lead to a 0.06% share of the digital economy in total GDP (2015)11. 
 

Å Method 2: Based on the revenue declared by the interviewees 
 

We extrapolated the market size of each interviewee to estimate the size of the whole sector. 
 

Table 7: Estimate of the share of the digital economy in the GDP (Method 2) 

 

Estimated revenue of 
interviewees per year (USD) 

Share of interviewees 
compared to the total  

digitised market  

Extrapolated 
revenue (USD) 

Digital marketing  1,777,500 35% 5,078,571 

 

E-commerce 678,510 18% 3,799,653 

Retail 1,726,375 35% 4,932,499 

Delivery 2,631,850 18% 6,759,69314
 

Total 6,814,234 
 

20,570,417 

This method would thus lead to a 0.09% share of the digital economy in total GDP (2015). 

 

 

 

 
9 Rand Corporation, Kurdistan Regional Government Ministry of Planning, 2016, Calculating the Gross Regional Product of 

the Kurdistan Region ӛ Iraq. 

10 Rand Corporation, Kurdistan Regional Government Ministry of Planning, 2016, Calculating the Gross Regional Product of 
the Kurdistan Region ӛ Iraq. 

11 Latest available figures concerning the GDP in KRI. 
In order to stay consistent, the share of the digital economy in the GDP was estimated based on the total GDP from the 
same year as the GDP used in the calculations in the table above. 

 
12 Based on the expectations of interviewees. 

13 See 2.6 Market shares. 

14 We extrapolated without including *=RRGGӐKrevenue because it is an exceptional actor in the digital economy in KRI. 
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4.2. Founderprofile 

Based on the profile of founders, a typical portrait was identified: a young man (25 to 40 years old, on 

average) who is Iraqi Kurdish. 
 

Å Eighty per cent of the founders are male. The other 20% are women: two enterprises 

in the digital marketing sector with a team of 8 to 10 employees; and three small diverse 

start-ups with one to three employees including the female founder. 

Å Eighty-four per cent of the founders are Iraqi Kurdish. 
 

Only one enterprise was founded by Syrians. However, this enterprise was first founded 

in Syria and then opened a branch in Erbil alongside other locations in the Middle East. 

They are the largest IT enterprise among interviewees, with 35 employees in Erbil. Most 

employees are Syrian (see 4.5.2 Refugees, non-Iraqis and IDPs). They communicate in 

English and/or Arabic with their clients and it seems to be working for them, as they have a 

very large base of clients. 
 

The reason why there are very few non-Iraqi Kurdish establishing new businesses in KRI 

could be related to the fact that they might not have the capital or the local network to do 

so. Respondents did not mention any legal barrier for non-Iraqis. 
 

As for the three other enterprises not founded by Iraqi Kurdish, one was founded by 

a Turkmen living in KRI (cloth retailer); one was founded by an IDP from Baghdad 

(supermarket delivery application) and one was founded in Basra (major e-commerce 

actor). 

 
4.3. Digital economy userprofile 

 9K=< GF L@= J=KHGF<=FLKӐ <=K;JAHLAGF G> L@=AJ ;DA=FL :9K=15, digital users in KRI seem rather young 

(between 16 and 30, on average). However, the age of users can go up to 80 in certain cases, usually 

for users of supermarket delivery applications. 
 

Users are a mix of male and female depending on the services offered. Female users seem, however, 

to be slightly more dominant than male users according to some interviewees. 
 

+GKL MK=JK K==E LG DAN= AF )0'ӐK :A?urban centres (Erbil, Duhok, Sulaymaniyah). 

 

4.4. Employees: Profile, recruitment process and salary 

4.4.1. Team composition  

Around a third of employees (including founders and freelancers) in the digital economy sector have 

positions requiring digital skills. 

 

 

 

 

 

 

 
15 As mentioned in the limits of this KLM<QӐK methodology (see section 2.7.2), interviewees did not have precise data about 

their users. The data they shared was mostly based on their own perceptions. 
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Table 8: Average team composition in the digital economy 

 
Average total 
employees 

Positions requiring digital 
skills  

% Digital skill positions/ Total 
employees 

Delivery 33.2 7.3 47.8% 

 

Digital marketing  15.8 15.5 96.4% 

E-commerce 7.4 4.0 78.5% 

Retail 45.3 3.0 20.1% 

General average 25.8 7.9 30.8% 

 

4.4.2. Profile of  employees 

Most employees working in the digital economy are young (mostly between 20 to 30 years old ӛ 

sometimes up to 40). Women make up 6.8% of employees (see 4.5.1 Women for more details) while 

7.8% are refugees, non-Iraqis and IDPs (see 4.5.2 Refugees, non-Iraqis and IDPs for more details). 
 

Most of those who have jobs that require digital skills are university graduates who mostly 

graduated in IT/computer engineering/science engineering. Employees having graduated from a 

vocational training centre (public or private) were extremely rare among the enterprises interviewed. 

 
4.4.3. Recruitment  process 

Based on the interviews and on the FGD, there seems to be no dedicated platform  for  employment 

in the digital economy but there are many other general platforms posting such employment 

opportunities, such as Facebook groups (Find jobs in Kurdistan), Facebook job platform, Rwanga 

Foundation website, LinkedIn, the websites of non-governmental organisations (NGO), Viber groups, the 

Mselect platform, social media and websites of companies, etc. However, as mentioned above, many FGD 

participants find that the personal network plays a significant role in finding a job in this area (although 

this insight was not unanimously shared). Headhunting services seem to be almost never used. 
 

The number of CVs received varies greatly between companies. Generally, the number of CVs that are 

compatible with the job requirements are very low. 
 

During job interviews, technical questions are posed, such as programming-related ones. Some 

employers ӛ especially in IT and digital marketing ӛ may test new employees during the first few 

months by giving him/her a project. Language skills (especially English) may also be tested during 

the interview. 

 
4.4.4. Type of contract  

All employees seem to have a typical full -time employment contract which is renewable every year. 
 

Part-time employment and freelancing were extremely rare among respondents. When it was the 

case, it was mainly demanded by the employee for personal reasons. 

 
4.4.5. Salary 

The average salary per month is 876 USD. This represents around 2.5 times more than the average 

monthly income per capita in Iraq16. 
 

16 https://data.worldbank.org/indicator/NY.ADJ.NNTY.PC.CD?locations=IQ 
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Table 9: Monthly salary of employees in the digital economy in KRI (in USD) 

 

Average monthly salary Minimum monthly salary  Maximum monthly salary 

Delivery 950 633 1,567 

 

Digital marketing  979 607 1,350 

E-commerce 550 550 700 

Retail 870 400 N/A 

General average 876 589 1,291 

Salaries in e-commerce could be lower than the rest of the sectors because there is a higher number 

of less technically skilled employees, such as call centre work and data entry. 
 

FGD participants believe they should be earning around 600/700 USD at least. 

 

4.5. Participation of women, refugees and IDPs 
in the digital economy 

4.5.1. Women 

Å Employment of women in the digital economy 
 

Generally, there are few women working in the digital economy. They represent, on 

average, 6.8% of total employees in the interviewee sample. Some enterprises do not 

employ any women while others employ women only. The IT sector rarely employs women 

while start-ups founded by women tend to recruit women (two start-ups among the 

interviewees). 
 

The positions of women varies, but they are mainly at call centres, in customer relationship 

management, digital marketing, web design, finance and administration or CEOs (when 

they are the founder of the enterprise). 
 

Å Employer perception 
 

Half of the interviewees (52%) have shown in their answers during the interview that they 

considered that certain skills are gender specific. According to these interviewees, certain 

positions are more suitable to one gender compared to the other. For example, they 

consider that women have special attributes which make them better suited or less suited 

for certain types of jobs. The other half of interviewees do not have any gender preference 

for certain positions. They base their recruitment process entirely on the skills of the 

candidates. 
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According to the interviews, women are often 

viewed as less suited than men, especially by web 

<=N=DGH=JKӄ 2@AK AK :9K=< GF O=: <=N=DGH=JKӐ

perception that women may not have the relevant 

technical and logical reasoning skills which are 

relevant for development. 
 

Other employers specifically recruit women 

for certain positions, typically for sales and call 

centres because people in KRI are more familiar 

with female voices on the phone. 

Ȱ7Å ÄÏ ÎÏÔ ÔÈÉÎË ÔÈÁÔ ×ÏÍÅÎ ÁÒÅ 
good in this type of skills, because 
development needs logical and 
rational skills. Women are most 
likely to be emotional. 
Development also needs patience, 
ÁÎÄ ×ÏÍÅÎ ÁÒÅ ÎÏÔ ÐÁÔÉÅÎÔȢȱ 

ӛ An IT and digital marketing company 

Also, based on the interviews, some employers perceive women as more detail oriented. This is why 

some employers find women well-suited for jobs in digital marketing and data entry. 
 

Å Self-perception of women in the digital economy 
 

Despite the gender-based perception of skills by employers, female participants in the FGD 

did not mention any gender-related challenges during the recruitment process. Women 

did not feel discriminated against due to their gender during job interviews. 
 

This discrepancy could be explained by many factors, such as self-censorship by women 

who do not apply for technical positions either because they did not study it or because 

they believe they will not be selected for an interview. Another explanation could be simply 

because women were not selected for an interview by employers with a gender-based 

perception of skills. Also, this could be due to the small size of the FGD. 

 
4.5.2. Refugees, non-Iraqis and  IDPs 

Å Refugee, non-Iraqi and IDP employment in the digital economy 
 

Just like women, refugees, non-Iraqis and IDPs are not highly represented in the digital 

economy workforce. They represent 7.8% of total employees in the interviewee sample. 

However, the range is very large: some interviewees had no refugee, non-Iraqi or IDP 

employees while an IT company founded by Syrians employs almost only Syrians. 
 

Their positions vary, but they are mainly in web or app development, digital marketing, 

graphic design, data entry, administration, accounting and finance. 
 

Å Employer perception 
 

Thirty -six per cent of interviewees employ refugees and/or non-Iraqis (mostly 

Syrians) and/or IDPs. 
 

Among the enterprises which do not employ any of them, only two made a deliberate 

choice not to recruit them. For the others, it is just a matter of circumstances, but they 

would not mind recruiting a refugee and/or non-Iraqi (mostly Syrians) and/or an IDP if his/ 

her skills match with the job requirements. 
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According to the interviews, women are often 

viewed as less suited than men, especially by web 

develop=JKӄ 2@AK AK :9K=< GF O=: <=N=DGH=JKӐ

perception that women may not have the relevant 

technical and logical reasoning skills which are 

relevant for development. 
 

Other employers specifically recruit women 

for certain positions, typically for sales and call 

centres because people in KRI are more familiar 

with female voices on the phone. 

Ȱ(Å ×ÁÓ ÏÎÅ ÏÆ ÔÈÅ ÂÅÓÔ ÇÒÁÐÈÉÃ 
designers. He had very little 
experience when he started. He 
was very excited and developed his 
skills through online videos and on 
the job training. I admire his 
ÅÖÏÌÕÔÉÏÎȢȱ 

ӛ An ӛ A digital marketing  company 

Two enterprises want to employ locals only for different reasons. The first one, a supermarket, says 

this is because one cannot know how long a refugee, non-Iraqi or IDP will stay. The supermarket 

wants to recruit employees who will stay with them for the long term. 
 

As for the second enterprise, the CEO wants his employment opportunities to benefit locals only. 

However, he will likely consider recruiting Syrians and Lebanese employees to help the mobile 

application integrate more Syrian and Lebanese restaurants to his platform. 
 

Overall, according to the interviewees, Syrians are perceived to be smart, hard workers and were 

often cited as among the top employees. 
 

Å Self-perception of refugees, non-Iraqis and IDPs in the digital economy 
 

During the FGD, only one Syrian out of three studied IT in Erbil. The other two studied in 

Syria but they would not mind undergoing training to enhance their digital skills. 
 

Refugees, non-Iraqis and IDPs face a few specific barriers, the most difficult one being the 

Kurdish language barrier. Most refugees and IDPs do not speak Kurdish (Sorani or Badini) 

when they settle down in KRI (Kurdish Syrians speak Kurmandji). Syrian participants and 

the IDP from Baghdad in the FGD stressed that this issue was a strong barrier to finding a 

job in KRI, whether in the digital economy or another sector. 
 

Another obstacle faced by Syrians and IDPs is their network. During the FGD, many 

participants ӛ not only Syrians ӛ explained that having a good network in KRI is important 

to obtain a good job, especially in the IT and digital economy (although this is not exclusive 

to this sector only). However, this issue is more acute for Syrians and IDPs who start with 

no or a small network when they arrive. 
 

Å Legal framework for refugee, non-Iraqi and IDP recruitment 
 

According to employers and FGD participants, there seems to be no additional legal 

requirements for refugees, non-Iraqis or IDPs to work in the digital economy in KRI, apart 

from having legal documentation. 
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4.6. E-government 

The KRG has committed to transitioning to e-government17. One of the objectives is to create 

e-processes and to create one portal for all ministries. For now, the KRG has a small team working on 

this project. They are aware that the digitisation of public services is going to take a very long time, 

maybe around a decade. 
 

However, at this stage it does not seem that e-transitioning will generate many employment 

opportunities. Iraq in general, and KRI in particular, are already in financial crisis and struggle to pay 

the salaries of their civil servants and are therefore not keen to further expand public employment. 

As a general fact in other countries, there would probably be sub-contracting opportunities for 

digital service providers, but with the e-government plans still being at an early stage, it is difficult to 

quantify those. 
 

The KRG plans to open call centres in the future to help people who are having trouble using their 

e-services. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
17 Brand Kurdistan, Kurdistan Going Digital, July 2020, https://brandkri.com/kurdistan-going-digital/  
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Key Takeaways 
 

 

5.1. The potential of the digital economy for GDP growth 

 9K=< GF =9;@ AFL=JNA=O==ӐK GOF ?JGOL@ =PH=;L9LAGFӅ L@= ?JGOL@ G> L@= <A?AL9D =;GFGEQ K=;LGJ AF )0'

was extrapolated. 
 

Table 10: Expected revenue growth of the digital economy 

 

 
Share in the 
GDP (USD) 

Expected future 
revenue of 

interviewees per  
year (USD) 

Share of 
interviewees 

compared to the 
total market  

Extrapolated 
expected revenue 
growth (USD) 

 
Growth 

(%) 

Digital 
marketing  

5,078,571 2,185,500 35% 6,244,286 23.0% 

 

E-commerce 3,799,653 748,220 18% 4,190,035 10.3% 

Retail 4,932,499 1,824,477 35% 5,212,790 5.7% 

Delivery 6,759,693 2,985,954 18% 16,920,408 150.3% 

Total 20,570,417 7,744,151 
 

32,567,518 58.3% 

The market size of the digital economy in KRI is still very small but it  seems to be growing very rapidly 

with an expected growth of up to 60%. 
 

The estimated expected growth over the next few years is, however, very optimistic because it is 

based on the expectations of interviewees. Some of them are competing against each other and set 

a growth strategy in order to become the market leader. It appears therefore highly unlikely that all 

actors can achieve these expectations. 

 

 

 

18 See 4.1.2 Estimate of the share of the digital economy in the GDP. 

19 Based on the expectations of interviewees. 

20 See 2.6 Market shares. 

21 Extrapolation based on the expected revenue of interviewees and their estimated market share. 

EMPLOYMENT AND GDP GROWTH 

In an optimistic scenario, it is estimated that digital economy could grow by up to around 60% over the 
next two years. 

In the short term, the highest area of recruitment would be in digital marketing, data entry and web 
development. 

The digital economy sector could create 750 new jobs. Among those, 450 positions would require digital 
skills. 

Each sector this study examined presents different processes to digitise and different motives. 

A cost-effectiveness analysis on the digitisation of the retail sector (supermarkets) shows that adopting 
digital technologies is a profitable investment which can be paid off usually in less than two years. 
However, despite this quick investment pay-back period, the digitisation of supermarkets does not create a 
high number of employment positions (4.3 new employees requiring digital skills per supermarket). 
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5.2. The potential of the digital economy for employment creation 

5.2.1. Employment creation within the interviewee  sample 

As explained in the market sizing section of the report (section 4.1), the digital economy seems to be 

in its early stages of development in KRI. As a result, the digital economy is creating new employment 

positions. So far, it does not seem like the digital economy is destroying or replacing current 

employment positions. 
 

The reason behind this could be that, according to interviewees from the retail sector22, online 

activities are not replacing offline activities: there is still a high number of people in KRI using offline 

activities. Until the digital market matures and until many more people convert to online services, 

online and offline activities will highly likely cohabitate for a certain period. When the market 

matures, it is highly probable that the digital economy will start destroying or replacing current 

positions as seen in economies where the digital economy is at an advanced stage of development. 
 

The average employment creation by interviewees is presented in the table below. According to 

AFL=JNA=O==KӐ J=;JMALE=FL =PH=;L9LAGFKӅdigital teams could increase by up to around 60%. 
 

Based on the interviews, the recruitment of employees with digital skills could represent around a 

third of total minimum recruitments expected. 
 

Table 11: Average employment creation in interviewee sample (Part 1) 

 
 

Total 
employees 

Employees 
requiring 

digital skills  

 
Minimum 

recruitment  

Team 
increase 

(%) 

 
Maximum 

recruitment  

Minimum 
recruitment 
with digital 

skills  

Increase 
in digital 
teams (%) 

Minimum digital 
recruitment/ 

total minimum 
recruitment (%)  

Delivery 33.2 7.3 4.6 66% 3.0 3.5 65% 79% 

 

marketing  

 

 

 
 

average  
 

In the following chart, the four sectors examined in this study are highlighted by colour while the size 

of the bubbles represents the current size of the team. The (x) axis represents the ratio of minimum 

digital recruitment compared to minimum total recruitment while the (y) axis represents the minimal 

recruitment numbers23. 

 

 

 

 

 

 

 

 
 

22 Interviewees from the retail sector are considered as the most relevant to understand the relation between online and 
offline demand since both types of demand are part of their business model (as opposed to interviewees in e-commerce 
or digital marketing, for example). 

23 Three respondents were eliminated in this chart: two outliers from the retail and e-commerce sector and one retailer for 
which the data was incomplete. 

Digital  
15.8

 15.5 7.3 74% 16.5 7.2 85% 94% 

E-commerce 7.4 4.0 36.8 307% 11.5 4.8 105% 39% 

Retail 45.3 3.0 17.3 184% 38.7 3.7 82% 74% 

General 
25.8

 
7.9 16.1 57% 19.3 4.8 58% 31% 
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Chart 6: Average employment creation in interviewee sample (Part 2)  

 

 

 

 

 
Based on this graph representing the interviewees, it is observed that: 

 

Å Digital marketing has overall medium-sized teams where almost all the positions require 

digital skills. The expected minimum recruitment varies greatly between companies, 

mostly depending on future projects and the expansion strategy of the company. 

Å E-commerce has very small teams. Many actors are still at the start-up stage and are 

therefore still focusing on the development of their technology. This is why most of the 

team requires digital skills. The expected recruitment numbers are rather low. 

Å The size of teams in the retail sector is varied. Generally, they require little  digital skills. The 

expected recruitments are rather low. 

Å Delivery is the most diverse sector: the number of expected employees is variable. Food 

delivery has lower needs for digital skills compared to product delivery. The size of the 

team is also bigger. 
 

The chart below presents digital employment creation by category of job. In all sub-sectors, most 

recruitment concerns digital marketing opportunities (38.2%). 
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Chart 7: Detailed employment creation in the interviewee sample  

 
 

 

 

5.2.2. Employment creation in the digital economy in  KRI 

Around 750 jobs are expected to be created. Among those, 440 would require digital skills 

(representing 58.7% of total expected new jobs). 
 

Table 12: Potential employment creation of the digital economy in KRI 

 

Delivery 
Digital 

marketing  
E-commerce Retail Total 

Interviewed employees 199 110.5 37 272 618.5 

 
skills  

 

 
digital skills 

total enterprises  

 

Total employees with digital skills  249.3 310.0 112.0 51.4 722.8 

Minimum recruits  130.3 125.7 196.0 297.1 749.2 

Minimum recruits with digital skills  119.0 122.9 134.4 62.9 439.1 

 

Compared to the total workforce in KRI, the share of employees in the digital economy seems to be 

very small. Despite this, it is expected that this share will grow alongside the growth of the market 

(see section 5.1 The potential of the digital economy for GDP growth). 

Interviewed employees  with digital  
44

 108.5 20 18 190.5 

Interviewed  minimum recruits  23 44 35 104 351.0 

Interviewed minimum  recruits  with  
21

 
43 24 22 110.0 

% estimate of enterprises interviewed/  
18%

 
35% 18% 35% 

 

Total employees 1 127.7 315.7 207.2 777.1 2 427.7 
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Concerning past growth, FGD participants reported mixed views on the evolution of the number of 

jobs in the digital economy over the last two to three years: some confirmed that the number of new 

jobs has grown while others feel it is stable. Additionally, many FGD participants reported that the 

job requirements in terms of years of experience are too high for fresh graduates. 
 

Table 13: Share of employees in the digital economy compared to the labour force 

 
  

Total population in KRI (2014)24 25
 5,122,740 

Labour force (%)26
 40% 

Estimated labour force 2,049,096 

% Employments in the digital economy 0.12% 

% Employments requiring digital skills  0.04% 

 

On average, each employee in the digital economy contributes by 6,200 USD to the GDP. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

24 IOM, July 2018, Demographic Survey, Kurdistan Region of Iraq. 

25 Latest data available. 

26 https://www.ilo.org/beirut/countries/iraq/WCMS_433682/lang--en/index.htm 

http://www.ilo.org/beirut/countries/iraq/WCMS_433682/lang--en/index.htm
http://www.ilo.org/beirut/countries/iraq/WCMS_433682/lang--en/index.htm
http://www.ilo.org/beirut/countries/iraq/WCMS_433682/lang--en/index.htm
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This section analyses the decision-making process of enterprises that choose to digitise. A cost- 

effectiveness analysis on the digitisation of supermarkets is performed at the end of the section to 

analyse the effects of digitisation in terms of revenue growth and employment creation. 

 

6.1. General decision-making stages on the digitisation process 

Based on the interviews, six different stages of digitisation, represented in the decision-tree below, 

were mapped. Each stage presents the different options available. No path appears to be the most 

common. Each enterprise takes a different path depending on many factors: sector, size/stage of 

development, budget and the role of digitisation within their general strategy. The dynamics of the 

decision-making process by sector is reviewed further below. 
 

Figure 3: Decision-making process to digitise 
 

 
6.1.1. Digitisation in the retail  sector  

Å Reasons to digitise: 
 

It seems that the main reason why supermarkets and shops choose to digitise is to follow 

international trends in the retail sector. These actors see a potential new source of 

revenue or a new way to reach clients. There seems to be no proper cost-benefit analysis 

or market study realised prior to digitisation: decision-makers choose to digitise based 

on the success of other examples either outside KRI for first-movers or inside KRI for 

competitors. Some actors also follow the digitisation trend in order to not be eliminated 

from the market when it matures. 
 

Most enterprises interviewed started their digitisation process prior to the Covid-19 

pandemic. Only one supermarket decided to start the process during the pandemic. 

PROCESS TO DIGITISE 
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However, the pandemic has accelerated and strengthened their digitised offer, for 

example, by adding more items to their online platform. Supermarkets had an unexpected 

increase in the number of online client orders during the lockdown period in KRI. Even if 

the number of orders decreased after the end of the lockdown, supermarkets report that 

they still have a high number of online orders. 
 

Many actors in the retail sector also view their digitised offer not only as a second source 

of revenue but as a source of data about their clients . Through data collection, actors 

believe th=Q ;9F ?=L :=LL=J AFKA?@LK AFLG ;DA=FLKӐ HJ=>=J=F;=K 9F< HJA;= =D9KLA;ALQ ;GEH9J=<

to offline shopping. For example, supermarkets use this data for marketing purposes, 

whereas clothes shops can know instantly which models/colours/sizes sell the most. 

Some interviewees cited this reason as the main motive to digitise: they do not expect a 

high return on investment on their digitised offer (or even any return on investment in the 

short term) but they believe the data collected through their online platforms will feed the 

marketing of their offline offers. 
 

There are several reasons why enterprises ӛ not only in the retail sector ӛ do not believe 

in the high potential of their digital services in terms of revenue. The main one is related 

to the limited size of L@= E9JC=L AF )0' ;GEH9J=< LG L@= J=KL G> 'J9Iӄ  9?@<9<ӐK E9JC=L

was cited many times as being the same size, if not bigger, than KRI. Other reasons why 

actors believe the potential of the digital economy is limited now are related to the legal 

framework in KRI not being protective enough (see section 3 Legislative framework of the 

digital economy in KRI). 
 

Å Choosing how to digitise: 
 

Three different processes and offers in the retail sector are to be distinguished: 
 

Å Social media (especially Instagram and Facebook): This is especially used by small actors 

who are already well-known locally. They are often old companies who already enjoy a 

good reputation. They have loyal clients who know the quality of their products. These 

actors may not fear competition much because they have a strong client base and a good 

reputation, which often takes a long time to build in KRI. This could explain why they 

do not feel pressured to rush digitisation and present a full digitised offer with a mobile 

application and/or a website. 

Å A mobile  application  and/or a website: This seems to be the most popular option chosen 

by actors. Supermarkets focus on their mobile application as it is more user-friendly to 

order large baskets compared to a website. Most actors rely on external teams (local or 

international) to create the mobile application and/or the website for the supermarkets. 

The main reason why they do not choose to create an internal team for digitisation could 

be because it is more expensive in the long run. External sub-contractors are paid for a 

limited period to create the online platform(s). They may be recontacted later for major 

updates. 

Å The reason why some actors prefer international teams (often Indian, among the 

interviewees) does not seem price-driven but rather quality-driven: these decision-makers 

believe that they will  get a better application (or faster) with international sub-contractors. 

Å On the mobile application and/or the website, actors choose to present either all or only 

part of their products. 

Å Using another application as a platform: This was the case of one supermarket only 

which chose to partner with a food delivery mobile application which has one of the 

highest available networks of delivery services. The main reason why this supermarket 

made this decision is because their own delivery application was not ready when the 


























































