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PROJECT BACKGROUND

Electric mobility (e-mobility) technology presents a significant opportunity for socio-economic
transformation in Kenya, particularly given the country's reliance on renewable energy sources.
However, the e-mobility sector is predominantly male-dominated, with women comprising only 1
in 25 employees globally. This underrepresentation hinders gender equality and economic
empowerment for women, who face institutional, cultural, and technical barriers to entry. This
project explored the business pathways for women entrepreneurs in the e-mobility sector by
assessing their needs and generating evidence through quantitative and qualitative research, to
enhance their skills. Key activities include conducting large-scale surveys and in-depth interviews
with women and men in e-mobility for a comparative assessment. Ultimately, this initiative
aspires to increase awareness of gender gaps in e-mobility entrepreneurship and contribute to a
more inclusive socio-economic landscape, thereby enhancing individual empowerment and
societal well-being across Kenya. By addressing systemic barriers and fostering an inclusive
entrepreneurial ecosystem, this project aspires to create lasting socio-economic benefits for
women, aligning with Sustainable Development Goals (SDGs) such as Gender Equality (Goal 5)
and Decent Work and Economic Growth (Goal 8) while contributing to Kenya's Vision 2030
objectives.

Over a 24-month period, this initiative generated:

1.Mapped the transformative pathway of electric mobility technology in Kenya for business
opportunities through a gender and inclusivity lens (Report 1)

2.ldentified individual and systemic factors that enhance or constrain high-growth e-mobility
entrepreneurship activities related to women within Kenya's unique institutional and cultural
context, by focusing on women’s needs and challenges and collected quantitative and
gualitative evidence (Reports 2 and 3)

3.Developed e-mobility focused entrepreneurship training programme for pre-startups and
early startups for incubators, pilot trained 18 women entrepreneurs and assessed short-term
impact of the training (Report 4)

4.Developed policy and industry focused report on e-mobility and women's entrepreneurship
that outlines necessary support mechanisms and recommendations (Report5)

The project partners are Coventry University in the UK and the African Centre for Technology
Studies (ACTS) in Kenya, along with the Kenya Climate Innovation Centre (KCIC) and Dr Eleanor
Browne, consultant in incubation process. Project funders are gratefully acknowledged:
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1. Introduction

1.1. Background and Aim of the Report

Electric mobility technology is a transformative technology not only for its environmental but also
socio-economic effects on individuals and the society in low-income countries (LICs). Kenya, most
of its energy sourced from renewables, has great potential to exploit the production and effective
consumption of e-mobility technology in all sectors through entrepreneurial activity. E-mobility
technology can be catalyst in achieving Kenya Vision 2030 targets of macroeconomic and social
pillars. Although the sector has been thriving in Kenya in recent years supported by the Kenyan
Government, the sector is almost wholly male dominated with only 1 in 25 employees being
woman, globally this is 1 in 5 (ILO, 2024). This suggests that in Kenya large proportion of female
workforce that can add value through production and use of e-mobility remains untapped,
increasing gender inequality, and hindering alleviation of poverty. Moreover, women
entrepreneurs in Kenya often lack adequate support, facing institutional, cultural and technical
barriers that hamper their success. As it seems now, the e-mobility sector is poised to grow fast,
however without the inclusivity aspect in the design of emerging policy which is likely to skew the
positive socio-economic outcomes.

Driven by these gaps, this report aims to explore and map the e-mobility value chain and
entrepreneurial ecosystem in Kenya. To do that, it utilises unique and original survey data that
focuses on the perceptions of entrepreneurs and employees in the sector to assess their own
needs, skills levels and perceptions on the e-mobility ecosystem. Furthermore, the report
compares women entrepreneurs and employees to their male counterparts and proposes policy
and practical implications for inclusive e-mobility value chain and entrepreneurial ecosystem in
Kenya. It identifies the strengths and weaknesses in the e-mobility ecosystem based on 280
entrepreneurs’ and employees’ perspectives.

To our knowledge, this dataset and the report is the first study in mapping Kenya’s e-mobility
sector using a large survey and in a comparative setting from a gender perspective.

1.2. Structure of the Report

The report is structured as follows. Section 2 describes the concepts of value chain,
entrepreneurial ecosystem concepts very briefly, and presents the conceptual framework which
guided the survey design. Section 2 also describes the methodology of the study, i.e. survey
design, concepts operationalisation, the sample and how the data are collected. Section 3
presents the sample characteristics. Section 4 provides the results from the survey on the micro
foundations of the e-mobility ecosystem focusing the agency whereas sections 5 and 6 present
results for the ecosystem support at meso level such as finance, skills, networking and incubation
support, and macro level determinants of the ecosystem such as institutions, infrastructure,
culture and markets.
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2. The Conceptual Framework and Methodology

2.1. The Conceptual Framework: E-mobility Value Chain and Entrepreneurial Innovation
Ecosystem

E-mobility sector in Kenya is a newly emerging and nascent sector with its value chain and
entrepreneurial ecosystem currently in formation. This report informs on the current state of e-
mobility value chain where business activities by employees and entrepreneurs take place. It also
informs on the current state of e-mobility entrepreneurial and innovation ecosystem where
entrepreneurs operate within.

A value chain describes the sequence of activities involved in producing and delivering a product
or service with a focus on how value is created within a firm or industry through (i) primary
activities of input procurement, production/operations, marketing and sales, distribution and
after-sales services, and (ii) support activities of technological development and R&D, human
resources, firm infrastructure on finance, legal, management. It is linear, process-oriented, and
concerned with efficiency, coordination, and capturing value at each step.

An entrepreneurial ecosystem is the set of interconnected entrepreneurial actors and processes
which formally and informally coalesce to connect, mediate and govern the performance within
the local entrepreneurial environment (Mason & Brown, 2014; Spigel, 2017, Stam, 2015). These
actors are: (i) Organisations (e.g., firms, venture capitalists, business angels, banks, universities,
public sector agencies, support organisations: incubators, accelerators), (ii) Structure, institutions
(e.g., culture, norms, policy, innovation system, etc.), and (iii) Entrepreneurial processes (e.g., the
business birth rate, numbers of high growth firms). It is non-linear, systemic, dynamic, and
focused on the conditions and the holistic environment that allow entrepreneurs to start, grow,
and scale businesses.

Whereas a value chain is an organisation and industry-focused concept, an entrepreneurial
ecosystem is broader concept with emphasis on the environmental conditions that support a firm
and an industry. As such, a value chain can be considered a subset of an ecosystem. They are,
however, closely related and co-evolve. Strong ecosystems support the creation of efficient value
chains; efficient value chains strengthen ecosystems.

The purpose of this report is to map the transformation of e-mobility value chain to a newly
emerging e-mobility ecosystem through the viewpoints of employees and entrepreneurs. The
report does not aim to investigate any relationships between the agency and structure that
shapes an ecosystem.

This report maps e-mobility value chain in Kenya through the perceptions of e-mobility
employees and maps e-mobility entrepreneurial ecosystem through the perceptions of
entrepreneurs. It puts the employee in the core of the value chain and the entrepreneur in the
core of the entrepreneurial ecosystem. By this way, it develops an agency/structure
conceptualisation and interprets the value chain and ecosystem from the eyes of the core actors,
i.e. the employee and the entrepreneur. This way, the report compares the viewpoints of
employees and entrepreneurs by differentiating between women and men, also considering
gendered viewpoints which inform on the inclusivity of e-mobility value chain and
entrepreneurial ecosystem in Kenya.
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The conceptual framework is proposed as below:

1.AGENCY (The Entrepreneur, The Employee)
a.Entrepreneurial orientation: Autonomy, Competitiveness, Innovativeness, Proactiveness,
Risk taking
b. Motivation: Necessity, Opportunity, Wealth, Family tradition, Independence, Impact:
Environmental and Social
c.Skills: Technical, Finance, Marketing, Networking
2.STRUCTURE/SYSTEM
a.E-mobility System Support (Meso level): Finance, Human capital, Networks, Incubation
b.Framework Conditions (Macro level): Institutions & Regulations, Infrastructure, Culture,
Markets

2.2. Survey Design and Indicators

The above conceptual framework guided the design of a large-scale survey instrument.
Statements were posed to the participants to capture their perceptions. The response format was
designed in the form of Likert scale ranging from 0 to 10, i.e. strongly disagree to strongly agree.
The survey statements/questions are provided in the Appendix, and the data are available upon
request.

2.3. Sampling

Purposive sampling of women and men who work or run companies in the e-mobility sector was
applied. NGOs and networks in the Ministry of Transport and Energy have been used to reach out
potential participants in the first place. Then after, snowballing technique was used to reach out
more respondents by way of being put into contact by the participants.

2.4. Data collection

Data were collected in June-August 2025 via online survey administration platform Qualtrics and
in-person. Data collection process strictly abided by the ethics procedures and rules of Coventry
University that provided ethical approval for anonymous data collection via survey tool. Although
some participants answered the survey in their own time and online, most of the responses were
gathered by a team of enumerators who implemented the survey in-person with the participants
and helped them understand the statements correctly. During a two-day training workshop in
June 2025, enumerators were trained for how to implement the survey, and how to respond any
guestions from the participants. Data collection commenced after a pilot of around 15 responses.
No major modifications have been made to the survey after the pilots which seemed to work
well. In total, around 300 responses were collected. After checking responses for credibility and
cleaning of repetitive responses, very short response duration, incomplete responses, etc. 280
participants were retained in the survey.
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2.5. Key to presentation of data

Data are collected from four distinct categories of actors in the e-mobility ecosystem considering
gender differences, i.e. women and men and job roles, i.e. employees who work in an e-mobility
company and entrepreneurs who own an e-mobility company. Employees capture actors in the
value chain with different job roles such as managers, sales representatives, researchers,
engineers, technicians, riders, drivers, etc. Entrepreneurs are core actors in the e-mobility
entrepreneurial ecosystem which is a subset of e-mobility value chain. Both employees and
entrepreneurs are broken down to male and female categories. When reporting results in the
next sections, this report follows these four categories of women employees, women
entrepreneurs, men employees and men entrepreneurs, for robust comparison.

3. Sample Demographics

3.1. Gender, job roles, age

Table 1 informs on sample characteristics by gender, job role, age, occupation, level of education
of respondents and the type of activity respondents are engaged in the value chain. Charts in
Figure 1 visually show that out of 280 respondents, 55.4% of the sample are men and 44.6% are
women with both groups well represented. 63.9% are employees and 36.1% are entrepreneurs.
Employees make up nearly two-thirds of the sample, indicating that entrepreneurs are a smaller
but still significant group.

Sample by gender, N=280 Sample by job role, N=280

u Women = Men m Employes = Enteprensur
Job role by gender (% in total, N=280) Age by gender (% in women and % in men)

Entrep

218
MR
14,3
29
Employes
410
o 10 20 30 20 5

20 3 4 50

)

B _
] 10 0 30 L a0 &0 n Bl
| B [ | n

Figure 1. The sample by gender, job role, age by gender and job role by gender.
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Total Women Men

Category Count % Count % Count %

Women 155 55.4
Gender
Men 125 44.6
18-35 217 77.5 117 41.8 100 37.5
36-45 40 14.3 26 9.3 14 5
Age
45-54 21 7.5 11 3.9 10 3.6
Above 55 2 0.7 1 0.4 1 0.4
Employee 179 63.9 115 411 64 22.9
Job role
Entrepreneur 101 36.1 40 14.3 61 21.8
Rider 107 37.9 35 12,5 72 25.7
Driver 51 17.9 26 9.3 25 8.9
Technician 32 11.6 21 7.5 11 3.9
Sales representative 28 10.9 22 7.9 6 2.1
Manager 27 9.5 21 7.5 6 2.1
Occupation X

Engineer 16 5.6 13 4.6 3 11
Administration staff 8 2.8 7 2.5 1 0.4
Researcher 4 14 4 14 0 0
Swap station agent 3 11 2 0.7 1 0.4
Other 4 14 4 14 0 0

Table 1. Sample characteristics by gender, age, job role, occupation, level of education and the type of

activity in e-mobility sector.
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Total Women Men
Category Count % Count % Count %
Master’s Degree 16 5.6 15 5.4 1 04
University Degree 51 18.6 44 15.7 7 2.5
Some university education 23 8.4 13 4.6 10 3.6
College certificate 59 20.7 33 11.8 26 9.3
Some college trainin 45 16.1 24 8.6 21 7.5
Level of g &
education .
Secondary certificate 43 154 12 4.3 31 111
Some secondary education 32 11.2 10 3.6 22 7.9
Primary certificate 7 2.5 2 0.7 5 1.8
Some primary education 2 0.7 1 0.4 1 0.4
No education 2 0.7 1 0.4 1 0.4
Total 280 100 155 55.4 125 44.6
Deliveries of products 113 313 42 11.6 71 19.7
Transportation of 82 22.7 37 10.2 45 12.5
| nassenders
Maintenance/Servicing/Re 46 12.7 37 10.2 9 2.5
| _nairs
Sales 41 11.4 30 8.3 11 3
Battery charging/swapping 29 8 20 5.5 9 2.5
Type of
activity in
y Assembling 14 3.9 1 3 3 0.8
the value
chain* . .
Manufacturing/Production 11 3 11 3 1 0.3
Management 10 2.8 9 2.5 1 0.3
Administration 8 2.2 6 1.7 2 0.6
Research and Development 6 17 6 17 0 0
Education 1 0.3 1 0.3 0] 0
Total 361 100 210 58.2 152 421

Table 1. Sample characteristics by gender, age, job role, occupation, level of education and the type of
activity in e-mobility sector.

10
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Total activities add up to more than 280, since respondents conduct multiple activities.

When the sample is broken down by gender and job role, out of 280 respondents 155 are women
employees (41%), 40 are women entrepreneurs (14.3%), 64 are men employees (22.9%) and 61
are men entrepreneurs (21.8%). Whereas women are more in employment, entrepreneurship or
self-employment in e-mobility appears to be a challenging route for women. There are not many
women entrepreneurs in e-mobility in Kenya, and it has been quite challenging to reach out to
entrepreneur women for the purposes of the survey.

The sample is dominated by younger participants (aged 18-35), 75% of women and 80% of men
are in this age group. 10% of men and 15% women are aged 36-45, only 10% are above 45. This
suggests e-mobility workforce is very young in Kenya. 85% women and 94% of men are located in
Nairobi, and the rest in Mombasa, Makueni, Kajiado, Uasingu Gishu.

3.2. Level of education and occupation

What does educational attainment of women in e-mobility look like?

What occupational roles do women hold in e-mobility?

How are education levels and occupational roles related across genders in e-mobility in Kenya?
Charts in Figure 2 inform on the level of education and occupation. Women in the dataset tend to
have higher formal education levels than men, especially at university and postgraduate levels.
60% of women in the sample have college, university and Master’s degrees, whereas 45% of men
have college and secondary school. In terms of occupational roles, men dominate riding, driving
and technical roles. The rider category is overwhelmingly male (close to 58%). Men also hold
driver, technician, and engineer roles. Women are more visibly represented in administrative and
service roles. Higher proportions of women are in administration staff, sales representatives and
managers.

Table 2 breaks down occupations by level of education. Highly educated women in e-mobility are
in manager, administrative and sales representative roles suggesting their educational subject
areas are more about management than technical area of e-mobility. However, women with
university and college degrees are also in technician and engineer roles suggesting there is scope
for women to get onto technical roles in e-mobility once they achieve appropriate technical
educational attainment. As the level of education decreases, i.e. college degree and below, more
men are seen to take up roles as riders and drivers suggesting within rider and driver roles less
educated men have advantage over less educated women. Overall, the occupational distribution
in e-mobility reflects somewhat traditional gender patterns, i.e. men in mobility operation and
technical roles, women in administrative and service functions; but when interpreted together
with educational attainment, statistics show that there is room for women with high level of
education in technical e-mobility areas can contribute to technician and engineer roles. This is
important point since such roles will take women further onto leadership and decision-making
roles in the e-mobility sector. Additionally, the significantly less proportion of women in rider
roles in medium education levels calls for more action for women’s challenges and needs in these
areas and why they are highly disadvantaged. The next sections in this report provide some
explanations for these issues.
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Level of education by gender (%) Occupation by gender(%)

1

]

"Hrrr-—.

2

[
%
]

Figure 2. Level of education and occupation by gender.

Master's University College Some college Secondary Some Primary
Degree Degree Some university|  certificate training certificate Secondary certificate
Women Men |Women Men |Women Men |Women Men [Women Men |Women Men |Women Men |Women Maen
Administration 1 B 1
Advisor 1
Driver 1 1 2 3 B 4 B B 2 3 4 8 1 1
Educator 1
Engineer & 2 1 3 1
Manager 7 1 10 2 1 ] 4 1
Researcher 1 3
Rider 2 2 1 1 a 5 12 13 11 6 6 5 12 4
Sales 2 1 2 1 & 1 3 2 1 1 1
representative
Swap station 1 1 1
lgil‘lt
Technician 4 2 3 4 12 2 2 1 1 1 1

Table 2. Occupation by educational attainment and gender (count, N=280).
3.3. Type of activity and type of e-vehicle engagement

What type of activities are women engaged in e-mobility value chain?
What kind of e-vehicles do women engage with?
How do these differ across genders?

Charts in Figure 3 present e-vehicle engagement and type of activity in e-mobility by gender. In
correspondence with male dominance in occupational roles of riders and drivers, among types of
e-mobility activities, delivery of products and transportation of passengers are heavily male-
dominated. Women take part in a balanced proportion in administrative, sales, management-
related e-mobility activities as well as battery charging/swapping, maintenance/servicing and
manufacturing/production. Women'’s roles in these activity types, however, are more office-based
or coordination roles than operational or technical. In terms of type of e-vehicle engagement,
women seem to have engaged in all e-vehicle types of e-bike, e-motorbike, e-taxi and e-
bus/jeep/van. E-motorcycle use is much higher among men, with male participation approaching
50%, compared with around 35% for women. Women, on the other hand, have higher
engagement in e-taxi use than men, perhaps indicating preferences linked to better safety. This
division in activity types and e-vehicle engagement may reflect employers’ assumptions about
physical capability, safety concerns, or cultural expectations that shape gendered participation in
mobility-related work
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Taken together, the findings highlight a sector in transition: women entering e-mobility with
stronger academic credentials but concentrated in lower-paid less technical or middle
management roles, while men dominate operational and vehicle-based work that may offer
higher earning potential in the long term. These patterns underscore the need for targeted
interventions to address gendered barriers in recruitment, training, and asset access to ensure
women can participate more fully in the emerging e-mobility economy in high level technical
roles, with full access to widely used e-vehicles such as e-motorbikes and e-taxi/cars.

"

E-vehicle engagement by gender (%)

:lIVr

Figure 3. E-vehicle engagement and type of activity in e-mobility by gender.

4. Agency (Micro level)

4.1. Entrepreneurial Orientation

How entrepreneurially oriented are women in e-mobility in Kenya?
Are there any gender-based differences in entrepreneurial orientations of women and men in e-
mobility in Kenya?

Entrepreneurial Orientation (EO) is well-established concept in entrepreneurship studies.
Originally it was developed and applied at firm level whereby an organisation demonstrates
innovative, proactive, competitive, risk-taking and autonomous behaviour in their approach to
exploiting opportunities and new value creation (Miller, 1983; Lumpkin and Dess, 1996). Recently,
the concept gained attention at individual level whereby it represents certain characteristics that
define an entrepreneur and lead to act, i.e. setting up a company or leading in a company to
generate new ideas/products. As such, Clark et al. (2024: 351) define individual entrepreneurial
orientation as ‘autonomous, proactive, innovative, competitive, and risk-taking dispositions and
behaviours that individuals exhibit when pursuing value-creating opportunities’, and Clark et al.
(2025) developed a scale for measurement of the concept.

In this report, item statements from Clark et al. (2025), posed on a Likert scale of 0 to 10, have
been used to assess the degree of entrepreneurial orientation in women and men employees and
entrepreneurs in e-mobility sector (see Table 3). Table 4 shows the average scores for each sub-
group of respondents on the dimensions of EQ. On average, across all four groups, respondents
rate themselves at a scale of 7, from 0 to 10, suggesting a relatively high degree of EO. Moreover,
there is no significant difference between men and women regarding entrepreneurial orientation,
and aspirations to become an entrepreneur.
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Across all respondents, autonomy emerges as the strongest personal characteristic, underscoring
the central role of independence, self-direction, and personal control as core motivators for
entrepreneurship. The dominance of autonomy over other traits suggests that entrepreneurial
entry may be driven less by competitive pressures or innovation pursuits and more by the desire
for self-determination. Risk-taking and proactiveness follow autonomy, pointing to inclination
among participants to anticipate opportunities and accept uncertainty, i.e. behaviours commonly
associated with entrepreneurial success. Competitiveness appears weaker in comparison,
perhaps reflecting a shift toward collaborative and purpose-driven venture styles increasingly
observed in modern entrepreneurial ecosystems. A notable finding is that innovativeness ranks
lowest for both women and men, with an identical mean rating of 6.3. This symmetry reinforces
the broader conclusion of gender similarity and indicates that both groups perceive gaps in
creativity, novelty generation, or the pursuit of new solutions. Low perceived innovativeness may
reflect limited exposure to innovation-oriented training, restricted access to technology-driven
ecosystems, or cultural norms that do not emphasise experimentation.

Finally, these findings suggest that gender does not significantly shape entrepreneurial
orientation or aspirations to engage in entrepreneurship, indicating a convergence in how men
and women perceive their entrepreneurial potential and intentions. This challenges long-standing
assumptions that women are inherently more risk-averse or less entrepreneurially driven.
Instead, both groups display broadly similar entrepreneurial mindsets.

EQ dimension Item statement

| believe it"s within my power to realize the changes in the life | desire.

There are no significant constraints on my ability to be autonemous in how I might respond to opportunities.
| can create the future |want for myself based on factors | can control.

Autonomy
| can make decisions without needing approval or consent from others (e.g., family members, spouse).

| participate in community activities or decision-making bodies (e.g., local councils, women's groups) to change things in the community.
| can make my political decisions independently, such as choosing a candidate or supporting a cause,
| always know what my competitors are doing and take actions to compete with them.

Competitiveness || typically respond vigorously to competitive assaults/challenges by others.

| believe that being competitively assertive is a virtue,

I'm an innovator when it comes to how | approach life's opportunities and threats.
Innovativeness My business is usually the first to introduce new products/services in the market.

| experiment with novel, inmovative ideas to make my customers happy.

| typically anticipate which actions will be beneficial and take them before most people realize theirvalue.
Proactiveness | often pursue opportunities based on envisioned futures, preferring to not “miss the boat™.

| often act in advance of others when responding to opportunities and threats_

| prefer high-risk/high-reward opportunities over low-risk/low-reward opportunities,
Risktaking My decisions and actions reflect my venturésome/exploratarny nature,
| tend to act confidently in situations where risk is involved.

Table 3. Measurement of entrepreneurial orientation. (Strongly disagree to Strongly agree on a scale of 0
to10) (Source: Clark et al., 2025)

14
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Full sample | N=2&0) Women employees [N=115) | Women entrepreneurs (N=40)|  Men employees |[N=64) Men entreprencurs [N+61) | Group

ECQ dimensions Min Max Moan Min Max Maan Min Max Maan Min Max Maan Min Max Moan AVG
Autonomy 32 10 T.7T 3.2 10 T.B 35 10 7.8 3T 10 T.3 4.7 10 T.7T 7.7
Competitiveness 1.7 10 6.9 1.7 10 6.9 2.0 10 6.9 1.7 9 6.7 2.7 10 T.3 7.0
Innovativeness 07 10 65 [ 07 10 &6 | 30 10 63 | 20 10 66 | 27 10 63 6.5
Proactiveness 13 10 70 | 13 10 &8 | 27 10 74 13 10 68|37 1w T2 74
Risk taking 13 10 72|20 10 70| 33 10 77 13 10 70|37 1w 17 7.3
EQ average 7.1 7.0 7.2 6.9 7.2 7.1

Table 4. Entrepreneurial orientation of women and men entrepreneurs and employees in e-

mobility (Strongly disagree to Strongly agree on a scale of 0 to10).
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BOX 1. ENTREPRENEURIAL ORIENTATION. Wormnen and men entreprencurs in Kenya's e-mobility
sector do not differ in their orientation for entreprencurship. Woanen ane as autonomous, competitive,
innovative, risk-taking and proactive as men.
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4.2. Motivation

What drives women in working and starting up a business in e-mobility?

How do women’s motivations compare to those of men?

Figure 4 presents findings for respondents’ motivations for engaging in entrepreneurship or

employment in e-mobility, broken down by gender (women, men) and job role (employee,
entrepreneur). GEM (2023, 2025a) does not observe significant differences between men and

women when it comes to motivations for starting a business. Across low-income economies,[1]
GEM finds that around 87.5% of women start a business to build wealth and for necessity since
jobs are scarce. 40-50% aim to make a difference whereas slightly over 30% pursue the family

tradition.

[1] Kenya does not participate in the GEM exercise.
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Profit/wealth, necessity and opportunity motives

In Kenya’s e-mobility sector, both women and men show high levels of agreement with the wealth
motive, with employees of both genders agreeing slightly more strongly than employees. On
average 54% of women and 60% of men agree that they started their job or business to generate
wealth with a profit motive. 60% of employees and 53% entrepreneurs agree so. This suggests e-
mobility sector, being in its infant phase, provides better earnings for employees than
entrepreneurs. 66% of men employees and 55% women employees are driven by the profit
motive whilst these rates are 54% and 52% for men and women entrepreneurs, respectively.

The necessity motive reflects starting a business or working due to lack of alternatives. The
necessity motive is more prominent among entrepreneurs (55% stating that they started their
business because they couldn’t find a better job), while employees report lower levels of
agreement (39%), suggesting that they are less driven by a lack of alternatives. This is an expected
finding in a low-income country where better educated workforce can find jobs at established
companies. Overall, 62% of men entrepreneurs and 48% women entrepreneurs are driven by the
necessity motive whilst these rates are 44% and 35% for men and women employees,
respectively. The high rate of necessity motive among men entrepreneurs is closely associated
with the low level of education in this cohort. Necessity motive is markedly lower (48%) in
women e-mobility entrepreneurs in Kenya compared to women in low-income countries (87.5%)
(GEM, 2025a: 27). This highlights the emerging sector nature of e-mobility with opportunities for
entrepreneurship that women are choosing to become entrepreneurs in this are by choice. The
market and technology opportunity driven motives discussed below further support this.

The market opportunity motive reflects identifying a promising market opportunity. The
technological opportunity motive is based on sensing technological innovations advance the e-
mobility field. Both market opportunity and technological opportunity motives show substantially
higher agreement among entrepreneurs compared with employees. On average, 70% of women
and 57% of men state they sensed a market opportunity, whereas 62% of women and 65% of
men stated that they sensed a viable technological opportunity. As expected, entrepreneurs are
considerably more driven by market opportunities (74%) than employees (53%), and they are
slightly more driven by technological opportunities than employees, 66% and 61% respectively.
Women entrepreneurs, in particular, display the strongest market opportunity-driven motivations
(80%). This is very interesting finding suggesting a readiness and confidence in entrepreneurship
for women workforce. On the other hand, men entrepreneurs score the highest rates in
technological opportunity motive (72%). When combined with the wealth motive, these findings
suggest an emerging and opportunity offering e-mobility sector in which women want to take
part.
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Wealth motive Necessity motive
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Figure 4. Wealth, necessity and opportunity motives of employees and entrepreneurs in e-mobility

BOX X NECESSITY VS OPFORTUNITY MOTIVE. In E-Mobility, Kenvan women entreprencurs defy the
odds. Contrary to the other LICs in the world where women are driven by the necessity motive, Kenvan women
are driven by market opportunities when it comes to e-mobility entreprencurship. Technological opportunity
motive, alightly lower, suggeats wormen need technical akills support.
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Environmental and societal impact motive

According to GEM (2025b), across the globe, women consistently demonstrate a stronger
commitment to integrating social and environmental goals into their businesses than their male
counterparts, positioning them as critical agents of change in achieving sustainable development
goals. For instance, globally, women were about 5% more likely than men to prioritise
sustainability over economic goals. GEM (2025b), moreover, observes that whereas 72% of
entrepreneurs in low-income countries prioritise environmental and social sustainability over
economic goals, this rate is 58% in high-income countries, suggesting a response to pressing
environmental and societal needs, resource constraints, or community-driven priorities in low-
income countries.

A similar pattern is observed in Kenya’s e-mobility sector. Figure 5 shows that both environmental
and societal motives are widely valued across all respondents with strong agreement rates of 65%
on average. However, women—both employees and entrepreneurs—show a more consistently
strong endorsement than men, who tend toward more neutral positions. Whereas, on average,
72% of women state that they started their job or business to make a positive environmental
impact, 57% of men state the same reason. For social impact these rates are 73% and 59%,
respectively.

Erwironmental impact motive Societal impactmothe

Figure 5. Environmental and social impact motives of employees and entrepreneurs in e-mobility

BOX 3. IMPACT MOTIVE. In Eenya, women in e-mobility are significantly more driven than men by
generation of environmental and societal impact when starting a job or business. In other words, wormen
appear to have more values-driven of mission-oriented approach to sustainable entreprencurship compared to
THLETL.

The Mission Gap: Purpose-Driven Leadership in E-Mobility

Hern & e albe, Tl wsrvm poe swsskdy syl A e s reeinl gy Db aslesalbe
i e A il p P i et R e S, el e el it LY (Wt

Erviromnmasntal Drivars ‘Bocial Drrvers
:b-v-'r-:':l?rpnl. ?3 :rr'-ﬂ-uﬂlld F 'l"
try wocial Empact . L | %
P o=
oy '/:ﬂ. -
f s B | |

TP earpuire, b P

sy s ot e 1
R S rarm vl o ¥
sl J .

Fi Mo

18




ACTS/26/E-MOBILITY PROJECT/REPORT/02

Family tradition and independence motive

GEM (2023, 2025a) observes that in low-income settings one motive is to pursue family tradition
and take over family businesses (around 40-50% in low-income countries, 27% in middle-income
economies). In e-mobility in Kenya this trend is not observed. Figure 6 reveals a striking
asymmetry between the influence of family tradition and the pursuit of independence in shaping
career trajectories in e-mobility. Across all groups, respondents consistently downplayed the role
of family background, i.e. no more than 25% of respondents agreeing that they follow family
tradition, suggesting that intergenerational pressures or expectations are not central
determinants of their employment or entrepreneurial decisions. This contrasts with prior work
that highlights the transmission of occupational values within families (Zellweger et al., 2011). In
the present context, such effects appear considerably weaker highly likely due to the emergent
and nascent phase of e-mobility technology sector providing ample opportunities for the young
workforce in a low-income economy.

Complementary to not following the family tradition, independence emerges as a dominant and
uniform motivator, particularly among entrepreneurs. 75% of entrepreneurs and 64% of
employees, 77% of women and 62% of men are driven by the independence motive. Women
entrepreneurs depict the highest degree by 80% agreeing with this motive being major driver in
their business, compared to 62% of men entrepreneurs. This reinforces long-established theories
that emphasise autonomy as a foundational driver of entrepreneurial behaviour (Covin et al.,
2020; Clark et al., 2025), while also showing that independence is valued—even if to a lesser
degree—among employees (64% on average, 75% for women and 53% for men employees). The
consistency of this finding across gender groups indicates that independence is a broadly shared
career aspiration rather than a gender-specific orientation. Collectively, the results suggest that
contemporary career motivations may be shifting away from lineage-based influences and toward
personal agency and self-determination and a newly emerging opportunity-providing e-mobility
sector helps shape this formation.

Earmmilut " - Independence motive
Familytradition motive '

mployee

entreprengur mploye sirepreneyr

Figure 6. Family tradition and independence motives of employees and entrepreneurs in e-mobility.
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BOX 4. INDEPENDENCE OR FAMILY TRADITION? The newly cmerging and opportunity-providing c-
mobility sector in Kenyva provides a favourable envieonment for young entrepreneurs to follow their aspirations
for independent agency and generate novel ideas rather than getting stuck in traditional family values with the
incumbent ideas.

ENTREPRENMEURIAL MOTIVATORS IN KENYA'S E-MOBILITY SECTOR
STRONG MOTIVATOR: WEAK MOTIVATOR:

INDE PENDEHEE é? FAMILY TRADITION

v REOARDLESS TRADNTIONAL —"'J
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Motivations: Summary

Figure 7 summarises the motives for engagement in e-mobility sector in Kenya by job role and
gender. Women entrepreneurs are mainly driven by market opportunities, independence,
environmental and social impact generation at a scale of around 8. For women employees these
seem to be the drivers except for market opportunities. For men entrepreneurs, technological
opportunities and necessity motives are the highest, but they are also driven by making social
and environmental impact. Men employees score the lowest across all motives compared to the
other three job categories.

Motives in e-mobility sectoral engagement (1=lowest, 10=highest)

Wealth gain
10

Making social impact 8 o Necessity

Family tradition

Technological.. Independence

Market opportunity

W OMen entrepreneurs eMen entrepreneurs =——Men employees Women employees

Figure 7. Motivations in e-mobility engagement by gender and job role.
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Motivations: Practice and Policy Recommendations
1.Encourage and support opportunity-driven entrepreneurship in e-mobility.
o Support programmes should prioritise opportunity recognition training at innovation-focused
pre-startup and startup incubators.
« Policies that expand affordable digital tools - based on Kenya’s effective digital capacity in
urban areas -, R&D incentives, and collaborative platforms would further strengthen
opportunity-led entrepreneurship.

2.Implement policies that improve education and upskilling in e-mobility to reduce necessity-
driven entrepreneurship at the early phases of sector development.

« Education for e-mobility technicians at colleges, e-mobility engineers at the universities,
apprenticeships at large and small domestic e-mobility companies must be introduced as
targeted interventions.

» These programs should include quotas for women for a gender inclusive sector.

3.Encourage and support sustainability-led entrepreneurship in e-mobility through higher
rates of women participation to generate impact.

« Tailored support programmes through entrepreneurship training at universities and
incubators should integrate sustainability, social value creation, purpose-driven business
models and impact measurement.

« Generate green and social innovation funding available to entrepreneurs.

« Apply quotas for women entrepreneurs in support programs, and green and social funding to
increase aggregate environmental and social impact.

« Training of men entrepreneurs for sustainability-led entrepreneurship to increase their
awareness and environmental and social impact of their businesses.

» Harness these motives by expanding incentives for environmentally and socially responsible
businesses with incentives such as tax benefits, grants, certification programmes, or
procurement advantages for impact-driven organisations.

4.3. Skills

How skilled are women in e-mobility and in entrepreneurship? How do women’s skills compare to
men?

What are the challenges for and needs of women in e-mobility?

Technical skills

Figure 8 presents self-assessed technical skill levels across all groups in five areas related to e-
mobility and digital competence:

(1) technical knowledge in e-mobility,

(2) ability to keep up with new e-mobility technologies,

(3) IT/computer skills,

(4) e-vehicle repair skills, and

(';) e-vehicle maintenance skills 21
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Across all groups, the confidence levels for very good skills in all five technical areas are lower
than 50%. Possession of soft skills in e-mobility technical knowledge are rated higher than hard
skills such as e-vehicle repair and maintenance. Indeed, the e-vehicle repair and maintenance
skills are the lowest with only 25% of respondents agreeing they have very good skills, but around
35% saying they have few skills in these areas, suggesting a serious skills deficiency in the e-
mobility area.

Across all five skill domains, a consistent pattern emerges: employees rate their skills more highly
than entrepreneurs, i.e. almost at the rates double, which may reflect greater practical exposure
into e-mobility by individuals with stronger education or technical backgrounds. As is in any low-
income country setting, educated workforce prioritises higher paid and secure jobs in established
companies. Women entrepreneurs, in particular, appear to outperform or match men
entrepreneurs in several domains, i.e. in e-vehicle repair (18% of women reporting very good
skills vs 15% of men) and IT skills (38% of women reporting very good skills vs 28% of men),
challenging typical gender assumptions and suggesting that women starting e-mobility ventures
are a highly skilled subgroup. However, women entrepreneurs are outperformed by men in e-
vehicle maintenance (22% vs 26%, respectively) and entrepreneurs are highly outperformed by
employees (43% employees reporting very good skills compared to 14% of entrepreneurs).

Thus, repair and maintenance skills remain weak across the entire sample with around 65% of
respondents stating they have some or few skills, highlighting a systemic shortage of advanced
technical capabilities in the e-mobility workforce. The skills gap is particularly pronounced among
entrepreneurs, but also among employees indicating insufficient training opportunities in
workplaces.

Meanwhile, IT/computer skills are relatively strong, suggesting that digital competence is more
widely accessible or emphasised in education and employment. Indeed, Kenya has taken some
important steps in digitalisation across the country contributing to these results. Still, women
employees are higher skilled (62% reporting very good skills) than men employees (42%) and
women entrepreneurs (38%) than men entrepreneurs (28%) owing to the higher education levels
among women employees and entrepreneurs employed in the sector.

Gender differences persist but vary by context: women employees report lower confidence across
several domains, whereas the gap narrows substantially among entrepreneurs. This suggests
structural rather than intrinsic causes—such as access to training, workplace culture, or role
expectations.

Overall, e-mobility workforce in Kenya is somewhat digitally capable but underprepared for
hands-on technical demands of the e-mobility transition.
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Technicalknowledge in e-mability Ability to keepup with new e-mobility technologies
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E-vehicle repair skills E-wehiclemaintenance skills

ITrcomputer skills

Figure 8. Technical skills in e-mobility by gender and job role.

E-vehicle maintenance skills of women in e-mobility by e-vehicle type

Table 5 demonstrates women employees’ and women entrepreneurs’ self-assessed e-vehicle
maintenance skills across different types of electric vehicles. Women may be engaged in several
e-vehicle types; hence the sample size is determined by the number of e-vehicles women
reported that they are engaged with, i.e. 164 for women employees and 52 for women
entrepreneurs.

For women employees, e-motorcycles and e-bikes are the most common vehicle types they feel
equipped to maintain. Among the employees, 67 respondents report having few skills, 41 report
some skills, and 56 indicate very good skills. Skill levels vary across vehicle types: for example, 23
women employees report few skills for e-motorcycles, while 19 report very good skills; similarly,
17 report few skills for e-taxis, but 12 feel highly skilled. This suggests that while a considerable
number have limited skills, a comparable number possess strong maintenance capabilities,
particularly for e-motorcycles and e-bikes.

For women entrepreneurs, a notable share reports some skills (26), compared with 15 reporting
few skills and 11 reporting very good skills. Again, skill distribution differs by vehicle type: e-
motorcycles (22 total) and e-bikes (12 total) are the most commonly maintained vehicles.
Compared with employees, entrepreneurs show fewer individuals with very good skills, and a
larger share in the mid-range skill category.
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Overall, firstly, women employees tend to report higher maintenance skill levels than women
entrepreneurs, particularly in the “very good skills” category. Women entrepreneurs are more
likely to rate themselves in the moderate skill range, suggesting that while they possess functional
maintenance knowledge, fewer have advanced technical expertise indicating continued barriers
to acquiring strong technical knowledge. These might include lack of affordable training
opportunities, gendered norms limiting women’s exposure to mechanical work, or insufficient on-
the-job learning structures. The presence of low-skill reports among entrepreneurs also raises
questions about business vulnerability, as limited technical knowledge may affect operational
efficiency, cost control, and reliance on external services.

Secondly, technical skills level decreases as the complexity of the e-vehicle increases, i.e. less
confidence in maintenance skills in e-taxi and e-bus, van, jeep. Whereas 65% of employees rate
themselves less skilled overall, i.e. at few and some skills; for entrepreneurs this rate is higher, i.e.
78%, suggesting women need support in upskilling in technical aspects of e-mobility technologies.
These results suggest women entrepreneurs require more targeted technical support to
strengthen their capacity to manage and sustain e-vehicle businesses and take it to the next level
with more complex e-vehicles.

In nutshell, women entrepreneurs need more support in the training of advanced e-mobility
technical skills. Overall, women in e-mobility need to acquire technical skills to engage with more
complex e-vehicle types such as e-motorbikes, e-taxis and e-buses. Technical capacity-building of
women in these areas will allow them to progress to job roles such as technicians, engineers and
set up their own companies.

E-vehicle maintenance skills
type of e-vehicle Few skills | Some skills | Very good skills| Total”
(0=3) (4-7) (B-10) (count)
e-motarcycle 23 14 19 56
e-bike 15 13 ' 15 43
Women | ki 17 10 | 12 33
employees
e-bus/van/eep 12 4 10 26
Total* (count) 67 41 56 164
e-motorcycle 5 12 | ] 22
e-taxi 4 4 | 3 11
Women e-bus/van/jeep 3 2 2 7
entrepreneurs |~ o 3 8 1 12
Total* (count) 15 26 11 52
*Total count adds up to more than 115 and 40 for employees and entreprencurs respectively, since
respondents are engaged in multiple e-vehicles.

Table 5. Women employees and entrepreneurs by e-vehicle engagement and vehicle technical maintenance skills
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E-vehicle maintenance skills of women in e-mobility by value chain activity type

Table 6 presents women employees’ and women entrepreneurs’ self-assessed e-vehicle
maintenance skills across different activities in the e-mobility value chain. Women may be
engaged in different e-mobility value chain activity types; hence the sample size is determined by
the number of value chain activities they are involved in, i.e. 156 for women employees and 48
for women entrepreneurs.

Women employees are identified with high levels of e-vehicle maintenance skills, particularly in
roles closer to technical or operational functions. Across all activities, 87 skill ratings fall into the
very good skills category, compared with 50 in few skills and 19 in some skills, suggesting that
women employees feel generally confident and competent in e-vehicle maintenance-related
tasks.

The largest concentrations of very good skills appear in Maintenance/Servicing/Repairs (20 out of
30), Assembling (7 out of 11), Battery charging/swapping (9 out of 18), Deliveries of products (12
out of 25), Sales (12 out of 24), and Transportation of passengers (12 out of 27). Skill levels are
particularly low in Manufacturing/Production (2 out of 5), Education/Research & Development
and Administration, where nearly all respondents fall into the few skills category. Overall, women
employees show a strong cluster of high skill levels in customer-facing and operational roles, with
more limited capabilities in technical development or administrative functions.

Women entrepreneurs, on the other hand, rated themselves more in the lower categories of
vehicle maintenance skills: 15 few skills, 24 some skills, and 9 very good skills. Deliveries of
products and Transportation of passengers record the highest counts in some skills, with 10 and 6
women respectively. Only a small number report very good skills, mainly in Deliveries of products
(3) and Management (3). Across most activities, i.e. Manufacturing/Production, Research and
Development, and Battery charging/swapping, numbers remain low, with few women
entrepreneurs assessing themselves as highly skilled. This suggests that entrepreneurial women
tend to perceive their e-vehicle maintenance abilities as modest, with fewer reporting advanced
technical or operational expertise. This indicates that entrepreneurs, although active in the sector,
feel less technically confident compared with employees.

Overall, women employees are not only present in a wide range of operational and technical roles
but also report high levels of competence, particularly in maintenance, repairs, passenger
transport, deliveries, and sales. The high concentration of very good skills in these areas suggests
that women working within established organisations have greater access to structured training,
hands-on experience, and organisational support systems that help build technical proficiency.
This may reflect formal upskilling pathways and clearer task specialisation inside firms.

In contrast, women entrepreneurs report more varied and generally lower technical skill levels.
This pattern likely reflects the challenges faced by entrepreneurs who must manage multiple
aspects of their business, often with limited resources, fewer training opportunities, and less
access to technical mentorship. Entrepreneurs appear to cluster in activities with lower technical
entry barriers, such as deliveries, basic transportation, and sales, while activities requiring
specialised technical expertise—such as assembling, manufacturing, or R&D, are far less
represented among them. 25




ACTS/26/E-MOBILITY PROJECT/REPORT/02

The comparison suggests a structural divide: women employees are more embedded in technical
functions, while women entrepreneurs engage in more flexible but less technically demanding
roles. This could have implications for the sector’s capacity-building needs and for women’s
career progression. If technical expertise becomes increasingly central to e-mobility value
creation, women entrepreneurs with lower technical skill confidence may be at risk of exclusion
from high-value segments of the market. Conversely, the strong skills.

E-vehicle maintenance skills
Type of activity in e-mobility value chain | F&W skills| Some skills | Very good skills | Total®
(0-3) (4-6) (7-10) {count)

Maintenance/Servicing/Repairs 4 5] 20 30
Transportation of passengers 10 5 12 27

Deliveries of products 6 7 12 25

Sales 8 4 12 24

Battery charging/swapping 5] 3 9 18

W‘;’“E" Assembling 1 3 7 11
SR Management 3 1 2 5]
Administration 5 0 0 5
Education and Research & Development 5 0 0 5
Manufacturing/Production 2 1 2 5

Total” 50 19 87 156

Deliveries of products 4 10 3 17
Transportation of passengers 2 5] 1 9
Maintenance/Servicing/Repairs 2 2 2 &
VTR Sales i : 2 3 Q 5
entrepreneurs Manufacturing/Production 3 1 0 4
Management 1 0] 3 4
Battery charging/swapping 1 1 0 2
Research and Development 0 1 o 1

Total* 15 24 9 48

*Total count adds up to more than 115 and 40 for employees and entrepreneurs respectively, since respondents are engaced in multtiple activities

Table 6. Women employees and entrepreneurs by e-vehicle engagement and vehicle technical
maintenance skills

BOX 5. TECHNICAL SKILLS. E-mobility workforee in Kenya is not confident in digital and hands-on
technical e-mobility skills for demands of the c-mobility fransition. The comparison bebwesn women employecs
and entreprencurs suggests a structural divide: women emplovees are more embedded in technical functions,
while women entreprencurs engage in more flexible but less technically demanding roles. Women entreprensurs
necd more support in the training of advanced e-mobility technical skills.

KENYA'S E-MOBILITY WORKFORCE: FOCUS ON WOMEN'S SKILLS

1 ) CLFSRENT STATE: THE SKLLE L CONFISENCE GAP TN L OIS
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Finance skills
Finance skills are self-assessed in Figure 9 for (1) finance and budgeting skills to manage a
business, and (2) confidence in the use of digital finance platforms.

The patterns observed across both charts suggest that employment is associated with stronger
self-reported financial and digital finance capabilities compared with entrepreneurship. In terms
of finance and budgeting skills, 36% of employees state that they have very good skills compared
to 19% of entrepreneurs. Similarly, skills in the use of digital finance platforms, is reported slightly
higher among the employees (35%) compared entrepreneurs (32%). Overall, 80% of
entrepreneurs report medium and low-level skills in finance and this rate is 70% in digital finance
skills. This suggests employees with higher concentration of high-skill ratings in finance, have
slightly better opportunities or incentives to build these competencies in organisational roles.
Entrepreneurs, in contrast, need support in developing skills that require active engagement with
budgeting, financial planning, and digital finance tools.

Gender differences appear modest overall with women and men across both job roles reporting
very good skills (25-30% range), but the relatively stronger performance of women entrepreneurs
compared to men entrepreneurs in digital finance (38% vs 28%, respectively) challenges common
assumptions about women being less confident in financial domains.

Finance and budgeting skills 1o manage business of digital Anance platforms 1o men budine s

80% 80%
B0% G0%
A0% a0
207% 20%

0% 0%

Womén omen
employes enreprensur empioyee Entreprensur

WFewskilis(0-3)  mSomeskills (4-7)  m Verygood skills (8-10 W Fowskills (0-3)  WSomeskills (4-7)  BVerygood skills (8.10)

Figure 9. Finance skills in e-mobility by gender and job role.

BOX 6. FINANCE SKILLS. E-mobility employvess benefit the opportunitica at workplace to gain financial
proficicncy compared fo entreprencurs, vet women entreprencars in particular feel stronger in digital finance
akills compared to men, an area that can be further improved for womien to leapfrog in finance akills in the
advent of fast digitalization.
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Marketing Skills
Marketing skills are self-assessed in Figure 10 for (1) marketing skills to manage a business, and
(2) confidence in the use of digital marketing platforms.

Across all four groups, around 40% of respondents in each group state that they have very good
skills both in marketing skills to manage their business and efficient use of digital marketing
platforms. The patterns observed across both charts suggest that employment is associated with
slightly stronger self-reported marketing and digital marketing capabilities compared with
entrepreneurship indicating that employees benefit the opportunities at workplace to gain
marketing skills compared to entrepreneurs. Additionally, women feel slightly stronger in these
skills compared to men, but the differences between men and women is very minor.

Gender differences appear modest overall with women and men across both job roles reporting
very good skills (35-40% range), but the relatively stronger performance of women entrepreneurs
compared to men entrepreneurs in both marketing and digital marketing (on average 40% vs
30%, respectively) challenges common assumptions about women being less confident in
marketing domains and indicating that women who pursue entrepreneurship may invest more in
skill development or rely more heavily on marketing proficiency to compensate for structural
constraints.

Marketing skillsto manage business Use of digital marketing platfarms te run business
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Figure 10. Marketing skills in e-mobility by gender and job role.

BOX 7. MARKETING SKILLS. Marketing skills of workforce are relatively high in e-mobility, Gender
differences appear modest overall with women and men across both job roles reporting very

gooad gkills. This calls for intermediate-to-advanced gkill-building interventions rather than basic awarcness
programmics related to marketing skills capacity formation,
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Figure 11 presents self-assessment of all groups of respondents on their networking skills: (1)
networking skills to manage business, (2) use of digital platforms for networks, and (3)
connectedness to mentors and peer support. Across all groups, employees are consistently better
connected than entrepreneurs (40-52% vs 24-40%, respectively) and women are better
connected than men (37-47% vs 28-42%, respectively). Although a higher proportion of
employees state very good skills in networking, the proportion of entrepreneurs who are the least
confident in their networking skills is lower than that of employees (20% vs 10%, respectively).
Confidence in use of digital platforms for networking is considerably higher in the employee
cohort than in entrepreneurs (52% vs 33%, respectively) and in women than men (47% vs 37%,
respectively). Women entrepreneurs (40% rated themselves as very skilled) are ahead of men
entrepreneurs (26%) in digital connection skills, aligning with the idea that entrepreneurial roles
demand more active networking and digital engagement.

However, the differences are modest, indicating that structural or contextual factors may shape
networking skill development more than gender. The near-identical distributions across groups
also highlight how networking-related competencies may be widely accessible yet not extensively
cultivated to advanced levels. These findings suggest that while there are gender gaps, overall
skill enhancement remains a shared need across the workforce.
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Figure 11. Networking skills in e-mobility by gender and job role.

29



ACTS/26/E-MOBILITY PROJECT/REPORT/02

BOX 8. NETWORKING SKILLS. Metworking skills cluster predominantly in the mid-range of self-rated
skills, but this is more so for men entreprencurs suggesting broad confidence but limited mastery in these arcas.
This calls for targeted interventions to elevate networking, digital engagement, and mentor-connectedness
capabilities across the workforce for a better functioning e-mobility ecosystem.
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Skills: Summary

Figure 12 presents a summary of skills by job role and gender. All types of skills (i.e. technical,
finance, marketing, networking) are rated not lower than 5.4 but also not higher than 6.5 on a
scale of 0-10 across all groups of participants suggesting necessity for design and implementation
of upskilling programmes in e-mobility. Women entrepreneurs rate themselves best at marketing
but least skilled at finance. For women employees, networking is their best skill due to the nature
of their work environment and in finance they are least skilled. Men entrepreneurs consider
themselves best positioned in networking but least at finance; whereas men employees
marketing skills are highest and finance is the lowest.

Skills (1=lowest, 10=highest)

Women entrepreneurs
10

Women employees Men entrepreneurs

Men employees

= Technical skills e===Finance skills Marketing skills e==Networking skills

Figure 12. Skills by gender and job role.
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Skills: Practice and Policy Recommendations

1.Training programmes in e-vehicle repair and maintenance, and continuous learning in e-
mobility technologies are needed widely across Kenya.

« Launch public-funded programmes in vocational education, apprenticeship models, and
reskilling programmes in e-mobility.

» Government could create subsidised micro-credential systems and partnerships with public
and private sector companies to ensure up-to-date training in e-mobility. Policies enabling co-
funded company training or tax credits could ensure that workforce develop advanced
practical skills.

« Government should support employers to invest in structured technical training, through
workplace training pathways in e-mobility. Experiential learning based on hands-on practice,
shadowing technicians, and real-life problem-solving exercises accelerate skill development.
Entrepreneurs located in incubators can benefit from such arrangements where factories can
provide experiential learning opportunities.

« Entrepreneurs need leveraging digital strengths for technical learning. IT skills need to be
incorporated into college and university education in e-mobility.

2. Women'’s participation in e-mobility sector needs more support for women entrepreneurs’
capacity building in advanced e-mobility technical skills.

« Women entrepreneurs demonstrate medium-to-strong skills, indicating high potential. Policy
incentives—such as grants, incubators, and mentorship—could broaden access and reduce
gender disparities among employees. All programmes should involve quota for women.

« Provide targeted, subsidised maintenance training for women entrepreneurs. Offer flexible,
low-cost upskilling in key technical areas (maintenance, batteries, assembly).

« Integrate hands-on technical modules into entrepreneurship support programmes.

« Standardise and expand workplace-based technical training. Ensure manufacturers provide
accessible, gender-inclusive training to women operators.

« Establish accredited e-vehicle maintenance certification pathways.

« Offer financial and tool support for women to start repair or service enterprises.

o Support transitions from skilled women employees into entrepreneurship.

« Incentivise women-led participation in high-value segments (manufacturing, R&D).

« Strengthen industry—training provider partnerships for relevant skill development.

3.There is need for targeted capacity-building interventions, particularly for entrepreneurs, to
develop financial and digital finance skills.

» For future impact on nascent and potential entrepreneurs, financial literacy and digital
finance training can be introduced into college and university programmes.

« For immediate impact, policy initiatives, i.e. incubator grants, require integrating financial
literacy and digital finance training into incubation programmes.

» For entrepreneurs, who already demonstrate strong financial capabilities, policy efforts could
emphasise scaling support, such as access to advanced digital financial tools, business
advisory services, and mentorship programmes that help sustain and grow their ventures.
Engagement with financial institutions and business support organisations can play a practical
role by offering tailored training modules, simplified digital finance interfaces, and inclusive
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4.There is need for intermediate-to-advanced skill-building interventions rather than basic
awareness programmes related to marketing skills capacity formation in e-mobility.

« In specific entrepreneurship readiness programmes, enhancing digital skills in marketing
should be prioritised. Incubators and enterprise support organisations should emphasise
marketing analytics, platform management, and customer-facing digital skills as core
components of early-stage business development.

5.There is need for targeted interventions to elevate networking, digital engagement, and
mentor-connectedness capabilities across the workforce.

» Organisations and support agencies such as incubators, chambers of commerce, and
employer associations should embed structured mentoring schemes and peer-support
networks to enhance connectedness.

« Organisations and support agencies such as incubators should offer accessible modular
training programmes that strengthen advanced networking and digital-platform
competencies.

« Policy initiatives should require organisations and incubators to offer accessible modular
training programmes that strengthen advanced networking and digital-platform
competencies.

5. Ecosystem Support and Dynamics (Meso level)
5.1. Finance availability and accessibility

To what extent finance is available for women in e-mobility?
To what extent women can access finance?
How does this compare to men?

Figure 13 presents perceptions of funding availability and accessibility across four groups and
across four statements: sufficiency of government financial support, ease of accessing bank
loans, availability of venture capital for innovation, and support from funders. Across all
groups, the most prominent pattern is the consistently high levels of disagreement, on average
more than 40%, signalling that respondents, regardless of gender or employment status, tend
to view the funding environment as insufficient.

For government financial support, both women and men rate funding as inadequate, with
disagreement levels dominating particularly among women. 58% of women are dissatisfied,
whilst this is 42% for men. Women entrepreneurs appear the most negative, with 60% of them
disagreeing that sufficient finance is available to them. A similar pattern is observed for
availability and accessibility of bank loans: disagreement is highest among women
entrepreneurs and employees (53%), followed by men entrepreneurs (41%). Women of both
job roles and entrepreneurs of both genders show predominantly negative views. This pattern
repeats for perceptions of venture capital availability.

On the issue of whether companies are supported by funders, 45% of all respondents state
strong disagreement, with 58% of women entrepreneurs and 38% of men entrepreneurs, with
only small proportions reporting agreement.
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Kenya is highly digitalised country in finance. Finance instruments and apps such as MPESA and
MKPOA are widely used. However, when entrepreneurs were asked about the support of MKPOA
for setting up of their business and funding of innovative ideas, more than more than 30% of

women entrepreneurs disagreed that MKPOA was supportive. Disagreement rates among men
were less than 10%.
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Figure 13. Availability and accessibility of finance in e-mobility.

The findings highlight a widespread sense of financial constraint across all respondent groups, but
more so for women, suggesting that Kenya’s e-mobility ecosystem suffers from systemic gaps in
funding accessibility. Both employees and entrepreneurs, irrespective of gender, perceive
government support, bank loans, venture capital, and funder backing as largely insufficient.
Women report the highest levels of disagreement, indicating that gendered barriers may
compound structural financial challenges. Entrepreneurs, and especially women entrepreneurs,
exhibit more pessimism, their responses reflect limited confidence in the availability of formal
funding channels. These patterns suggest that current financial mechanisms are not effectively
reaching early-stage or small-scale actors in the sector. They also point to a potentially
fragmented financial landscape in which institutional support is either inconsistent, poorly
communicated, or difficult to access.

33



ACTS/26/E-MOBILITY PROJECT/REPORT/02

BOX 9. FINANCE AVAILABILITY AND ACCESSIBILITY. Financial constraints remain a critical
botileneck for businesses to participaie, innovate and scale up in the e-mobility sector. Women are
disproportionately affected from adverse conditions in finance availability.
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5.1 Finance availability and accessibility: Recommendations for Policy and Practice

1.Strengthen targeted financial support mechanisms.
The consistently high disagreement regarding government and bank-based funding indicates a
need for more accessible, transparent, and streamlined financial programmes. Policymakers
should consider subsidised loans, guarantee schemes, and grant programmes specifically
designed for e-mobility start-ups and SMEs.

2.Address gendered disparities in access to finance.
Women report the most negative perceptions. Policymakers and practitioners can respond by
offering gender-responsive financing instruments, mentorship schemes, and capacity-building
programmes that reduce barriers created by network gaps, or discriminatory lending practices.

3.Expand venture capital (VC) and private-sector involvement.
Low levels of agreement about venture capital availability suggest that investors have not yet fully
engaged with the e-mobility sector. Investment promotion agencies and industry associations
could incentivise VC participation through tax incentives, co-investment funds, and platforms that
link start-ups with investors.

4. Improve visibility and communication of existing funding opportunities.
Part of the low confidence may stem from a lack of awareness or clarity. Government agencies
and ecosystem intermediaries (incubators, accelerators, NGOs) should amplify information flows,
provide structured guidance on application processes, and simplify administrative requirements.

5.Encourage ecosystem-level support for early-stage ventures.
Interventions should support not only growing firms but also pre-commercial start-ups. Stronger
pre-incubator, incubator and accelerator programmes, technical assistance, and public—private
partnerships can provide support in finance areas.

6.Build trust and credibility in financial institutions.
The widespread perception that companies lack funder support signals a confidence gap.
Improving transparency in funding decisions, establishing clearer eligibility frameworks, and
ensuring fair treatment across gender and business size will enhance trust in formal financial
systems.
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52. Human capital provision

Skilled labour provision and availability
How readily available is skilled labour in e-mobility sector?
What does skilled labour provision look like in the e-mobility ecosystem?

Figure 14 presents perceptions of skilled labour availability and college/university
entrepreneurship support in e-mobility across four groups studied. Regarding Skilled labour
availability, perceptions are negative among the employees with 40% on average disagreeing
compared to entrepreneurs on average 20% disagreeing. Women employees report slightly
higher disagreement (43%) than men employees (38%), while men entrepreneurs show the
lowest level of disagreement (15%) compared to women entrepreneurs (30%). The somewhat
more confident perception of men entrepreneurs in labour availability might be attributable to
the lower education levels of this group in the sample, whereas women, a highly educated sub-
group, report more challenges suggesting structural issues and inclusivity.

Regarding entrepreneurship support from colleges and universities, perceptions are mostly
negative with around 50% of employees and 40% of entrepreneurs on average disagreeing.
Among women entrepreneurs this proportion is the highest with 52%. When combined with the
high share of neutral responses, this suggests mixed or moderate views about the adequacy of
entrepreneurship support in the e-mobility sector. Especially women report disagreement higher
than men, indicating more negative experiences or expectations of support from higher-
education institutions. This finding calls for more inclusivity starting with human capital training
in the sector.

Skilled labour in e-maobility is available Callege and university entreprencurship support in e-mability is

o mployes
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Figure 14. Perceptions on skilled labour availability and provision in e-mobility.

Gender inclusivity in human capital provision and availability
How does skilled labour provision differ across genders in e-mobility?

Figure 15 compares perceptions of gender inclusion and support in the e-mobility sector across
employees and entrepreneurs and two gender groups, i.e. women and men. Across all groups, a
relatively small proportion agree (on average 25%) that the number of women employees in e-
mobility is sufficient. Both women and men—employees and entrepreneurs—show broadly
similar patterns: disagreement and neutrality occupy the majority of responses, indicating
widespread recognition that women remain underrepresented in the field.
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However, respondents, especially women entrepreneurs, generally perceive education related to
e-mobility and entrepreneurship as somewhat more inclusive than actual employment
representation, though a substantial share of neutral responses indicates that inclusiveness is not
consistently experienced across groups.

In terms of support for women entering technical roles such as technicians, mechanics, and
engineers, across all groups, agreement levels are low, and neutral or disagree responses prevail.
This indicates that targeted support for women in technical e-mobility roles remains limited and
there are persistent gaps in targeted support for women in hands-on technical positions within e-
mobility. Compared with technical-role support, access to training in finance, marketing, and
entrepreneurship is viewed more positively. Agreement is strongest among women
entrepreneurs. Nevertheless, neutral responses remain substantial, and there is still a notable
share of disagreement—highlighting ongoing needs for more inclusive training opportunities.

Overall, the results reflect a sector that acknowledges gender imbalances but has not yet
translated awareness into fully inclusive structures or systematic support. Particularly in technical
roles women encounter substantial barriers. While education and training are perceived as
somewhat more inclusive, many individuals experience ambiguity, inconsistency, or limited
visibility of gender-supportive initiatives. Taken together, the findings suggest that progress in
inclusivity has been uneven: although some mechanisms supporting women’s participation exist
—especially in non-technical domains—structural, cultural, and institutional challenges seem to
constrain women’s full engagement in the e-mobility sector in technical roles for wider inclusivity.
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Figure 15. Perceptions on gender inclusivity by e-mobility and entrepreneurship education
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BOX 10, HUMAN CAPITAL PROVISION. Skilled labour provision and availability is a serious concern for
businesaes in the c-mobility sector. There is need for colleges and universities to raise skills in e-mobility and in an

inclugive way. Additionally, number of women working in e-mobility is not sufficient. Gender inclusivity for
ocducation in e-mobility and entreprencurship is not sufficient.
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Human capital provision, availability and inclusivity: Recommendations for Policy and
Practice

1. Prioritise strengthening the talent pipeline in the e-mobility sector by investing in
targeted skills programmes that benefit underrepresented groups, particularly women.

« Introduce e-mobility technical programmes into state colleges and universities.

» Implement workforce-oriented policies that improve access to training, apprenticeships,
and upskilling pathways. Enhanced collaboration between government, universities, and
industry could help align curricula with evolving technological needs, reducing mismatches
between the skills demanded by firms and those supplied by graduates.

» Gender-sensitive policy design is essential to ensure that support interventions address the
specific barriers faced by women in both employment and entrepreneurship.

2.Private organisations and private universities should take initiative and adopt more
proactive strategies to strengthen support for individuals entering or operating in the e-
mobility sector.

« Employers can improve perceptions of skilled labour availability by investing in internal
training, mentorship schemes, and clearer career development pathways.

» Universities can enhance their entrepreneurship support through more accessible in-
resident incubators, targeted innovation programmes, and stronger outreach to women
participants.

3.Increase the number of women in e-mobility.

« Policies should focus on targeted recruitment with quotas for women, visibility of role
models, and organisational policies that address gendered barriers to entry and
progression.

« The lack of support for women in technical roles underscores the need for specialised
training programmes, gender-responsive vocational pathways, and partnerships with
technical institutes to strengthen women'’s skills pipelines. Colleges and universities can
apply quotas for women applicants in STEM roles.

o Policymakers should monitor frameworks by measurable indicators to evaluate gender
inclusiveness
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5.3. Networks and ecosystem connectedness
Connectedness

How well-connected are women in e-mobility ecosystem?
How does this differ across genders?

As shown in Figure 16, across all groups, the majority agree that their company or business is part
of a supportive e-mobility network, with the noticeable exception of women entrepreneurs (40%)
suggesting that they may face more structural or relational barriers in accessing beneficial
networks within the e-mobility sector. This contrasts sharply with men entrepreneurs, who
express the strongest disagreement (8%), and with employees of both genders, whose
disagreement levels remain comparatively low (21%).

My companyMy business is part of a supportive e-mobility business network
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Figure 16. Connectedness in e-mobility networks.

Effectiveness of networks
What do women gain from networks in e-mobility ecosystem?
How do the gains from networks differ across genders?

Figure 17 informs on what women gain from being in professional networks. Gains form networks
are assessed by learning new technological advancements, finding skilled employees, access to
different markets and funding through networks. The pattern is similar across all gender and role
groups (40-50% reporting strong agreement) with men entrepreneurs reporting the lowest rate
of disagreement (3-9%) suggesting the make the most of their connections and women
entrepreneurs slightly less than men. The divergence in perceived basic network inclusion
indicates that women entrepreneurs may be starting from a disadvantaged position, which may
shape their ability to benefit fully from other network functions. Access to funding is the area
where both women and men entrepreneurs find challenging even through networks, with
women in disagreement double the rate of men entrepreneurs (43% to 22%, respectively).
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Figure 17. Gains from networks

BOX 11. NETWORKING. Entreprencur women are the least connected in e-mobility business networks. This
adversely affects their aceess to funding schemes, to different markets and learning about new technological
advancements.

GENDER GAP IN NETWORKING SUPPORT: KEY MSPARITIES
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Networks: Recommendations for Policy and Practice

1.Government should prioritise interventions that strengthen equitable access to e-mobility
networks, especially for women entrepreneurs who appear disproportionately excluded or
unsupported.

« Government should implement funded programmes that help women-led firms integrate into
existing industrial networks, dedicated matchmaking initiatives, or the creation of gender-
inclusive innovation and accelerator spaces.

« Government should ensure policies that mandate or incentivise inclusive governance
structures within networks, require transparent membership processes, and promote gender-
balanced leadership.

» Strengthening cross-sector collaboration among firms, universities, municipalities, and
industry associations would further ensure that underrepresented groups can tap into the
knowledge flows essential for competitiveness in the e-mobility sector.
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2.Practitioners and network organisers should take proactive steps to recognise that women
entrepreneurs face distinct barriers to network involvement and address them.

» Practitioners should design outreach strategies that specifically engage women-led
businesses, creating low-barrier entry points to network activities, and ensuring that
communication channels, events, and knowledge-sharing platforms are accessible and
welcoming.

« Incubators, firms and industry bodies can embed inclusive practices by establishing
mentorship schemes, peer-support communities, and leadership opportunities tailored to
women entrepreneurs.

5.4. Business-incubation support for e-mobility entrepreneurship

Because resources are incessantly restricted in the emerging market context, policy tools are
important in supporting start-ups to enhance their capabilities in technological, market, and
organizational domains (Theodoraki et al., 2020; Voisey et al., 2006; 2013). One such policy tool is
start-up or business incubators. Business incubation centres are unique institutional
arrangements that offer shared office space and business assistance in a supportive environment
conducive to growth while minimizing the risk of failure in start-ups (Braun & Suoranta, 2025).
Recently, business incubators have been extensively used as policy tools to encourage start-up
formation in emerging markets (Scaramuzzi, 2002; Gao et al., 2021; Leitao et al., 2022).

The first business incubator was established at the Batavia Industrial Centre in New York in 1959
(Sohail et al., 2023). The concept then became very popular as attached to universities in
supporting technology-based startups (Mian, 1997). In the UK, it has been a state-led policy
implemented by then lead organization for business incubation, United Kingdom Business
Incubation (UKBI), that gave the ‘national definition’ of business incubation as ‘a unique and
highly flexible combination of business development processes, infrastructure and people,
designed to nurture new and small businesses by helping them to survive and grow through the
difficult and vulnerable early stages of development’ (Voisey et al. 2005). Back then, USA’s lead
incubation organisation the National Business Incubation Association (NBIA) reported that there
were about 4,000 business incubators worldwide, including 1,000 in North America (NBIA, 2005).
Today, both advanced and emerging countries provide support to start-ups and early-stage
businesses through sector-specific incubators. India implements a remarkable project in Kerala
called the Kerala Start-up Mission (https://startupmission.kerala.gov.in) with 63 sector-specific

incubators hosting more than 8000 start-ups.

For a new enterprise to survive and thrive, access to incubation would seem to offer a distinct
advantage and is particularly necessary for establishment and legitimization niche and new
sectors such as e-mobility entrepreneurship. Today, business incubation is not merely about
providing office space but involves becoming part of a network of agents or actors in the
incubation centre and in the surrounding ecosystem—including incubation managers,
government bodies, professional organizations, and universities—working together to nurture
early-stage ventures and ready them for scaling up through ensuring that the start-ups gain
certain capabilities (Hackett and Dilts, 2004; Gao et al., 2021).

[2] Conceptual part of this section is heavily based on Yoruk, E. Paramba,J. N., Jones, P. and Salamzadeh, A. (2026).
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Business incubation is perceived as a powerful policy tool to overcome the liabilities of newness
and smallness by implementing unique strategies that help firms become competitive, profitable,
and sustainable (Amezcua et al., 2011). Importantly, business incubation centres also aim at
attaining objectives such as fostering a climate of entrepreneurship (Thomas & Ki, 2020), fostering
technology development (Theodoraki et al., 2020), increasing university— incubation—firm—
government interaction (Hassan, 2020), and development of human and social capital (Tétterman
& Sten, 2005). University and business incubation centres provide various forms of support to
newly established ventures, especially in the form of knowledge transfer, incubation space, R&D
services, and connecting with various financial investors (Theodorakopoulos et al., 2014).

All'in all, business incubation is a complex policy tool that has external and internal determinants,
as well as the quality of tenants at the entrance to the incubator. The external determinants are
closely linked to resource endowments of the geographical context. Business incubation, in that
sense, strengthens incubated start-up’s resources and new venture performance. Newly
established ventures face resource constraints, difficulty in attracting investors, and scaling their
ventures (Albort-Morant & Oghazi, 2016), and this effect is even stronger in the emerging
markets. In such situations, in emerging markets with incubator policies, start-up firms always
strive to attain their competitive position through the advice received from the experts in the
business incubation centres. In addition, start-up firms incubated in business incubation centres
have straightforward access to networking with other start-up communities through which they
can reduce resource constraints and access more resources to develop dynamic capabilities
(Ebbers, 2014).

Business-incubation is a very new phenomenon in Kenya. Currently the concept is premature with
limited examples and confined mostly to Nairobi. A rather new initiative is Innovation Hubs which
are frequently mentioned by industry experts and policymakers and mostly an outcome of weak
but newly emerging entrepreneurial ecosystems (Zifle and Von Carlowitz, 2026). Whilst both
tools highly benefit business and especially new start-ups, an Innovation Hub can be considered
as the preceding stage of a Business Incubator. Whereas the former is mostly focused on a new
business idea development phase providing favourable environment for collaborations and
brainstorming of ideas between knowledge holders; a business incubator is focused on start-ups
and to put them on track to growth with providing them with necessary infrastructure such as
office space, fast internet, training in entrepreneurship, marketing, finance, links to an
experienced mentor and support for networking.
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Statements posed to the entrepreneurs range from 0= strongly disagree to 10= strongly agree.

Table 7. Start-ups supported by incubators and perceptions on incubation process in Kenya.

Table 7 informs on the entrepreneurs in our sample whose companies is or had been
incubated. From among 101 entrepreneurs only 9 have been associated with an incubator. 4
out of 40 women entrepreneurs and 5 out of 61 men entrepreneurs, a mere 10%, are in an
incubator. All except one start-up is in an incubator in Nairobi, the capital of Kenya. These
suggest that incubation process among e-mobility start-ups is very limited and confined to
most developed urban regions. One major reason for this is the non-existence of incubators.
Incubation must be one widely used policy tool in encouraging women and youth in
entrepreneurship activity in e-mobility. However, this has not been mentioned in E-Mobility
Policy Document (MoRT, 2026).

Entrepreneurs were asked for their assessment of support types and their effectiveness.
Responses to finance related, entrepreneurship knowledge related, mentoring, networking,
market access support from the incubator entrepreneurs’ responses widely vary. Firstly, on
average, women are less satisfied whose highest average score is 5.5 when compared to their
male counterparts whose scores for incubation support types are not lower than 7. These
overall results strikingly show that women entrepreneurs’ incubation experience and hence
their needs are greatly different from those of men suggesting that slight tweaks may be
necessary in upskilling of women entrepreneurs. Secondly, satisfaction rates of women vary
between themselves. Whereas some women entrepreneurs rate incubator support as high as
7, others may rate as low as 0. These may be for different incubators; however, such diversified
results need more investigation as to why if a gender inclusive e-mobility ecosystem is aimed in
Kenya.
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BOX 12, BUSIMNESS INCUBATHON, Business incubation concept is almost non-existent in Kenya.
Entreprencarship training support is in its infancy for other strategic sectors such as agricalture and clean energy
but lacks for c-mobility, Currently, the dominant entreprencurship support tool is the “lnnovation Hub' which
provides support for idea generation. A comprehensive approach to entreprencurship is necessary by way of
husiness incubation targeting pre-sfarfups, carly starups and scale ups for sustained success in e-meobility. This
also necesaitates tailored support for women entreprencurs,

=3+ GENDER DYNAMICS IN KENYAN E-MOBILITY INCUBATION SUPPORT
(5 FOCUS ON INCUBATOR EXPERIENCES TOWARDS INCLUSIVITY

INCUBATION SUFPORT EFFECTIVENESS: DIVEHSIFIED EXPERIENCE AMOMNG
GENDER COMPARISON [AVERAGES]) WOMEN ENTREFREMEURS

DIVERSIFIED RESULTS
GREATLY DIFFERENT EXPERIEMCES & NEEDS NEED MORE INVESTIGATION
CSRUGSESTS UPSKILLIWG TWEAKS)

5.5. Summary

Figure 18 provides a summary of participants’ perceptions on the meso level aspects of
entrepreneurial ecosystem, (i.e. support in finance provision, human capital and networking).
On a scale from 0 to 10, these ecosystem elements are rated at most 6 suggesting at the meso
level support needs to be increased. Finance related support is the most lacking across all
groups of participants, followed by human capital and then networking.

Perceptions on meso level support in e-mobility
(1=lowest, 10=highest)

Women entrepreneurs
10

Women employees Men entrepreneurs

Men employees

——Finance support = Human capital support — MNetwork support

Figure 18. Meso level support by gender and job role
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6. Framework Support and Dynamics (Macro level)

6.1. Institutions

Government support and regulations in e-mobility

What are women’s perceptions about the institutional environment in e-mobility in Kenya?
Do the perceptions differ across genders?

Figure 19 presents perceptions of women and men employees and entrepreneurs on government
policy and support to businesses in e-mobility.

When asked whether the government implements effective policies to support businesses in e-
mobility, in general, around 30% of respondents strongly disagree whilst only 20% strongly agree
that the policies are effective. Entrepreneurs (especially women 35%) show the highest
disagreement. There is also a widespread perception that government responsiveness in updating
ineffective e-mobility laws is slow. Women employees (38%) and women entrepreneurs (40%)
show the highest disagreement, indicating greater dissatisfaction with the speed of regulatory
change. The agreement level on average is only 22% across all groups.

Kenyan Government is proactive in renewable energy policies. On the issue whether this benefits
their companies or not, the views differ widely among the women and men entrepreneurs.
Whereas women entrepreneurs strongly disagree (43%), men feel slightly more positively about
renewable-energy-related policies. Overall, participants do not strongly perceive that renewable
energy policies directly benefit their companies, suggesting that any policy reform on the energy
front has not yet been fully reflected on the related business activities. Similarly, respondents
overwhelmingly feel that accessing government support is not easy. Especially, entrepreneurs find
that access to government support is very difficult with 55% of women entrepreneurs and 44% of
men stating so.

The findings reveal a pattern of ambivalence and dissatisfaction regarding the policy environment
for e-mobility businesses. Many respondents perceive government policies as inconsistent,
insufficiently visible, or difficult to interpret. Substantial disagreement emerges in the perceived
ease of accessing public support. These negative perceptions indicate friction points in the
regulatory landscape and potential administrative barriers that may discourage stakeholder
engagement and hinder progression.

Gendered patterns are also evident. Women—especially women entrepreneurs—tend to express
higher disagreement, signalling that structural and informational barriers may affect their access
to and benefit from policy mechanisms more acutely than men. This aligns with existing evidence
highlighting that women-led ventures often face more challenges navigating institutional
structures and securing resources. Meanwhile, men show relatively higher neutrality, indicating a
more distanced or less critical stance but not necessarily greater satisfaction. Overall, the charts
point to a policy environment that is perceived as slow-moving, opaque, and uneven in the

. i i thin the e-mobili 44
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Figure 19. Government policy and support to businesses in e-mobility.

Ease of doing business in e-mobility
What do women think about ease of doing business in e-mobility in Kenya?

Do these views differ across genders?

Figure 20 present employees’ and entrepreneurs’ perceptions, disaggregated by gender,
regarding ease of doing business in e-mobility sector.

Regulations, permits and licenses that enable setting up a company within a week is considered
one important aspect of competitive and efficient markets. When respondents are asked about it,
across all groups, the dominant response category is disagreement with 48%, indicating that most
respondents perceive the process of establishing an e-mobility company as not easy or swift.
Women entrepreneurs show the highest level of perceived difficulty (63%), with a larger share of
disagreement compared to men entrepreneurs (44%). Among employees, women also report
more difficulty (46%) than men (38%). Agreement levels are generally low in all groups, reflecting
widespread challenges with administrative speed and ease of business registration in the e-
mobility sector.

Tax burden and bureaucracy that the new firms face, in all four groups, a substantial share of
respondents disagree (48% on average) that new firms face manageable tax and bureaucratic
requirements. Women employees (46%) and women entrepreneurs (65%) report the highest
levels of disagreement, followed by men entrepreneurs (46%).

In terms of favourable labour/employment regulations, a similar pattern repeats for particularly
women entrepreneurs, of whom 63% report disagreement, whereas overall disagreement across
all groups is 37%.
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The findings reveal clear and persistent concerns among both employees and entrepreneurs
regarding the regulatory environment in ease of doing business for e-mobility ventures. High
rates of disagreement predominate, indicating that respondents generally perceive the
institutional context for doing business as challenging rather than enabling. Women, particularly
women entrepreneurs, consistently express more negative perceptions than their male
counterparts. This pattern suggests that gendered experiences shape how individuals navigate
administrative procedures and regulatory demands, echoing prior research showing that women
entrepreneurs often face greater informational, procedural, and network-related barriers when
engaging with institutional actors (Brush et al., 2019).

Entrepreneurs, regardless of gender, tend to be more critical of the regulatory environment than
employees. This distinction is intuitive, as entrepreneurs directly engage with business
registration processes, compliance requirements, and labour policies, whereas employees
experience these structures more indirectly. Notably, women entrepreneurs display the highest
levels of disagreement across all three indicators, suggesting that the institutional landscape may
amplify existing gender inequalities by placing disproportionate administrative burdens on
female-led ventures. These results underscore the need for more gender-responsive regulatory
frameworks, especially in emerging sectors such as e-mobility where supportive environments
are crucial for fostering innovation and sustainable growth with inclusivity.

Setting up a company in e-maobility is cosywithin aweek. New businesses are not gver-burdened with taxes and bureawcracy.

80% B0%
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Labourfemployment legislations are favourable for my company.
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Figure 20. Ease of doing business in e-mobility.
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Inclusive regulations in e-mobility

Do women think institutional regulations are inclusive enough in e-mobility in Kenya?

How do these views differ across genders?

Inclusivity of legislations in e-mobility was assessed through Kenyan Government’s approach to
protection of women in the sector, whether existing labour regulations allow for work-life
balance, family and tax policies from a gendered perspective, childcare support, workplace safety
and absence of discrimination and harassment.

Figure 21 shows respondents’ perceptions on the inclusivity of institutional regulations. 38% of
respondents across all groups disagree that women are sufficiently protected in the e-mobility
sector through government policies and legislations. Women entrepreneurs feel the less
protected by government policies and regulations, i.e. 48%. This pattern repeats in existing in
whether labour regulations provide work-life balance for women, where 33% of women
entrepreneurs disagree compared to 24% average stated by all groups.

Similarly, in family and tax policies favouring women perceptions are again mixed, but
disagreement is more pronounced among women, especially women entrepreneurs with 60%
and women employees 44% disagreement rates. This pattern suggests that women perceive
current family and tax policies as insufficiently supportive for their professional or entrepreneurial
roles. Moreover, above 40% of men also disagree with family and tax policies favouring women.
In terms of childcare support, whilst 39% of women on average disagree that there is adequate
support available for them in terms of childcare, this rate is 21% for men, suggesting great gender
disparity in an area which directly affect women as primary child carers.

Similarly, Figure 22 informs on the perceptions of safety at workplace and perceptions of
harassment and discrimination, and they showed somewhat similar but a more positive pattern
to the above about inclusivity perceptions. Overall, these are two of the areas with relatively
higher agreement for all groups, over 30% agree that work environments are safe with only 25%
disagreeing. Agreement with the absence of discrimination and harassment is higher with 39%
agreement and 22% disagreement on average across all groups. However, 33% of women
entrepreneurs think that their work environment is not safe, compared to 15% of men
entrepreneurs. Whereas 28% of women entrepreneurs report presence of discrimination and
harassment, only 13% of men entrepreneurs do so. These suggest a gendered difference: women
appear less confident about safety conditions within the e-mobility workplace, and they are also
less likely to perceive the sector as free from discrimination and harassment.

The findings reveal a consistent pattern of gendered differences in perceptions of the gendered
policy environment within the e-mobility sector. Women experience the regulatory and
institutional landscape as less supportive, less protective, and less inclusive.

Entrepreneur women face compounded structural barriers: they lack institutional protections
afforded to employees and operate within less regulated or more precarious business
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This divergence suggests that men benefit from more positive workplace experiences or
expectations, while women confront gendered constraints that shape their overall perceptions of
the sector. Women'’s stronger disagreement highlights persistent challenges that undermine their
sense of inclusion, safety, and equal opportunity. Collectively, these findings illustrate not only
gender-based disparities but also differences between employees and entrepreneurs, showing
that entrepreneurial women experience the least supportive conditions. This pattern underscores

the need for more targeted interventions to strengthen gender equity within the rapidly
expanding e-mobility sector.
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Figure 21. Perceptions on the inclusivity of regulations in e-mobility.
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Figure 22. Work environment safety, discrimination and harassment in e-
mobility.
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BOX 13. PERCEFTIONS ON THE INSTITUTIONAL FRAMEWORK. Government support and policy
framework in c-mobility is not favourable for e-meobility businesses. Wormen entrepreneurs ars
disproportionately affected from unfavourable regulations. Dwoing business in e-mobility is not perceived casy
and women are dispropormionately affected. Regulations in e-mobility in Kenya are not inclusive enough.
Women need concrete support in family-work-life balance, childcare, workplace safety and

discrimination, labour and tax related legislations.
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Institutions: Recommendations for Policy and Practice

1.Streamline administrative procedures for new business formation and ease of doing
business.

« Government should simplify registration processes, improve the transparency of
requirements, and expand digital platforms that Kenya is strong at. Reducing the time and
complexity of administrative tasks would lower entry barriers, particularly for new and
resource-constrained founders.

« For better transparency of e-mobility support schemes and easy navigation of legislations,
simplified processes, centralised information portals, and clearer communication channels
are necessary.

« To enhance the responsiveness and adaptability of regulations, agile policy-making structures
are necessary by introducing regular regulatory reviews, stakeholder consultations, and fast-
track mechanisms for policy updates can help address emerging technological and market

needs swiftly.
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2.Increase direct engagement with industry and workforce stakeholders.

Governments and agencies could establish more proactive engagement platforms, such as
advisory boards, public-private partnerships, and industry-specific capacity-building
programmes to ensure e-mobility workforce is informed about the regulation process and for
their input.

3.Reduce bureaucratic burdens.

Policymakers should improve tax clarity by revising compliance procedures, consolidating
forms, and offering sector-specific guidance for e-mobility ventures. Clearer communication
channels and tailored support services, especially those targeting women-led businesses,
could mitigate the perceived bureaucratic overload.

For fairness and labour flexibility, labour legislations need for more responsive and adaptable
employment policies. Measures such as streamlined hiring processes, clearer guidelines for
contract types, and greater support for start-ups employing specialised e-mobility talent may
help reduce regulatory tension. Incorporating the perspectives of entrepreneurs into labour
policy consultations could improve alignment with real-world business needs.

4. Address gender-specific barriers and strengthen gender-sensitive policy design.
Develop organisation-level gender equity strategies: Targeted outreach for training of women

on regulatory navigation, mentorship schemes, simplified application pathways with
dedicated support desks for women founders, and improved access to bureaucratic
information through women-focused entrepreneurship networks. Firms should conduct
gender audits and implement policies that ensure equal treatment and opportunities for
women.

Promote inclusive leadership and culture: Employers should foster work environments where

women feel safe and valued, including leadership development programs, mentoring
opportunities, and active promotion of women into decision-making roles.
Enhance labour regulations that support work-life balance: Policymakers should enhance

existing labour regulations to ensure they genuinely enable flexible and family-friendly
working arrangements, particularly for women.

Improve family and tax policies to better support women entrepreneurs: Targeted financial
incentives, tax benefits, and grant schemes should be developed to reduce gender
inequalities in business ownership.

Expand public childcare support: Investments in accessible, affordable, and high-quality

childcare services are critical, as women indicate greater dissatisfaction with current
infrastructure and support programs.
Implement mandatory anti-harassment standards across the sector: National guidelines or

sector-specific codes of conduct can help ensure organisations adopt stronger reporting
mechanisms, training programs, and enforcement structures. Companies should adopt strong
internal policies, create confidential reporting channels, and ensure accountability for
misconduct.
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6.2. Infrastructure
Perceptions of respondents across all groups were observed by digital, electricity, charging,
battery swap and vehicle maintenance infrastructure.

Digital and electricity infrastructure and vehicle maintenance
How do women in e-mobility assess digital and electricity infrastructure in Kenya?
Do women'’s views differ from those of men?

The findings in Figure 23 demonstrate a consistent and robust perception across all
respondent groups that infrastructural barriers that directly affect e-mobility, i.e. electricity
unreliability, high electricity cost, weak digital infrastructure, and costly e-mobility
maintenance services, that infrastructure-related constraints significantly hinder the success
of e-mobility businesses. Overall, at least 50% of respondents strongly agree that these
barriers exist and hinder the success of e-mobility businesses and create substantial
operational challenges. Disagreement rates are no more than 10%. Overall, the results
emphasise that e-mobility businesses operate within structurally challenging environments
where basic enabling conditions remain weak.

Electricity infrast uch &
Businesses
100
1009 . i
BOr
809
. 60
40
0%
0
20%
o
¥
Waemen Men Weanen Men
ATELIENeS
m Disapree (03] mNeuwal(&7)  m Agres (610

Weak digital infrastructure hinders success of e-mobility businesses.

60
- I .
20%
(130
Men

Women M Women

£ O W D
5 & & 3

b
o

employes antreprenaur employes Entreprencur

® Disagree (003 W Mewtral (4.7 3 Ag rew |8-10) mDisagree (0-3)  wNeural(4-7 m Agree [B-10

Figure 23. Electricity, digital and maintenance infrastructure
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Charging and battery swap infrastructure
How do women in e-mobility assess charging and battery swapping infrastructure in Kenya?
Do women’s views differ from those of men?

Enhanced charging and battery swapping infrastructure is crucial in development of e-mobility
technology and widespread entrepreneurship. Respondents were asked about their views on the
sufficiency of e-vehicle charging stations, availability of charging at homes, safety and services at
battery swap stations.

The findings in Figure 24 across the four indicators consistently show that both employees and
entrepreneurs perceive infrastructure-related barriers as significant constraints on the growth of
e-mobility businesses. Agreement levels are high across all groups with more than 50% agreeing
to limited charging and battery swap infrastructure, suggesting a shared recognition that
insufficient public charging stations, limited access to home-charging, and inadequate service
facilities at charging or battery-swapping locations impede operational efficiency and user
confidence. Notably, women tend to express slightly stronger agreement with statements related
to insufficient infrastructure and safety concerns. This pattern aligns with broader evidence that
women often experience mobility systems differently, with heightened sensitivity to safety,
convenience, and service reliability.

Similar to digital and electricity infrastructure, the consistency of high agreement across all
respondent categories underscores that these infrastructural deficits are systemic rather than
group-specific. As such, the results highlight that the current charging ecosystem does not

adequately meet the functional, safety, and operational needs required to support the scale-up of
e-mobility businesses, particularly those relying on delivery fleets and high-utilisation use cases.

T . .

Figure 24. Charging and battery swap infrastructure
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BOX 14, INFRASTUCTURE FOR E-MOBILITY. Electricity, digital and c-mobility mainienancs
infrasiructure is very weak hindering the suceess of e-mobility businesses in Kenya, E-mobility charging and
battery swapping infrasirocture is very weak hindering the suceess of e-mobility businesses.

’FEﬁ LA E-MOBILITY IN KENYA: KEY INFRASTRUCTURAL BARRIERS d% ,ﬂ.‘

GENERAL INFRASTRUCTURE (Eetriciy, Digsal. Mairienance]
IS VERY WEAK & HIMDERS SUCCESS

E-MOBILITY CHARGING & BATTERY SWAPPING
IS VERY WEAK & HINDERS SUCCESS

o Al i Electrici High InsuHiceent Public Limited Access fo
fﬁf,-ﬂ-, Unreliability Eleciricity Cost Charging Stations Heme-Changieg Service Facities
Urrediabbe High Electricity 1
Pt Supply Cost o i bl T E o — -
B E =L =
a Al {:-niﬂ'r hllbrm - —_—
Tl]"- 'u'.'\-MI ifferre | "\J‘"'I % Eppq:-ns . Lisviitig Padlic Riratrac i Hormg- P Siehvicd B
Sl Loading vwm ety Manenance Chargers Charging Access  Swap Faclities
Se Ly 11318138
mnm‘rerrr FERCEPTIIN | SHARED RECOGHITION
m &l Fiipandents, :'_ scroas all groups.
> B0% OF RESPOMDENTS ¥ = 50% AGREE limited charging
sinongly sgree barriers exist and baflery swap inlrastruciune
CONSISTEMT PERCEPTION  and hinder sucoiss, creating SHARED RECOGHITION impade opsrational alficiency

across all respondenis operational challenges across all groups and wser confidenoe g.

SHARED SHARED RECOGMITION that inf

Infrastructure: Recommendations for Policy and Practice

1.Strengthen electricity reliability and affordability: Investments in grid stability, localised
renewable energy systems, and targeted subsidies for electricity-intensive industries can
reduce operational disruptions for e-mobility businesses.

2.Improve digital infrastructure and connectivity: Expanding broadband coverage, improving
network reliability, and reducing connectivity costs would directly enhance the efficiency of
digital platforms used for payments, fleet management, and customer communication.

3.Reduce the cost of maintenance services: Governments and industry associations should
support technician training, promote local supply chains for e-mobility components, and
incentivise maintenance service centres to lower costs.

4. Implement different business models for charging and battery swapping stations.

« Expand public charging infrastructure: Governments and urban authorities should prioritise
the development of more accessible, well-distributed charging and battery swapping stations
to alleviate the commonly reported limitation of insufficient availability. The business model
for charging and battery swapping stations should be very well assessed to benefit the

businesses and support climate policies.

« Support home-charging accessibility: Policies enabling residential charging—such as
subsidised home-charger installation, landlord incentives, or building-code requirements—
would directly address one of the most widely agreed-upon barriers.

5.Upgrade service amenities, strengthen safety and security at charging and swapping sites:

» Operators should integrate restrooms, food options, seating, and well-maintained facilities to

support delivery drivers who rely on these locations as part of their daily workflow.

« Enhancing lighting, surveillance, staffing, and real-time monitoring at charging locations can
address the pronounced safety concerns, especially relevant for women users.

» Charging and battery swapping infrastructure planning should explicitly incorporate gender-
responsive design principles, ensuring safer, more comfortable, and more predictable
charging environments.
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6.Target support for women-led enterprises: Given their disproportionately high levels of
perceived constraint, women entrepreneurs may benefit from tailored support, including
energy cost relief, infrastructure grants, and improved access to technical assistance.

7.Encourage collaboration between policymakers, operators, and businesses: Coordinated
approaches—such as public—private partnerships and industry standards for service quality
and safety—can accelerate improvements across the charging ecosystem

6.3. Culture
Normative (Collective social pulses of what is acceptable)

How do women assess cultural and social judgements for e-mobility workers in Kenya?

Do women’s views differ from those of men?

Normative culture is about the collective social pulses of what is acceptable in the society (Ahl,
2006; Baughn et al., 2006; Brush et al., 2019). Respondents were asked about their perceptions of
what is acceptable in their society regarding their involvement in e-mobility and
entrepreneurship. Overall, responses in Figure 25 show a broadly positive perception for e-
mobility entrepreneurship/employment being encouraged and celebrated in the society,
respondents’ roles being well accepted in the society, and the respondents feeling they are
respected for their roles in the society. Disagreement levels are very low, on average around 15%,
illustrating that societal support is perceived as generally adequate. It is as low as 3% among men
entrepreneurs, whilst 10-20% of women entrepreneurs still report challenges for acceptance in
their roles. Men entrepreneurs show the strongest sense of societal respect.

All groups share similar views on whether women employees/entrepreneurs can easily thrive in
e-mobility. Agreement remains high across all groups, including male respondents, suggesting
general belief in women'’s ability to thrive. A small but noticeable percentage express
disagreement, slightly higher than in prior charts, indicating that some respondents perceive
barriers for women in e-mobility.

The findings reveal broadly positive perceptions of societal support, acceptance, and respect for
roles within the e-mobility sector across gender and employment type. Both women and men,
whether employees or entrepreneurs, predominantly report neutral-to-positive experiences,
suggesting a social environment that is largely conducive to participation in the sector.
Entrepreneurs, in particular, consistently express higher agreement levels across all items. This
may reflect the greater visibility or perceived legitimacy of entrepreneurial roles within emerging
industries, where innovation and independence are often celebrated.

Gender differences are present but subtle. Women’s responses generally mirror those of men,
with women entrepreneurs showing strong perceptions of societal encouragement and
acceptance. However, the item measuring perceptions of whether women can easily thrive in e-
mobility reveals the highest neutrality and slightly elevated disagreement.
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This indicates a lingering degree of uncertainty or recognition of persistent gendered barriers,
even among male respondents who otherwise express high levels of societal acceptance. The
prevalence of neutral responses across items also highlights an underlying ambivalence—
respondents neither strongly rejecting nor fully endorsing the idea that society actively supports
and respects these roles. This may reflect the transitional nature of the e-mobility sector, which is
still forming its norms, identity, and gender dynamics.
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Figure 25. Normative shaping of culture and societal acceptance of entrepreneurship and e-mobility

Cognitive (Cultural concepts that drive individuals)
How are women driven by cultural and social convictions regarding e-mobility in Kenya?
Do women’s views differ from those of men?

Cognitive culture represents the cultural concepts that drive individuals to act on tasks they think
are accepted by the society (Brush et al., 2019). Respondents were asked about equal
opportunities to men and women in e-mobility, family support and how a failure will be judged
by their immediate environment. Figure 26 shows the responses from the participants. Equal
opportunity in e-mobility is widely agreed phenomenon across all groups, on average 55% of
respondents strongly agree that equal opportunities exist in the sector and agreement rates do
not differ between sub-groups. 51% of all respondents state they have family support in their job
roles with 60% of employees and 42% of entrepreneurs strongly agreeing. Women express more
confidence in family support than men employees.
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On societal judgement for business failures, men (with only 10% disagreeing that they will be
negatively judged in case of failure) seem more confident than women (25%, respectively). This
difference is stark between women entrepreneurs, of whom 30% think they will be judged
negatively if they fail, and men entrepreneurs (7%, respectively). Respondents generally believe
that their family would support them in case of failure, on average 40%. This rate is higher among
the employees (50%) than entrepreneurs (31%) and higher in women entrepreneurs (38%) than
in men entrepreneurs (25%). Confidence in friends’ support is slightly lower than that of family.
On average, 28% of respondents believe they will be supported by friends in case of job failure.
This rate is higher among employees (37%) compared to entrepreneurs (20%) and does not differ
radically between genders. The largest gender and role differences appear in business networks’
support. Despite an average of 27% overall stating that they think they will receive support from
their business networks, men entrepreneurs show the lowest agreement (5%) whereas for
women entrepreneurs this rate is 23%. This indicates that women perceive business networks as
more reliable sources of support.

Overall, respondents generally believe the cultural support environment around them is
understanding and encouraging. However, subtle yet meaningful differences emerge. Women
tend to show slightly higher disagreement across equal opportunities, network support, and
reactions to failure. Especially women entrepreneurs consistently express higher disagreement
and feel less embedded in supportive social structures including family.

The strongest gender divide is visible in perceptions of business network support, where women
report notably higher disagreement than their male counterparts. This implies that women
perceive professional networks as less accessible or less dependable, especially in the context of
business setbacks. Meanwhile, societal judgment of failure is met with ambivalence across
groups, reflected in large neutral segments. This suggests uncertainty about whether society truly
accepts entrepreneurial risk-taking, a sentiment that may have implications for willingness to
start or expand ventures. Overall, the patterns point to an environment that is broadly supportive
at the family level but uneven in professional and societal domains, especially for women.
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Figure 26. Cognitive shaping of culture to drive entrepreneurship and employment in e-mobility and
societal approach to failure

BOX 15 CULTURAL ENYIRONMENT. Normative cultural environment about e-mobility entreprencurship and
women in e-mobility is very supportive in Kenya. Entreprencurs and employees in e-mobility believe there are equal
opportunitics for men and women. Failure, hovwever, is less tolerated for entreprencurs than for employees.
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Cultural environment: Recommendations for Policy and Practice

1.Increase public awareness and representation of women in e-mobility, nomalise failure to
increase entrepreneurship rates.

« Campaigns highlighting women’s contributions—as engineers, entrepreneurs, and leaders—
can shift societal narratives and reinforce acceptance and respect for women’s roles.

» Targeted interventions for strengthening professional networks for women, such as women-
led e-mobility associations, mentorship schemes, and structured networking platforms, could
reduce perceived exclusion and increase access to critical resources.

» Promotion of a cultural narrative that normalises failure is helpful to encourage especially
entrepreneurship in e-mobility. Public campaigns, role models, and community storytelling
could help normalise business failure as part of the innovation and learning process, thereby
encouraging more risk-taking in new sectors such as e-mobility.
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» Given lower confidence in friends and networks after failure, creating peer support
communities, alumni groups, or local entrepreneur circles could help especially women
entrepreneurs to access emotional and practical guidance during downturns for setback
recovery.

« Data-driven decision-making within the sector should be enhanced. Public and private
stakeholders should continuously collect gender-disaggregated data to monitor perceptions,
workforce composition, and entrepreneurial participation. Such evidence supports more
responsive policy design and helps track progress toward gender equity.

6.4. Markets

What are the opinions of women for market opportunities availability in e-mobility in Kenya?

Do these views differ from those of men?

Figure 27 presents perceptions of women and men employees and entrepreneurs on e-mobility
market opportunities in Kenya. Respondents are asked about ease of entry to e-mobility markets,
opportunity to scaleup, sufficiency of demand and ease of selling products/services. The results
reveal a broadly optimistic outlook on the e-mobility market across all respondent groups, but
with nuances that highlight where entrepreneurial and employee perceptions diverge.

A new firm’s entry to e-mobility market is perceived seemingly harder for entrepreneurs (28%
disagree that markets are easy to enter) than for employees (12%). Men entrepreneurs (20%)
regard entry of new firms to e-mobility markets easier when compared to women entrepreneurs
(30%). On opportunities for new firms to grow in e-mobility once they have entered the market,
all groups are very positive with agreement rates over 50% for employees and over 40% for
entrepreneurs, indicating strong confidence in the sector’s growth opportunities. The rates do not
differ between genders.

Respondents again tend to agree with the existence of sufficient market demand for products and
services in e-mobility market. However, women entrepreneurs find it quite challenging to sell
their products and services, with almost 50% disagreeing that it is an easy task, compared to men
entrepreneurs (20% only disagreeing). This suggests a notable gendered barrier in
commercialisation and market access for women entrepreneurs. It also suggests that while
structural conditions for innovation and entry may be favourable, operational and market-facing
challenges persist. These findings underscore the importance of looking beyond entry conditions
and considering the practical realities entrepreneurs face in bringing e-mobility solutions to
market.
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New firms can easily enter new e-mability markets.
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Figure 27. Perceptions on e-mobility market opportunities.

BOX 1. MARKET OPPORTUNITIES. Whilst market opportunitics in e-roobility are in gencral
perceived very positive, women entreprencurs seem to find entry to new markets, scaling up and especially
commercialisation and selling their producta’services very challenging.
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Markets: Recommendations for Policy and Practice

1.Strengthen market access and commercialisation support especially for women
entrepreneurs.

» Targeted sales training, marketing support, and procurement opportunities could reduce
these barriers. Pre-start up and start-up incubators should be supported to provide tailored
marketing training to e-mobility women entrepreneurs.

« Address sector-specific commercialisation bottlenecks, such as distribution channels, after-
sales services, or regulatory barriers, that may make selling more difficult than entering or
growing within the sector.

« Improve information flows and market intelligence, particularly for women employees and
early-stage entrepreneurs, to help them better understand market trajectories, customer
segments, and competitive dynamics.

2.Expand demand-stimulating policies.

« Government should implement policies such as consumer incentives, awareness campaigns,
and public procurement schemes, to reinforce perceptions of sufficient market demand and
boost confidence among hesitant groups.

6.5. Summary

Figure 28 summarises support for macro level elements of e-mobility entrepreneurial as
perceived by the participants on a scale from 1 to 10. Across all four groups, markets are
perceived as the highest with a score of around 6, followed by cultural environment. Institutions
and infrastructure are the lowest scored dimensions, with the former rated at most 5 and the
former at most 3.5. Especially women entrepreneurs rate infrastructural conditions and markets
as the lowest among all groups.

Perceptions on macro level environment
(1=lowest, 10=highest)

Institutions
10

Markets Culture

Infrastructure

Women entrepreneurs ===en entrepreneurs

—Men employees Women employees

Figure 28. Macro level support by gender and job role.

Institutions: Government support, legislations, ease of doing business, inclusive regulations. Culture: E-mobility
sector and entrepreneurship culture. Infrastructure: Digital, electricity, battery charging, battery swapping.
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7. Conclusion

7.1. Main Findings

This report presented results from a large-scale quantitative survey conducted on the e-mobility
sector in Kenya. The survey was responded to by employees and entrepreneurs in e-mobility. The
data were analysed in four subsamples of women employees and entrepreneurs and men
entrepreneurs and employees.

In nutshell, the e-mobility ecosystem in Kenya can be characterised by high level agency as
reflected in the self-assessment of all participants for their entrepreneurial orientation, and
motivation for operating in the e-mobility sector. There are no major differences men and women
for entrepreneurial orientation. Women, on the other hand, have been found to be more market
opportunity and impact oriented than men who are more technology-opportunity oriented.
These results suggest there is a ready and goal-oriented workforce in Kenya’s e-mobility sector to
tap into and contribute to socio-economic growth in the country. Participants, however, self-
assessed their skill levels (i.e. technical, digital, financial, marketing, networking) in the medium
ranges, with women assessing themselves lower than men.

The lack of high-level skills points to the very necessity of upskilling of e-mobility workforce within
tailored and targeted programmes. Such e-mobility upskilling programs led by public and private
sector is very important, since this is the area where meso level ecosystem support can be
provided. Currently, NGOs such as GIZ, UN and domestic organisations such as EMAK are working
hard on the ground to provide e-mobility training. There are wider calls to embed e-mobility into
engineering curriculum at the universities and technical colleges. The National E-Mobility Policy
(Feb 2026) stresses the need for upskilling of the e-mobility workforce. A structured, focused and
multilevel e-mobility training programme has to be designed and implemented. A technical e-
mobility education needs to be complemented by training of large and domestic er-mobility
company employees and particularly entrepreneurs who need different kinds of skills. Given the
large population of youth in Kenya, entrepreneurship emerges a s an attractive opportunity in e-
mobility. A specific entrepreneurship policy should start with creation and inclusion of pre-startup
and early startup incubators and scaling up accelerators into the ecosystem to specifically support
nascent entrepreneurs in e-mobility and help grow successful entrepreneurs. These efforts should
give priority and where necessary implement quotas for women entrepreneurs. Incubation
process should go beyond the concept of ‘Innovation Hubs’ where potential entrepreneurs can
learn about entrepreneurship skills as well as technical e-mobility knowledge in cooperation with
large foreign and domestic e-mobility companies, collaborate with them for any activity in the e-
mobility value chain to generate new ideas and value.

At the macro level of institutions (legislations), infrastructure, culture and markets, this study
found and evidenced that there is need to improve institutional, and physical and digital
infrastructure in Kenya to help entrepreneurs set up and grow their companies in e-mobility. Most
importantly, the study observed that entrepreneurship and especially women in e-mobility are
not stigmatised or harassed in Kenya. On the contrary, women report they are well supported for
their roles in e-mobility and not judged. Women are also well aware of the opportunities brought
forward by the fast-transforming e-mobility technology in the country.
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7.2. Main Recommendation

In the light of evidence for high level of entrepreneurial orientation and motives of individuals
engaged in e-mobility and a favourable market and cultural environment for e-mobility in Kenya
but a lack of (entrepreneurial and technical) skills, this report proposes that e-mobility policy
should have an entrepreneurship dimension and employ the ‘incubator’ tool into e-mobility
policy. This means supporting the existing innovation hubs to progressively move into incubator
status and setting up new incubators that will deliver dedicated e-mobility entrepreneurship
training to nascent and established entrepreneurs. These efforts can start in urban areas but must
move into the rural areas where there is wide appetite for adoption of e-mobility technologies.

Report 4[1] of this British Council and UK Department of Science, Innovation & Technology
funded project developed and pilot implemented two e-mobility entrepreneurship training
programs for prestart-up and early start-up e-mobility entrepreneurs (specifically designed for
women) and assessed the short-term impact of the pilot training on 18 women. We recommend
deployment of such e-mobility focused entrepreneurship training programmes delivered through
a sustained incubation process to women-led startups supported in public-private partnerships.
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Appendix. Survey questions and statements

Construct

Code

Item

AGENCY

1. Entrepreneurial Orientation

1.1. Autonomy

1) | believe it’s within my power to realize the changes in

AUT1
the life | desire.

AUT2 2) There are no significant constraints on my ability to be
autonomous in how | might respond to opportunities.

AUT3 3) I can create the future | want for myself based on factors
| can control.

AUT4 4) | can make decisions without needing approval or
consent from others (e.g., family members, spouse).
5) | participate in community activities or decision-making

AUT5S bodies (e.g., local councils, women’s groups) to change
things in the community.

AUTE 6) | can make my political decisions independently, such as

choosing a candidate or supporting a cause.

1.2. Competitiveness

1) I always know what my competitors are doing and take

COMP1 ) )
actions to compete with them.

COMP2 2) | typically respond vigorously to competitive
assaults/challenges by others.

COMP3 3) I believe that being competitively assertive is a virtue.
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Construct Code Item
AGENCY
1. Entrepreneurial Orientation
1.3. Innovativeness
INNOV1 1) I'man |n.novator when .|t.comes to how |
approach life’s opportunities and threats.
2) My business is usually the first to introduce
INNOV2 L
new products/services in the market.
INNOV3 3) | experiment with novel, innovative ideas to
make my customers happy.
1.4. Proactiveness
1) I typically anticipate which actions will be
PROACT1 beneficial and take them before most people
realize their value.
2) | often pursue opportunities based on
PROACT2 envisioned futures preferring to not “miss the
boat”.
PROACT3 3) 1 ofterT actin advance.o.f others when
responding to opportunities and threats.
1.5. Risk taking
RISKT1 1) | prefer high-risk/high-reward opportunities
over low-risk/low-reward opportunities.
RISKT2 2) My decisions and actions reflect my
venturesome/exploratory nature.
RISKT3 3) I tend to act confidently in situations where

risk is involved.
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Construct

Code

Item

AGENCY

2. Entrepreneurial Motivation

MOT_WEALTH

1)  work in my job/started my business to build great
wealth or a very high income.

MOT_NECESSITY

2) I work in my job/started my business to earn a living
because jobs are scarce, and | cannot find a better job.

MOT_FAMILY

3) I work in my job/started my business to continue a
family tradition.

MOT_INDEPEND

4) l work in my job//started my business to be more
independent and self-sufficient as a woman/man.

MOT_MARKETOPP

5) Il work in my job/started my business because | sensed
a market opportunity.

MOT_TECHOPP

6) l work in my job//started my business because | sensed
a technological opportunity.

MOT-ENVIMPACT

7) l work in my job//started my business to make positive
impact on environmental problems facing my country.

MOT-SOCIMPACT

8) I work in my job//started my business to make positive
impact on my community/society in my country.

3. Entrepreneurial Skills

3.1. Technical skills

1) | have sufficient technical skills and knowledge related

SKILL_TECH1 - .
to e-mobility technologies.
SKILL_TECH2 2) | have the skills to repair my/an e-vehicle.
SKILL_TECH3 3) I have the skills about the maintenance of an e-vehicle.
SKILL_TECH4 4) | keep my knowlgqlge up to datg about the recent
advances in e-mobility technologies.
SKILL_ TECH5 5) I have sufficient IT/computer skills to facilitate my

skills in running/working in my business.
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Construct Code Item
AGENCY
3.2. Financial skills
SKILL_FIN1 1) | have sufficient finance and budgeting skills to
manage my business.
SKILL_FIN2 2) | efficiently use digital finance platforms to run
my business.
3.3. Marketing skills
SKILL_MKT1 1) | have sufficient marketing skills to manage my
business.
SKILL_MKT2 2) | efficiently use digital marketing platforms to
run my business.
3.4. Networking skills
SKILL_NTW1 1) | have sufficient networking skills to manage my
business.
2) I am well-connected to other businesses and
SKILL_NTW2 organisations in my sector for mentorship and
peer-support to share experiences and overcome
challanadaoc
3) l use digital platforms to connect with other
SKILL_NTW3

businesses and organisations that can support my
business.

STRUCTURE/SYSTEM

2.Support Organisations (Meso Level)

2.1. Finance

1) There is financial support from the government

FIN1
to set up/run a business in e-mobility.
2) Venture capital funding in Kenya is widely
FIN2 available to set up a business in e-mobility/to e-
mobility companies.
FIN3 3) Bank loans in Kenya are easily available to set

up a business in e-mobility/to e-mobility
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Construct

Code

Item

AGENCY

STRUCTURE/SYSTEM

2.Support Organisations (Meso Level)

2.1. Finance

FIN4

4) Accessing (micro)finance digitally enabled
financing models such as MKOPA to set up my
business as an entrepreneur has been easy. (only
posed to entrepreneurs)

FINS

5) Accessing (micro)finance digitally enabled
financing models such as MKOPA to fund
innovative ideas as an entrepreneur has been easy.
(only posed to entrepreneurs)

FING

6) My company is supported by funders.

2.2. Human Capital

1) Colleges and universities offering courses in e-

HUMCL1 mobility technologies in Kenya offer supportin
entrepreneurship in e-mobility.

HUMC2 2) Skl{le.d labour in e-mobility is readily available to
recruit in Kenya.

HUMC3 3) Entrepreneurship and e-mobility education in
Kenya is very inclusive of women.

HUMCA 4) Thgre 'are sufficient number of women in e-
mobility in Kenya.

HUMCS 5) Women are supported to become technicians,
mechanics, engineers in e-mobility sector in Kenya.
6) Women in e-mobility sector have access to

HUMCG6 sufficient training in finance, marketing, e-mobility

and general entrepreneurship.
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Construct

Code

Item

AGENCY

STRUCTURE/SYSTEM

3.1. Institutions

3.Framework Conditions (Macro Level)

INST1

1) The government implements effective policies
promoting and supporting new ventures in e-
mobility sector.

INST2

2) Government is quick and effective in changing
laws/regulations in e-mobility sector if they do not
work effectively.

INST3

3) Access any kind of support is easy for my
business.

INST4

4) Government policies supporting renewable
energy production in Kenya favours my business.

INSTS5

5) Existing labour regulations in Kenya allow me to
perfectly harmonize my personal, family and
working life.

INST6

6) Favourable childcare infrastructure, support
programs and policy in my country support women.

INST7

7) Companies and government ensure that working
environments are safe in the e-mobility sector in
Kenya.

INST8

8) Companies and government ensure that there
are no discrimination and harassment in the e-
mobility sector in Kenya.

INST9

10) The government protects especially women in
the niche sector of e-mobility by specific policies
and regulations.

INST10

11) In Kenya, new firms can get most of the required
permits and licenses in about a week.
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Construct

Code

Item

AGENCY

STRUCTURE/SYSTEM

3.1. Institutions

3.Framework Conditions (Macro Level)

12) In Kenya, new businesses are not over-

INST11 burdened with taxes and bureaucracy in e-mobility
sector.

INST12 13) In Kenya, the labour/employment legislations
are favourable to start and grow my business.

INST13 14) Family and tax policies favour women in Kenya.

3.2. Culture

cuUL1 1) E-mobility entrepreneurship/employment is
encouraged and celebrated in Kenya.

cuUL2 2) My role as an employee/entrepreneur in the e-
mobility sector is well accepted by the society.

CUL3 3) | feel respected for my role as an
employee/entrepreneur in the e-mobility sector.

cuL4 4) | feel the society does not judge me for my
failures as an entrepreneur/employee in e-

CULS5 5) Women employees/entrepreneurs can easily
thrive in the e-mobility.
6) E-mobility entrepreneurship/employment

CuULe opportunities are available for both men and
women.

CUL7 7) My family shows a lot of support to mein
running/working in my business/company.

cuL8 8) If | fail in my business/job in e-mobility my
family will support me.

CUL9 9) If | fail in my business/job in e-mobility my
friends will support me.

cUL10 10) If I fail in my business/job in e-mobility my

business networks will support me.
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Construct

Code

Item

AGENCY

STRUCTURE/SYSTEM

3.Framework Conditions (Macro Level)

3.3. Infrastructure

INFR1

1) Electricity infrastructure being not very reliant
in Kenya hinders the success of e-mobility
businesses.

INFR2

2) High cost of electricity in Kenya hinders the
success of e-mobility businesses.

INFR3

3) Limited digital infrastructure in Kenya hinders
the success of e-mobility businesses.

INFR4

4) Limited and costly maintenance services for e-
mobility vehicles in Kenya hinders the success of
e-mobility businesses.

INFR5

5) Limited number of e-mobility vehicle charging
stations hinders the success of e-mobility
businesses.

INFRG

6) Difficulty in charging e-mobility vehicles at
homes in Kenya hinders the success of e-mobility
businesses.

INFR7

7) Safety concerns in charging e-mobility vehicles
at charging stations at night hinders the success of
e-mobility businesses.

INFR8

8) Battery swapping/charging stations need
improvement in services (restrooms, toilets, food,
etc.) necessary for delivery drivers.

3.4. Market

MRK1

1) There is sufficient demand for e-mobility
products/services in the market.

MRK2

2) My company doesn’t have any difficulty in
selling e-mobility products/services in the market.

MRK3

3) New and growing firms can easily enter new
markets Kenya.

MRK4

4) There is good opportunity for new firms in e-
mobility sector to grow.
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	3.      Sample Demographics
	3.1.   Gender, job roles, age

	Table 1. Sample characteristics by gender, age, job role, occupation, level of education and the type of activity in e-mobility sector.
	Table 1. Sample characteristics by gender, age, job role, occupation, level of education and the type of activity in e-mobility sector.
	3.2.  Level of education and occupation

	Figure 2. Level of education and occupation by gender.
	Table 2. Occupation by educational attainment and gender (count, N=280).
	3.3. Type of activity and type of e-vehicle engagement
	What type of activities are women engaged in e-mobility value chain?
	What kind of e-vehicles do women engage with?
	How do these differ across genders?
	Charts in Figure 3 present e-vehicle engagement and type of activity in e-mobility by gender. In correspondence with male dominance in occupational roles of riders and drivers, among types of e-mobility activities, delivery of products and transportation of passengers are heavily male-dominated. Women take part in a balanced proportion in administrative, sales, management-related e-mobility activities as well as battery charging/swapping, maintenance/servicing and manufacturing/production. Women’s roles in these activity types, however, are more office-based or coordination roles than operational or technical. In terms of type of e-vehicle engagement, women seem to have engaged in all e-vehicle types of e-bike, e-motorbike, e-taxi and e-bus/jeep/van. E-motorcycle use is much higher among men, with male participation approaching 50%, compared with around 35% for women. Women, on the other hand, have higher engagement in e-taxi use than men, perhaps indicating preferences linked to better safety. This division in activity types and e-vehicle engagement may reflect employers’ assumptions about physical capability, safety concerns, or cultural expectations that shape gendered participation in mobility-related work
	4.     Agency (Micro level)
	4.1.  Entrepreneurial Orientation

	Across all respondents, autonomy emerges as the strongest personal characteristic, underscoring the central role of independence, self-direction, and personal control as core motivators for entrepreneurship. The dominance of autonomy over other traits suggests that entrepreneurial entry may be driven less by competitive pressures or innovation pursuits and more by the desire for self-determination. Risk-taking and proactiveness follow autonomy, pointing to inclination among participants to anticipate opportunities and accept uncertainty, i.e. behaviours commonly associated with entrepreneurial success. Competitiveness appears weaker in comparison, perhaps reflecting a shift toward collaborative and purpose-driven venture styles increasingly observed in modern entrepreneurial ecosystems. A notable finding is that innovativeness ranks lowest for both women and men, with an identical mean rating of 6.3. This symmetry reinforces the broader conclusion of gender similarity and indicates that both groups perceive gaps in creativity, novelty generation, or the pursuit of new solutions. Low perceived innovativeness may reflect limited exposure to innovation-oriented training, restricted access to technology-driven ecosystems, or cultural norms that do not emphasise experimentation.
	Finally, these findings suggest that gender does not significantly shape entrepreneurial orientation or aspirations to engage in entrepreneurship, indicating a convergence in how men and women perceive their entrepreneurial potential and intentions. This challenges long-standing assumptions that women are inherently more risk-averse or less entrepreneurially driven. Instead, both groups display broadly similar entrepreneurial mindsets.
	Table 3. Measurement of entrepreneurial orientation. (Strongly disagree to Strongly agree on a scale of 0 to10) (Source: Clark et al., 2025)
	Table 4. Entrepreneurial orientation of women and men entrepreneurs and employees in e-mobility (Strongly disagree to Strongly agree on a scale of 0 to10).
	4.2. Motivation
	What drives women in working and starting up a business in e-mobility?
	How do women’s motivations compare to those of men?
	Figure 4 presents findings for respondents’ motivations for engaging in entrepreneurship or employment in e-mobility, broken down by gender (women, men) and job role (employee, entrepreneur). GEM (2023, 2025a) does not observe significant differences between men and women when it comes to motivations for starting a business. Across low-income economies,[1] GEM finds that around 87.5% of women start a business to build wealth and for necessity since jobs are scarce. 40-50% aim to make a difference whereas slightly over 30% pursue the family tradition.
	[1] Kenya does not participate in the GEM exercise.
	Profit/wealth, necessity and opportunity motives


	Figure 4. Wealth, necessity and opportunity motives of employees and entrepreneurs in e-mobility
	Environmental and societal impact motive
	Family tradition and independence motive

	Motivations: Summary
	Figure 7 summarises the motives for engagement in e-mobility sector in Kenya by job role and gender. Women entrepreneurs are mainly driven by market opportunities, independence, environmental and social impact generation at a scale of around 8. For women employees these seem to be the drivers except for market opportunities. For men entrepreneurs, technological opportunities and necessity motives are the highest, but they are also driven by making social and environmental impact. Men employees score the lowest across all motives compared to the other three job categories.
	Figure 7. Motivations in e-mobility engagement by gender and job role.
	Motivations: Practice and Policy Recommendations

	4.3.  Skills
	Technical skills


	Across all groups, the confidence levels for very good skills in all five technical areas are lower than 50%.  Possession of soft skills in e-mobility technical knowledge are rated higher than hard skills such as e-vehicle repair and maintenance. Indeed, the e-vehicle repair and maintenance skills are the lowest with only 25% of respondents agreeing they have very good skills, but around 35% saying they have few skills in these areas, suggesting a serious skills deficiency in the e-mobility area.
	Across all five skill domains, a consistent pattern emerges: employees rate their skills more highly than entrepreneurs, i.e. almost at the rates double, which may reflect greater practical exposure into e-mobility by individuals with stronger education or technical backgrounds. As is in any low-income country setting, educated workforce prioritises higher paid and secure jobs in established companies. Women entrepreneurs, in particular, appear to outperform or match men entrepreneurs in several domains, i.e. in e-vehicle repair (18% of women reporting very good skills vs 15% of men) and IT skills (38% of women reporting very good skills vs 28% of men), challenging typical gender assumptions and suggesting that women starting e-mobility ventures are a highly skilled subgroup. However, women entrepreneurs are outperformed by men in e-vehicle maintenance (22% vs 26%, respectively) and entrepreneurs are highly outperformed by employees (43% employees reporting very good skills compared to 14% of entrepreneurs).
	Thus, repair and maintenance skills remain weak across the entire sample with around 65% of respondents stating they have some or few skills, highlighting a systemic shortage of advanced technical capabilities in the e-mobility workforce. The skills gap is particularly pronounced among entrepreneurs, but also among employees indicating insufficient training opportunities in workplaces.
	Meanwhile, IT/computer skills are relatively strong, suggesting that digital competence is more widely accessible or emphasised in education and employment. Indeed, Kenya has taken some important steps in digitalisation across the country contributing to these results. Still, women employees are higher skilled (62% reporting very good skills) than men employees (42%) and women entrepreneurs (38%) than men entrepreneurs (28%) owing to the higher education levels among women employees and entrepreneurs employed in the sector.
	Gender differences persist but vary by context: women employees report lower confidence across several domains, whereas the gap narrows substantially among entrepreneurs. This suggests structural rather than intrinsic causes—such as access to training, workplace culture, or role expectations.
	Overall, e-mobility workforce in Kenya is somewhat digitally capable but underprepared for hands-on technical demands of the e-mobility transition.
	E-vehicle maintenance skills of women in e-mobility by e-vehicle type

	Overall, firstly, women employees tend to report higher maintenance skill levels than women entrepreneurs, particularly in the “very good skills” category. Women entrepreneurs are more likely to rate themselves in the moderate skill range, suggesting that while they possess functional maintenance knowledge, fewer have advanced technical expertise indicating continued barriers to acquiring strong technical knowledge. These might include lack of affordable training opportunities, gendered norms limiting women’s exposure to mechanical work, or insufficient on-the-job learning structures. The presence of low-skill reports among entrepreneurs also raises questions about business vulnerability, as limited technical knowledge may affect operational efficiency, cost control, and reliance on external services.
	Secondly, technical skills level decreases as the complexity of the e-vehicle increases, i.e. less confidence in maintenance skills in e-taxi and e-bus, van, jeep. Whereas 65% of employees rate themselves less skilled overall, i.e. at few and some skills; for entrepreneurs this rate is higher, i.e. 78%, suggesting women need support in upskilling in technical aspects of e-mobility technologies.  These results suggest women entrepreneurs require more targeted technical support to strengthen their capacity to manage and sustain e-vehicle businesses and take it to the next level with more complex e-vehicles.
	In nutshell, women entrepreneurs need more support in the training of advanced e-mobility technical skills. Overall, women in e-mobility need to acquire technical skills to engage with more complex e-vehicle types such as e-motorbikes, e-taxis and e-buses. Technical capacity-building of women in these areas will allow them to progress to job roles such as technicians, engineers and set up their own companies.
	Table 5. Women employees and entrepreneurs by e-vehicle engagement and vehicle technical maintenance skills
	E-vehicle maintenance skills of women in e-mobility by value chain activity type


	The comparison suggests a structural divide: women employees are more embedded in technical functions, while women entrepreneurs engage in more flexible but less technically demanding roles. This could have implications for the sector’s capacity-building needs and for women’s career progression. If technical expertise becomes increasingly central to e-mobility value creation, women entrepreneurs with lower technical skill confidence may be at risk of exclusion from high-value segments of the market. Conversely, the strong skills.
	Table 6. Women employees and entrepreneurs by e-vehicle engagement and vehicle technical maintenance skills
	Finance skills
	Marketing Skills

	Figure 11 presents self-assessment of all groups of respondents on their networking skills: (1) networking skills to manage business, (2) use of digital platforms for networks, and (3) connectedness to mentors and peer support. Across all groups, employees are consistently better connected than entrepreneurs (40-52% vs 24-40%, respectively) and women are better connected than men (37-47% vs 28-42%, respectively). Although a higher proportion of employees state very good skills in networking, the proportion of entrepreneurs who are the least confident in their networking skills is lower than that of employees (20% vs 10%, respectively). Confidence in use of digital platforms for networking is considerably higher in the employee cohort than in entrepreneurs (52% vs 33%, respectively) and in women than men (47% vs 37%, respectively). Women entrepreneurs (40% rated themselves as very skilled) are ahead of men entrepreneurs (26%) in digital connection skills, aligning with the idea that entrepreneurial roles demand more active networking and digital engagement.
	However, the differences are modest, indicating that structural or contextual factors may shape networking skill development more than gender. The near-identical distributions across groups also highlight how networking-related competencies may be widely accessible yet not extensively cultivated to advanced levels. These findings suggest that while there are gender gaps, overall skill enhancement remains a shared need across the workforce.
	Figure 11. Networking skills in e-mobility by gender and job role.
	Skills: Summary
	Figure 12 presents a summary of skills by job role and gender. All types of skills (i.e. technical, finance, marketing, networking) are rated not lower than 5.4 but also not higher than 6.5 on a scale of 0-10 across all groups of participants suggesting necessity for design and implementation of upskilling programmes in e-mobility. Women entrepreneurs rate themselves best at marketing but least skilled at finance. For women employees, networking is their best skill due to the nature of their work environment and in finance they are least skilled. Men entrepreneurs consider themselves best positioned in networking but least at finance; whereas men employees marketing skills are highest and finance is the lowest.
	Figure 12. Skills by gender and job role.
	Skills: Practice and Policy Recommendations
	There is need for intermediate-to-advanced skill-building interventions rather than basic awareness programmes related to marketing skills capacity formation in e-mobility.
	In specific entrepreneurship readiness programmes, enhancing digital skills in marketing should be prioritised. Incubators and enterprise support organisations should emphasise marketing analytics, platform management, and customer-facing digital skills as core components of early-stage business development.
	There is need for targeted interventions to elevate networking, digital engagement, and mentor-connectedness capabilities across the workforce.
	Organisations and support agencies such as incubators, chambers of commerce, and employer associations should embed structured mentoring schemes and peer-support networks to enhance connectedness.
	Organisations and support agencies such as incubators should offer accessible modular training programmes that strengthen advanced networking and digital-platform competencies.
	Policy initiatives should require organisations and incubators to offer accessible modular training programmes that strengthen advanced networking and digital-platform competencies.

	5. Ecosystem Support and Dynamics (Meso level)
	5.1. Finance availability and accessibility
	To what extent finance is available for women in e-mobility?
	To what extent women can access finance?
	How does this compare to men?
	Figure 13 presents perceptions of funding availability and accessibility across four groups and across four statements: sufficiency of government financial support, ease of accessing bank loans, availability of venture capital for innovation, and support from funders. Across all groups, the most prominent pattern is the consistently high levels of disagreement, on average more than 40%, signalling that respondents, regardless of gender or employment status, tend to view the funding environment as insufficient.
	For government financial support, both women and men rate funding as inadequate, with disagreement levels dominating particularly among women. 58% of women are dissatisfied, whilst this is 42% for men. Women entrepreneurs appear the most negative, with 60% of them disagreeing that sufficient finance is available to them. A similar pattern is observed for availability and accessibility of bank loans: disagreement is highest among women entrepreneurs and employees (53%), followed by men entrepreneurs (41%). Women of both job roles and entrepreneurs of both genders show predominantly negative views. This pattern repeats for perceptions of venture capital availability.
	On the issue of whether companies are supported by funders, 45% of all respondents state strong disagreement, with 58% of women entrepreneurs and 38% of men entrepreneurs, with only small proportions reporting agreement.

	Kenya is highly digitalised country in finance. Finance instruments and apps such as MPESA and MKPOA are widely used. However, when entrepreneurs were asked about the support of MKPOA for setting up of their business and funding of innovative ideas, more than more than 30% of women entrepreneurs disagreed that MKPOA was supportive. Disagreement rates among men were less than 10%.
	Figure 13. Availability and accessibility of finance in e-mobility.
	The findings highlight a widespread sense of financial constraint across all respondent groups, but more so for women, suggesting that Kenya’s e-mobility ecosystem suffers from systemic gaps in funding accessibility. Both employees and entrepreneurs, irrespective of gender, perceive government support, bank loans, venture capital, and funder backing as largely insufficient. Women report the highest levels of disagreement, indicating that gendered barriers may compound structural financial challenges. Entrepreneurs, and especially women entrepreneurs, exhibit more pessimism, their responses reflect limited confidence in the availability of formal funding channels. These patterns suggest that current financial mechanisms are not effectively reaching early-stage or small-scale actors in the sector. They also point to a potentially fragmented financial landscape in which institutional support is either inconsistent, poorly communicated, or difficult to access.
	5.1  Finance availability and accessibility: Recommendations for Policy and Practice
	Strengthen targeted financial support mechanisms.
	The consistently high disagreement regarding government and bank-based funding indicates a need for more accessible, transparent, and streamlined financial programmes. Policymakers should consider subsidised loans, guarantee schemes, and grant programmes specifically designed for e-mobility start-ups and SMEs.
	Address gendered disparities in access to finance.
	Women report the most negative perceptions. Policymakers and practitioners can respond by offering gender-responsive financing instruments, mentorship schemes, and capacity-building programmes that reduce barriers created by network gaps, or discriminatory lending practices.
	Expand venture capital (VC) and private-sector involvement.
	Low levels of agreement about venture capital availability suggest that investors have not yet fully engaged with the e-mobility sector. Investment promotion agencies and industry associations could incentivise VC participation through tax incentives, co-investment funds, and platforms that link start-ups with investors.
	Improve visibility and communication of existing funding opportunities.
	Part of the low confidence may stem from a lack of awareness or clarity. Government agencies and ecosystem intermediaries (incubators, accelerators, NGOs) should amplify information flows, provide structured guidance on application processes, and simplify administrative requirements.
	Encourage ecosystem-level support for early-stage ventures.
	Interventions should support not only growing firms but also pre-commercial start-ups. Stronger pre-incubator, incubator and accelerator programmes, technical assistance, and public–private partnerships can provide support in finance areas.
	Build trust and credibility in financial institutions.
	The widespread perception that companies lack funder support signals a confidence gap. Improving transparency in funding decisions, establishing clearer eligibility frameworks, and ensuring fair treatment across gender and business size will enhance trust in formal financial systems.
	52.   Human capital provision
	Skilled labour provision and availability


	However, respondents, especially women entrepreneurs, generally perceive education related to e-mobility and entrepreneurship as somewhat more inclusive than actual employment representation, though a substantial share of neutral responses indicates that inclusiveness is not consistently experienced across groups.
	In terms of support for women entering technical roles such as technicians, mechanics, and engineers, across all groups, agreement levels are low, and neutral or disagree responses prevail. This indicates that targeted support for women in technical e-mobility roles remains limited and there are persistent gaps in targeted support for women in hands-on technical positions within e-mobility. Compared with technical-role support, access to training in finance, marketing, and entrepreneurship is viewed more positively. Agreement is strongest among women entrepreneurs. Nevertheless, neutral responses remain substantial, and there is still a notable share of disagreement—highlighting ongoing needs for more inclusive training opportunities.
	Overall, the results reflect a sector that acknowledges gender imbalances but has not yet translated awareness into fully inclusive structures or systematic support. Particularly in technical roles women encounter substantial barriers. While education and training are perceived as somewhat more inclusive, many individuals experience ambiguity, inconsistency, or limited visibility of gender-supportive initiatives. Taken together, the findings suggest that progress in inclusivity has been uneven: although some mechanisms supporting women’s participation exist—especially in non-technical domains—structural, cultural, and institutional challenges seem to constrain women’s full engagement in the e-mobility sector in technical roles for wider inclusivity.
	Figure 15. Perceptions on gender inclusivity by e-mobility and entrepreneurship education
	Human capital provision, availability and inclusivity: Recommendations for Policy and Practice
	Prioritise strengthening the talent pipeline in the e-mobility sector by investing in targeted skills programmes that benefit underrepresented groups, particularly women.
	Introduce e-mobility technical programmes into state colleges and universities.
	Implement workforce-oriented policies that improve access to training, apprenticeships, and upskilling pathways. Enhanced collaboration between government, universities, and industry could help align curricula with evolving technological needs, reducing mismatches between the skills demanded by firms and those supplied by graduates.
	Gender-sensitive policy design is essential to ensure that support interventions address the specific barriers faced by women in both employment and entrepreneurship.
	Private organisations and private universities should take initiative and adopt more proactive strategies to strengthen support for individuals entering or operating in the e-mobility sector.
	Employers can improve perceptions of skilled labour availability by investing in internal training, mentorship schemes, and clearer career development pathways.
	Universities can enhance their entrepreneurship support through more accessible in-resident incubators, targeted innovation programmes, and stronger outreach to women participants.
	Increase the number of women in e-mobility.
	Policies should focus on targeted recruitment with quotas for women, visibility of role models, and organisational policies that address gendered barriers to entry and progression.
	The lack of support for women in technical roles underscores the need for specialised training programmes, gender-responsive vocational pathways, and partnerships with technical institutes to strengthen women’s skills pipelines. Colleges and universities can apply quotas for women applicants in STEM roles.
	Policymakers should monitor frameworks by measurable indicators to evaluate gender inclusiveness
	5.3.   Networks and ecosystem connectedness
	Connectedness

	Figure 17. Gains from networks

	Networks: Recommendations for Policy and Practice
	Government should prioritise interventions that strengthen equitable access to e-mobility networks, especially for women entrepreneurs who appear disproportionately excluded or unsupported.
	Government should implement funded programmes that help women-led firms integrate into existing industrial networks, dedicated matchmaking initiatives, or the creation of gender-inclusive innovation and accelerator spaces.
	Government should ensure policies that mandate or incentivise inclusive governance structures within networks, require transparent membership processes, and promote gender-balanced leadership.
	Strengthening cross-sector collaboration among firms, universities, municipalities, and industry associations would further ensure that underrepresented groups can tap into the knowledge flows essential for competitiveness in the e-mobility sector.
	5.4.  Business-incubation support for e-mobility entrepreneurship

	Business incubation is perceived as a powerful policy tool to overcome the liabilities of newness and smallness by implementing unique strategies that help firms become competitive, profitable, and sustainable (Amezcua et al., 2011). Importantly, business incubation centres also aim at attaining objectives such as fostering a climate of entrepreneurship (Thomas & Ki, 2020), fostering technology development (Theodoraki et al., 2020), increasing university– incubation–firm–government interaction (Hassan, 2020), and development of human and social capital (Tötterman & Sten, 2005). University and business incubation centres provide various forms of support to newly established ventures, especially in the form of knowledge transfer, incubation space, R&D services, and connecting with various financial investors (Theodorakopoulos et al., 2014).
	All in all, business incubation is a complex policy tool that has external and internal determinants, as well as the quality of tenants at the entrance to the incubator. The external determinants are closely linked to resource endowments of the geographical context. Business incubation, in that sense, strengthens incubated start-up’s resources and new venture performance. Newly established ventures face resource constraints, difficulty in attracting investors, and scaling their ventures (Albort-Morant & Oghazi, 2016), and this effect is even stronger in the emerging markets. In such situations, in emerging markets with incubator policies, start-up firms always strive to attain their competitive position through the advice received from the experts in the business incubation centres. In addition, start-up firms incubated in business incubation centres have straightforward access to networking with other start-up communities through which they can reduce resource constraints and access more resources to develop dynamic capabilities (Ebbers, 2014).
	Business-incubation is a very new phenomenon in Kenya. Currently the concept is premature with limited examples and confined mostly to Nairobi. A rather new initiative is Innovation Hubs which are frequently mentioned by industry experts and policymakers and mostly an outcome of weak but newly emerging entrepreneurial ecosystems (Züfle and Von Carlowitz, 2026). Whilst both tools highly benefit business and especially new start-ups, an Innovation Hub can be considered as the preceding stage of a Business Incubator. Whereas the former is mostly focused on a new business idea development phase providing favourable environment for collaborations and brainstorming of ideas between knowledge holders; a business incubator is focused on start-ups and to put them on track to growth with providing them with necessary infrastructure such as office space, fast internet, training in entrepreneurship, marketing, finance, links to an experienced mentor and support for networking.
	Table 7. Start-ups supported by incubators and perceptions on incubation process in Kenya.
	Table 7 informs on the entrepreneurs in our sample whose companies is or had been incubated. From among 101 entrepreneurs only 9 have been associated with an incubator. 4 out of 40 women entrepreneurs and 5 out of 61 men entrepreneurs, a mere 10%, are in an incubator. All except one start-up is in an incubator in Nairobi, the capital of Kenya. These suggest that incubation process among e-mobility start-ups is very limited and confined to most developed urban regions. One major reason for this is the non-existence of incubators. Incubation must be one widely used policy tool in encouraging women and youth in entrepreneurship activity in e-mobility. However, this has not been mentioned in E-Mobility Policy Document (MoRT, 2026).
	Entrepreneurs were asked for their assessment of support types and their effectiveness. Responses to finance related, entrepreneurship knowledge related, mentoring, networking, market access support from the incubator entrepreneurs’ responses widely vary. Firstly, on average, women are less satisfied whose highest average score is 5.5 when compared to their male counterparts whose scores for incubation support types are not lower than 7. These overall results strikingly show that women entrepreneurs’ incubation experience and hence their needs are greatly different from those of men suggesting that slight tweaks may be necessary in upskilling of women entrepreneurs. Secondly, satisfaction rates of women vary between themselves. Whereas some women entrepreneurs rate incubator support as high as 7, others may rate as low as 0. These may be for different incubators; however, such diversified results need more investigation as to why if a gender inclusive e-mobility ecosystem is aimed in Kenya.
	5.5. Summary
	Figure 18 provides a summary of participants’ perceptions on the meso level aspects of entrepreneurial ecosystem, (i.e. support in finance provision, human capital and networking). On a scale from 0 to 10, these ecosystem elements are rated at most 6 suggesting at the meso level support needs to be increased. Finance related support is the most lacking across all groups of participants, followed by human capital and then networking.
	Figure 18. Meso level support by gender and job role
	6.      Framework Support and Dynamics (Macro level)
	6.1.   Institutions
	Government support and regulations in e-mobility


	Figure 19. Government policy and support to businesses in e-mobility.
	Ease of doing business in e-mobility
	What do women think about ease of doing business in e-mobility in Kenya?
	Do these views differ across genders?
	Figure 20 present employees’ and entrepreneurs’ perceptions, disaggregated by gender, regarding ease of doing business in e-mobility sector.
	Regulations, permits and licenses that enable setting up a company within a week is considered one important aspect of competitive and efficient markets. When respondents are asked about it, across all groups, the dominant response category is disagreement with 48%, indicating that most respondents perceive the process of establishing an e-mobility company as not easy or swift. Women entrepreneurs show the highest level of perceived difficulty (63%), with a larger share of disagreement compared to men entrepreneurs (44%). Among employees, women also report more difficulty (46%) than men (38%). Agreement levels are generally low in all groups, reflecting widespread challenges with administrative speed and ease of business registration in the e-mobility sector.
	Tax burden and bureaucracy that the new firms face, in all four groups, a substantial share of respondents disagree (48% on average) that new firms face manageable tax and bureaucratic requirements. Women employees (46%) and women entrepreneurs (65%) report the highest levels of disagreement, followed by men entrepreneurs (46%).
	In terms of favourable labour/employment regulations, a similar pattern repeats for particularly women entrepreneurs, of whom 63% report disagreement, whereas overall disagreement across all groups is 37%.
	The findings reveal clear and persistent concerns among both employees and entrepreneurs regarding the regulatory environment in ease of doing business for e-mobility ventures. High rates of disagreement predominate, indicating that respondents generally perceive the institutional context for doing business as challenging rather than enabling. Women, particularly women entrepreneurs, consistently express more negative perceptions than their male counterparts. This pattern suggests that gendered experiences shape how individuals navigate administrative procedures and regulatory demands, echoing prior research showing that women entrepreneurs often face greater informational, procedural, and network-related barriers when engaging with institutional actors (Brush et al., 2019).
	Entrepreneurs, regardless of gender, tend to be more critical of the regulatory environment than employees. This distinction is intuitive, as entrepreneurs directly engage with business registration processes, compliance requirements, and labour policies, whereas employees experience these structures more indirectly. Notably, women entrepreneurs display the highest levels of disagreement across all three indicators, suggesting that the institutional landscape may amplify existing gender inequalities by placing disproportionate administrative burdens on female-led ventures. These results underscore the need for more gender-responsive regulatory frameworks, especially in emerging sectors such as e-mobility where supportive environments are crucial for fostering innovation and sustainable growth with inclusivity.
	Figure 20. Ease of doing business in e-mobility.
	Inclusive regulations in e-mobility
	This divergence suggests that men benefit from more positive workplace experiences or expectations, while women confront gendered constraints that shape their overall perceptions of the sector. Women’s stronger disagreement highlights persistent challenges that undermine their sense of inclusion, safety, and equal opportunity. Collectively, these findings illustrate not only gender-based disparities but also differences between employees and entrepreneurs, showing that entrepreneurial women experience the least supportive conditions. This pattern underscores the need for more targeted interventions to strengthen gender equity within the rapidly expanding e-mobility sector.
	Figure 21. Perceptions on the inclusivity of regulations in e-mobility.
	Figure 22. Work environment safety, discrimination and harassment in e-mobility.
	Institutions: Recommendations for Policy and Practice
	Streamline administrative procedures for new business formation and ease of doing business.
	Government should simplify registration processes, improve the transparency of requirements, and expand digital platforms that Kenya is strong at. Reducing the time and complexity of administrative tasks would lower entry barriers, particularly for new and resource-constrained founders.
	For better transparency of e-mobility support schemes and easy navigation of legislations, simplified processes, centralised information portals, and clearer communication channels are necessary.
	To enhance the responsiveness and adaptability of regulations, agile policy-making structures are necessary by introducing regular regulatory reviews, stakeholder consultations, and fast-track mechanisms for policy updates can help address emerging technological and market needs swiftly.
	Increase direct engagement with industry and workforce stakeholders.
	Governments and agencies could establish more proactive engagement platforms, such as advisory boards, public-private partnerships, and industry-specific capacity-building programmes to ensure e-mobility workforce is informed about the regulation process and for their input.
	Reduce bureaucratic burdens.
	Policymakers should improve tax clarity by revising compliance procedures, consolidating forms, and offering sector-specific guidance for e-mobility ventures. Clearer communication channels and tailored support services, especially those targeting women-led businesses, could mitigate the perceived bureaucratic overload.
	For fairness and labour flexibility, labour legislations need for more responsive and adaptable employment policies. Measures such as streamlined hiring processes, clearer guidelines for contract types, and greater support for start-ups employing specialised e-mobility talent may help reduce regulatory tension. Incorporating the perspectives of entrepreneurs into labour policy consultations could improve alignment with real-world business needs.

	4. Address gender-specific barriers and strengthen gender-sensitive policy design.
	Develop organisation-level gender equity strategies: Targeted outreach for training of women on regulatory navigation, mentorship schemes, simplified application pathways with dedicated support desks for women founders, and improved access to bureaucratic information through women-focused entrepreneurship networks. Firms should conduct gender audits and implement policies that ensure equal treatment and opportunities for women.
	Promote inclusive leadership and culture: Employers should foster work environments where women feel safe and valued, including leadership development programs, mentoring opportunities, and active promotion of women into decision-making roles.
	Enhance labour regulations that support work–life balance: Policymakers should enhance existing labour regulations to ensure they genuinely enable flexible and family-friendly working arrangements, particularly for women.
	Improve family and tax policies to better support women entrepreneurs: Targeted financial incentives, tax benefits, and grant schemes should be developed to reduce gender inequalities in business ownership.
	Expand public childcare support: Investments in accessible, affordable, and high-quality childcare services are critical, as women indicate greater dissatisfaction with current infrastructure and support programs.
	Implement mandatory anti-harassment standards across the sector: National guidelines or sector-specific codes of conduct can help ensure organisations adopt stronger reporting mechanisms, training programs, and enforcement structures. Companies should adopt strong internal policies, create confidential reporting channels, and ensure accountability for misconduct.
	6.2.   Infrastructure
	Digital and electricity infrastructure and vehicle maintenance
	Charging and battery swap infrastructure


	Infrastructure: Recommendations for Policy and Practice
	Strengthen electricity reliability and affordability: Investments in grid stability, localised renewable energy systems, and targeted subsidies for electricity-intensive industries can reduce operational disruptions for e-mobility businesses.
	Improve digital infrastructure and connectivity: Expanding broadband coverage, improving network reliability, and reducing connectivity costs would directly enhance the efficiency of digital platforms used for payments, fleet management, and customer communication.
	Reduce the cost of maintenance services: Governments and industry associations should support technician training, promote local supply chains for e-mobility components, and incentivise maintenance service centres to lower costs.
	Implement different business models for charging and battery swapping stations.
	Expand public charging infrastructure: Governments and urban authorities should prioritise the development of more accessible, well-distributed charging and battery swapping stations to alleviate the commonly reported limitation of insufficient availability. The business model for charging and battery swapping stations should be very well assessed to benefit the businesses and support climate policies.
	Support home-charging accessibility: Policies enabling residential charging—such as subsidised home-charger installation, landlord incentives, or building-code requirements—would directly address one of the most widely agreed-upon barriers.
	Upgrade service amenities, strengthen safety and security at charging and swapping sites:
	Operators should integrate restrooms, food options, seating, and well-maintained facilities to support delivery drivers who rely on these locations as part of their daily workflow.
	Enhancing lighting, surveillance, staffing, and real-time monitoring at charging locations can address the pronounced safety concerns, especially relevant for women users.
	Charging and battery swapping infrastructure planning should explicitly incorporate gender-responsive design principles, ensuring safer, more comfortable, and more predictable charging environments.
	6.3.   Culture
	Normative (Collective social pulses of what is acceptable)


	This indicates a lingering degree of uncertainty or recognition of persistent gendered barriers, even among male respondents who otherwise express high levels of societal acceptance. The prevalence of neutral responses across items also highlights an underlying ambivalence—respondents neither strongly rejecting nor fully endorsing the idea that society actively supports and respects these roles. This may reflect the transitional nature of the e-mobility sector, which is still forming its norms, identity, and gender dynamics.
	Figure 25. Normative shaping of culture and societal acceptance of entrepreneurship and e-mobility
	Cognitive (Cultural concepts that drive individuals)
	How are women driven by cultural and social convictions regarding e-mobility in Kenya?
	Do women’s views differ from those of men?
	Cognitive culture represents the cultural concepts that drive individuals to act on tasks they think are accepted by the society (Brush et al., 2019). Respondents were asked about equal opportunities to men and women in e-mobility, family support and how a failure will be judged by their immediate environment. Figure 26 shows the responses from the participants. Equal opportunity in e-mobility is widely agreed phenomenon across all groups, on average 55% of respondents strongly agree that equal opportunities exist in the sector and agreement rates do not differ between sub-groups. 51% of all respondents state they have family support in their job roles with 60% of employees and 42% of entrepreneurs strongly agreeing. Women express more confidence in family support than men employees.
	On societal judgement for business failures, men (with only 10% disagreeing that they will be negatively judged in case of failure) seem more confident than women (25%, respectively). This difference is stark between women entrepreneurs, of whom 30% think they will be judged negatively if they fail, and men entrepreneurs (7%, respectively). Respondents generally believe that their family would support them in case of failure, on average 40%. This rate is higher among the employees (50%) than entrepreneurs (31%) and higher in women entrepreneurs (38%) than in men entrepreneurs (25%). Confidence in friends’ support is slightly lower than that of family.  On average, 28% of respondents believe they will be supported by friends in case of job failure. This rate is higher among employees (37%) compared to entrepreneurs (20%) and does not differ radically between genders. The largest gender and role differences appear in business networks’ support. Despite an average of 27% overall stating that they think they will receive support from their business networks, men entrepreneurs show the lowest agreement (5%) whereas for women entrepreneurs this rate is 23%. This indicates that women perceive business networks as more reliable sources of support.
	Overall, respondents generally believe the cultural support environment around them is understanding and encouraging. However, subtle yet meaningful differences emerge. Women tend to show slightly higher disagreement across equal opportunities, network support, and reactions to failure. Especially women entrepreneurs consistently express higher disagreement and feel less embedded in supportive social structures including family.
	The strongest gender divide is visible in perceptions of business network support, where women report notably higher disagreement than their male counterparts. This implies that women perceive professional networks as less accessible or less dependable, especially in the context of business setbacks. Meanwhile, societal judgment of failure is met with ambivalence across groups, reflected in large neutral segments. This suggests uncertainty about whether society truly accepts entrepreneurial risk-taking, a sentiment that may have implications for willingness to start or expand ventures. Overall, the patterns point to an environment that is broadly supportive at the family level but uneven in professional and societal domains, especially for women.
	Figure 26. Cognitive shaping of culture to drive entrepreneurship and employment in e-mobility and societal approach to failure
	Cultural environment: Recommendations for Policy and Practice
	Increase public awareness and representation of women in e-mobility, nomalise failure to increase entrepreneurship rates.
	Campaigns highlighting women’s contributions—as engineers, entrepreneurs, and leaders—can shift societal narratives and reinforce acceptance and respect for women’s roles.
	Targeted interventions for strengthening professional networks for women, such as women-led e-mobility associations, mentorship schemes, and structured networking platforms, could reduce perceived exclusion and increase access to critical resources.
	Promotion of a cultural narrative that normalises failure is helpful to encourage especially entrepreneurship in e-mobility. Public campaigns, role models, and community storytelling could help normalise business failure as part of the innovation and learning process, thereby encouraging more risk-taking in new sectors such as e-mobility.
	6.4.   Markets

	Figure 27. Perceptions on e-mobility market opportunities.
	Markets: Recommendations for Policy and Practice
	6.5.  Summary

	7.    Conclusion
	7.1. Main Findings
	7.2. Main Recommendation
	References

	GEM (2025b). GEM 2023/2024 Sustainability and Entrepreneurship Report: Awareness and Actions. https://gemconsortium.org/report/gem-20232024-entrepreneurship-and-sustainability-report-awareness-and-actions
	GEM (Global Entrepreneurship Monitor) (2023). Global Entrepreneurship Monitor 2023/24 Women’s Entrepreneurship Report
	Hackett, S. M., & Dilts, D. M. (2004). A systematic review of business incubation research. The Journal of Technology Transfer, 29(1), 55–82. https://doi.org/10.1023/B:JOTT.0000011181. 11952.
	Hassan, N. A. (2020). University business incubators as a tool for accelerating entrepreneur ship: Theoretical perspective. Review of Economics and Political Science, 9(5), 434–453. https://doi.org/10.1108/reps-10-2019-0142
	Leitão, J., Pereira, D., & Gonçalves, Â. (2022). Business incubators, accelerators, and perfor mance of technology-based ventures: A systematic literature review. Journal of Open Innovation, Technology, Market, & Complexity, 8(1), 46.
	Lumpkin, G. T., & Dess, G. G. (1996). Clarifying the entrepreneurial orientation construct and linking it to performance. Academy of Management Review, 21(1), 135–172.
	Mason, C. & Brown, R. (2014). Entrepreneurial Ecosystems and Growth Oriented Entrepreneurship, Background Paper Prepared for the Workshop Organised by the OECD LEED Programme and the Dutch Ministry of Economic Affairs on Entrepreneurial Ecosystems and Growth Oriented Entrepreneurship, The Hague, Netherlands [online] http://www.oecd.org/cfe/leed/Entrepreneurial-ecosystems.pdf.
	Mian, S. A. (1997). Assessing and managing the university technology business incubator: An integrative framework. Journal of Business Venturing, 12(4), 251–285. https://doi.org/10. 1016/S0883-9026(96)00063-8
	Miller, D. (1983). The correlates of entrepreneurship in three types of firms. Management Science, 29(7), 770–791.
	Ministry of Roads and Transport Kenya (2026). National Electric Mobility Policy to Promote Development and Enhance Adoption of Electric Mobility in Kenya, available at https://www.transport.go.ke/sites/default/files/Emobility%20Policy%20Final.pdf , accessed on 10 February 2026
	NBIA (2005). Resource Center, National Business Incubation Association, www.nbia.org.
	Scaramuzzi, E. (2002). Incubators in developing countries: Status and development perspectives (pp. 1–35). The World Bank.
	Sohail, K., Belitski, M., & Christiansen, L. C. (2023). Developing business incubation process frameworks: A systematic literature review. The Journal of Business Research, 162, 113902. https://doi.org/10.1016/j.jbusres.2023.113902
	Spigel, B. (2017). The relational organization of entrepreneurial ecosystems. Entrepreneurship Theory and Practice, Vol. 41, No. 1, pp.49–72, DOI: 10.1111/etap.12167.
	Stam, E. (2015). Entrepreneurial ecosystems and regional policy: a sympathetic critique. European Planning Studies, Vol. 23, No. 9, pp.1759–1769.
	Theodoraki, C., Messeghem, K., & Audretsch, D. B. (2020). The effectiveness of incubators’ co- opetition strategy in the entrepreneurial ecosystem: Empirical evidence from France. IEEE Transactions on Engineering Management, 69(4), 1781–1794. https://doi.org/10.1109/TEM. 2020.3034476
	Theodorakopoulos, N., Kakabadse, N. K., & McGowan, C. (2014). What matters in business incubation? A literature review and a suggestion for situated theorising. Journal of Small Business and Enterprise Development, 21(4), 602–622. https://doi.org/10.1108/JSBED-09- 2014-0152
	Thomas, J., & Ki, G. (2020). Incubation centres and start-ups: A study on Kerala’s start-up ecosystem. SEDME (Small Enterprises Development, Management and Extension Journal): A Worldwide Window on MSME Studies, 47(1), 43–52. https://doi.org/10.1177/ 0970846420930472
	Tötterman, H., & Sten, J. (2005). Start-ups. International Small Business Journal: Researching Entrepreneurship, 23(5), 487–511. https://doi.org/10.1177/0266242605055909
	Voisey, P., Gornall, L., Jones, P., & Thomas, B. (2005). Developing a model for a ‘ladder of incubation’ linked to higher and further education institutions in Wales. Industry and Higher Education, 19(6), 445-456.
	Voisey, P., Gornall, L., Jones, P., & Thomas, B. (2006). The measurement of success in a business incubation project. Journal of Small Business and Enterprise Development, 13 (3), 454–468. https://doi.org/10.1108/14626000610680307
	Voisey, P., Jones, P., & Thomas, B. (2013). The pre-incubator: A longitudinal study of 10 years of university pre-incubation in Wales. Industry and Higher Education, 27(5), 349–363. https://doi.org/10.5367/ihe.2013.0168
	Yoruk, E. Paramba,J. N., Jones, P. & Salamzadeh, A. (2026). Business-incubation as a catalyst for start-up success in emerging markets: Entrepreneurial bricolage versus dynamic capabilities, Journal of Small Business Management, DOI: 10.1080/00472778.2026.2645919
	Zellweger, T., Sieger, P., & Halter, F. (2011). Should I stay or should I go? Career choice intentions of students with family business background. Journal of Business Venturing, 26 (5), 521- 536.

	https://doi.org/10.1016/j.jbusvent.2010.04.001
	Züfle, S., & Von Carlowitz, P. (2026). Navigating institutional voids in African entrepreneurial ecosystems: insights from innovation hubs in Ghana and Kenya. International journal of entrepreneurial behavior & research, 1-20.

	Appendix. Survey questions and statements

	Contact Us
	African Centre for Technology Studies


