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EXECUTIVE SUMMARY 
The shock caused by the COVID-19 pandemic has had considerable impacts on youth businesses and 

district assemblies. To understand the impact of the COVID-19 pandemic on youth businesses and 

relative effect on Domestic Revenue Mobilization at the Sub-national level, the Foundation for 

Security and Development in Africa (FOSDA), in collaboration with the National Network of Youth 

Groups (NNYOG) with support from OXFAM undertook a survey of Seven Hundred and Sixty-

Seven (767) youth enterprises across 15 Metropolitan, Municipal and District Assemblies (MMDAs) 

in 7 regions from 16th November to 2nd December, 2020. 

The survey focused on 6 thematic areas: (i) Background of Respondent, (ii) Details of Business 

operated, (iii) Disruption of business due to COVID 19, (iv) COVID_19 Effects on Domestic Revenue 

Mobilization to the District, (v) Business Revival and Sustainability and (vi) Business Potential, 

Opportunities, Constraints and Challenges. (B-POCC) 

The survey aims at providing critical information to help the duty bearers, development partners and 

other organizations by exposing the gaps in youth development programming; resilient factors of 

businesses; support areas and impact on revenue mobilization at the subnational level.  

In view of COVID-19, survey questionnaires were administered using 3 platforms Mobenzi, Microsoft 

forms and KoboToolbox. These were supplemented by phone calls to respondents. 

The key findings: 

• A total of 546 businesses paid averagely GHS201,224 in one year. This represents 0.07% of the 

total IGF collected (GHS,301,815,597.32) by MMDAs in 2017. The total tax paid by the 

businesses that pay tax (546) 71% amounted to GHS51,496.30. The value of this shrunk by 

30% to GHS 22,196.80 due to the lockdown. 

• Business management training second felt need, business planning only 16% use it, branding 

only 22% use it and social media marketing 31% utilizing are key development gaps or felt 

needs of youth businesses. 

• Closures that led to revenue falls and subsequent inability to pay taxes were some of the signs  

of the lockdown. A significant 93% of businesses experienced decline in sales. Tax 

compliance or ability to pay taxes to MMDAs increases as businesses grow the opposite is 

true for starters. 

The findings indicate that Ghanaian youth businesses are challenged through a collection of problems 

(internal and external environments). In the short-run, policies that support firms in managing 

financial shocks can be expected to be beneficial, including increasing awareness of current schemes. 

In the longer term, policies that pursue entrepreneurship, partnerships, access to youth development 

information, business development and digitization and taxing the digital economy at the national 

level need to be given attention. 

 

Methodology 

Timing: The survey took place from 16th November to 2nd December, 2020.  

Sampling: Seven Hundred and Sixty-Seven (767) Youth Enterprises were covered in various sectors 

of the Local Economy at the sub-national level (15 MMDAs) and (7 Regions). Computer assisted 

sample size generated via Survey Monkey. 

Source: Adaptations and inspiration were taken from the Business Pulse Survey (BPS) being 

undertaken by COVID-19 affected countries around the world, the Ghana Business Tracker Survey 

and Domestic Revenue Mobilization (DRM) Project being implemented by FOSDA. (See Appendix 

for added Methodology) 

 



 

INTRODUCTION AND BACKGROUND 
Following the global spread of COVID-19 and the arrival of the first cases in Ghana, a partial 

lockdown was introduced restricting economic activities in Greater Accra and Greater Kumasi. The 

lockdown in the 2 localities had relative effects in almost all regions and districts in the country i. e 

[{crime rates increased, prices of goods inflated high and product availability scarce according to 

Ghana Statistic Service (GSS)] especially the economy went down on its knees because taxes were not 

flowing in and then came the World Bank relief funds. The partial lockdown forced many businesses 

to close, while even those firms not affected by the lockdown measures found themselves with fewer 

customers and orders. Businesses also had increased difficulties in sourcing inputs and found it 

difficult to deal revenue shortfalls.  

 

The Government of Ghana response to the effects of the pandemic on Business i.e. Coronavirus 

Alleviation Programme Business Support Scheme (CAPBUSS) even though timely; did not prioritize 

the youth but rather a general scheme for businesses to apply for financial support. 

The effects of COVID-19, while it impacts on workers of all ages, it is the youth who are 

disproportionately at economic risk not only because majority of their businesses are just start-ups. It 

was estimated that more than one in six young people often young women have lost their job since 

the beginning of the pandemic. In Africa, the pandemic has amplified a number of challenges that 

young people were already facing, including an increase in insecure or informal work and the lack of 

social protection.   

This survey looks at the dynamic effects of the pandemic on youth businesses and how it affected 

domestic revenue mobilization at the sub-national level i.e MMDAs 

 

Objectives  

The main objective of the survey was to ascertain the extent of impact of COVID-19 on Youth 

Entrepreneurs in Ghana. Specifically, it seeks to  

1. Identify gaps in the implementation of youth related programs 

2. Determine the factors that make youth businesses resilient during crisis/shocks 

3. Identify businesses support areas needed to grow and be sustain youth businesses  

4. Understand the extent of impact of COVID-19 on businesses and Domestic Revenue 

Mobilization in MMDAs 

 

 

 

BACKGROUND OF RESPONDENTS 
Age played a crucial role in the selection of respondents for the survey because the target population 

was young people between the age brackets of 15-35 years who owned a business. Overall, the survey 

reached Seven Hundred and Sixty-Seven young people (767), 359 representing 46.81% fall within 

the age category of (30-35 years), 308 also representing 40.16% fall within the age category of (25-29 

years). Thirdly is the age category of (20-24 years) where respondents numbered 81 representing 

10.56% and finally 19 representing 2.48% for the age group (15-19 years). The dataset for the 

https://www.ilo.org/global/about-the-ilo/newsroom/news/WCMS_745879/lang--en/index.htm?shared_from=shr-tls
https://www.ilo.org/global/about-the-ilo/newsroom/news/WCMS_745879/lang--en/index.htm?shared_from=shr-tls


respondents suggests that 87% of youth businesses are owned by young adults (25-35). It also indicates 

that the youth (15-24 years/ one would have expected to be in school considering the right age for 

schooling) are likely capable of going into business irrespective of age. 

 

Figure 1.1: Level of Education of Respondents 

 
Source: COVID-19_Youth Business Survey  Source: COVID-19_Youth Business Survey 

 

Level of Education of Respondents 

Education plays an important role in the socio-economic development of a country as it equips 

individuals with the necessary knowledge and skills to fully contribute towards the development of 

society. As a result, the survey looked at the educational background of the respondents. 

 

Out of the 767 respondents the highest 365 representing 47.59% had secondary level education, this is 

followed by tertiary level education which recorded 173 responses representing 22.56%. Respondents 

with basic level education were a total 185 representing 24.12%. Respondents without any form of 

education were 34 representing 4.43% and other forms of education recorded 10 responses 

representing 1.3%. With the exception of the 22.56% of tertiary respondents the other much translation 

(in the local languages of the beneficiary district/region) and transcribing was done due to partly the 

technicality of some questions. One would have thought that this is only relevant for the respondents 

with no education, but this was the opposite. 

 

 

1. DETAILS OF BUSINESSES OPERATED 

Business Registration Status of businesses and type 

The survey findings show that a total of 434 representing 56.58% of youth business have not been 

registered against 333 representing 43.42% registered youth businesses. This finding agrees with 

national surveys, academic research and general arguments that business in the country operate within 

the informal sector. 

Figure 1.0: Age of Respondents 



 

 

                       Figure 2.1: Type of Business Registration 

 
                    Source: COVID-19_Youth Business Survey 

Source: COVID-19_Youth Business Survey 

Type of Registration 

For the registered businesses (333), sole proprietorship is the most common type of registration among 

youth enterprises with 81.98%, this is followed by partnership 8.71% and then limited liability and 

Other forms of registration gaining 1.2% and 8.11% respectively. Even for the (434/ 56.58%) business 

that are not formally registered all of them i.e 100% prefer to manage their businesses on solo basis. 

Even though there are pockets of business that go into partnership it is improbable for start-ups i.e 0-

12months and 1-3years old businesses, who recorded positively for 8 times representing only 1% of 

the total responses compared to matured and growing businesses i.e 3-5+ years who also responded 

positively for 21 times representing 3%. 

Generally, young people have a tendency to go into business on solo basis. 

 

Table 1: Duration of Operation and Location of Youth Businesses 

Duration Count % Upper 

West 

Northern Ashanti Eastern Western Central G.A.R 

0-12 

Months 

110 14.34 1 8 0 11 37 0 53 

1-3 years 278 36.25 17 22 7 28 34 13 157 

3-5 years 205 26.73 29 7 25 20 19 26 79 

5+ Years 174 22.69 8 14 18 31 23 14 66 

Total 767 100 55 51 50 90 113 53 355 

Source: COVID-19_Youth Business Survey. G.A.R means Greater Accra Region 

From Table 1 above, it can be observed that 22.69% of businesses have crossed the 5-year mark (the 

threshold that is believed to mean “the sustainability mark”). Over 62% of businesses are in transition 

to sustainability and 14.3% are “inexperienced” start-ups. 

 

Dominant Business Sector 

The table below Table 2 looks at 3 dimensions (Business Sector, Size of Employees and Registration 

Status) of survey data simultaneously. Firstly, for the sector in general, Commerce and Trade recorded 

28.81% of the total respondents and is the highest score. This is followed by the Food and Beverages 

sector 26.21% with a difference of 2.40%. Shockingly, the Agri/Agro-business sector recorded only 

Figure 2.0: Business Registration 

Status 



4.95% and is among the lowest 3 sectors. For a sector touted as having the potential to employ majority 

of young people is lagging behind in this survey. Young people are more inclined to go into business 

with priority on Commerce and Trade or Food and Beverages. This two (2) together recorded 55% of 

the Survey response. 

Table 2: Three (3) Dimensions of Youth Businesses (Sector, Size and Fomality) 

Business Sector Coun

t 

% Micro 

(1-5)*  

Small    

(6-30)* 

Enterpris

e (100+)* 

Formally 

Registere

d 

Not 

Registere

d  

Agri/ Agro-business 38 4.95% 37 1 0 15 23 

Commerce and 

Trade 

221 28.81% 213 7 1 122 99 

Food and Beverages 201 26.21% 196 5 0 55 146 

Health and 

Pharmaceuticals 

14 1.83% 14 0 0 13 1 

Manufacturing 66 8.60% 59 7 0 31 35 

Technology/ICT 55 7.17% 53 2 0 32 23 

Textiles and 

Garments 

57 7.43% 56 1 0 12 45 

Transport 24 3.13% 23 1 0 11 13 

Other 91 11.86% 88 3 0 42 49 

Total 767 100.00

% 

739 27 1 333 434 

Source: COVID-19_Youth Business Survey 

*means size of employees 

 

Secondly, the size of employees that determine whether a business is Micro, Small or Enterprise. A 

total of 739 responses representing 96.35% of businesses are Micro i.e employ between 1-5 people, 

followed by the Small (6-30) enterprises recording only 3.52%. Only 1 business is recorded to be 

employing over 100 people. Again, the Commerce and Trade and Food and Beverages dominate this 

dimension as well. 

Third is the formalization of businesses. A total of 333 businesses representing 43.42% have registered 

their business. The highest response was in the Commerce and Trade sector with 122 responses and 

the lowest was 11 in the Transport sector. Majority of businesses that are not registered is 146 and is 

the Food and Beverages Sector. Only 1 business in the Health and Pharmaceuticals is not registered. 

 

DISRUPTION TO BUSINESS DUE TO COVID-19 

Lockdown and aftereffects 

During the partial lockdown, 372 (49%) youth businesses reported being either closed temporarily or 

permanently. With the exception of Upper West region, businesses reported being closed permanently 

in the other six regions. The top-3 effects of the pandemic on youth businesses during the lockdown 

were reduction in the demand for products and services (45%); this is followed by reduced cash flow 

(35%) and then temporal closures (31%). 

 

Even after the lifting of the lockdown measures, businesses experienced low sales (69%) and demand 

for product and services worsened (from 45% during the lockdown to 48% after the lifting). Businesses 

appeared to be picking up in terms of openings and the working hours.  



 54 percent of businesses opened after the lifting compared to 22% during the lockdown, again the 

percentage of businesses that reported to have reduced their working hours reduced significantly from 

19% during the lockdown to 10% after the lifting. 

Figure 3.0: Top-3 effects during the lockdown and current impact 

 
Source: COVID-19_Youth Business Survey 

 

Table 3: Change in Sales by Business Sector 

Business Sector Decrease Increase No 

Change 

Don't 

Know 

No 

Answer 

Agri/Agro-business 34 2 1 0 1 

Commerce and Trade 207 4 8 0 2 

Food and Beverages 188 0 7 0 6 

Health and Pharmaceuticals 12 0 2 0 0 

Manufacturing 62 2 2 0 0 

Technology/ICT 52 0 3 0 0 

Textiles and Garments 51 1 2 0 3 

Transport 23 0 0 1 0 

Other 87 0 3 0 1 

All Businesses 716 9 28 1 13 
 

93.35% 1.17% 3.65% 0.13% 1.69% 

It is quite clear from the survey that almost all (93%) youth businesses experienced a decline in sales 

or revenue. About 4% did not see any change in their sales and 9 respondents representing 1% saw an 

increase. Two (2%) did not know or respond on whether there was a change or not. Generally, there 

was is decline in sales. 

 

 



Figure 3.2: Impact on Salae/Revenue 

 
To determine how sales declined, a three-way model that looked that the sales for 2019; June ending; 

and current sales was compared against a range of possible sales youth businesses are likely capable 

of operating with. To appreciate the decline, a backward reference in absolute terms is compared range 

by range to make the deductions. The GHS500,000+ range recorded 5 respondents in 2019 but 3 

currently, meaning 2 respondent who were operating within that range have dropped to a different 

range. Again, it is observed that, the GHS50,001-GHS125,000 range recorded 41 responses in 2019 

but 18 currently; over 20 responses have changed range. 

Finally, the ranges between GHS0-GHS1,000 and GHS1,001-GHS2,500 saw the value increasing 

from 185 to 265 and 104 to 161 respectively. This gives an indication that more businesses are now 

operating within that range and it only makes sense that they have dropped from the higher ranges. 

Interestingly, businesses that didn’t know of their operating sales dropped from 107 to 97.  

 

Table 4: Risk of Permanent Closure 

Risk of Permanent Closure Count Percent High 

Risk 

Medium 

Risk 

Low 

Risk 

No 

Response 

No Answer 157 20.47% 0 0 0 157 

No Risk of Closure 379 49.41% 0 0 0 379 

Risk of Closure 201 26.21% 54 129 18 0 

Uncertain 30 3.91% 10 20 0 0 

Total 767 100% 64 149 18 536 

Duration by which risky 

businesses could collapse 

  
1 month 1-2 

months 

0-6 

months 

6-12 

months 

Risk of Closure 201 26.21% 16 15 68 102 

%Total 
  

7.96% 7.46% 33.83% 50.75% 



The survey shows 201 representing 26% and translates that 2 out of 7 youth businesses is at risk of 

collapse. The risk rank from minimum of 1 months, 1-2 months, 0-6 months and 6-12 months. 

Majority (129) 64% of the risked businesses are in the medium category. The data indicates that for 

every 1 out of 2 businesses that is at risk of closure is likely going to collapse in the space of 6-12 

months. That is enough time to revive such a business. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Box 1: Voices of the Youth: Business lessons learnt from the Coronavirus pandemic. 

 

“The pandemic affected my revenue so adopting digital marketing is the way out”. Abdulai 

Abdul Basit, A. A Basit Enterprise. Sagnarigu 

“There is the need for majority of us to enter into the manufacturing industry because it is very 

profitable and effective when managed well” Joseph Akwesi Agyeman.Three Stars 

PaperWorks, Kumasi 

“Advancing and idealizing the concept of Digital Marketing through search engine optimization 

and creative writing in creating social content. In all, the need to digitalize my business has been 

an important tool in surviving the corona virus pandemic”. Emmanuel Mishiame, Aura 

Graphixs. Shai-Osudoku 

“I had to move door to door, to ask people if wanted to buy my nuts, people were afraid to come 

outside their homes to buy food or anything. Most of the people relied on delivery services”.  

Aboagye.  Champion Avenue, Ga North 

“Business environment is unpredictable and one has to prepare for any challenges”. Effe 

Amoakwah Mensah.  Jomobim Enterprise, New Gbawe 

“Savings must be made all the time, so you will not be found wanting in difficult times”.  

Faustina Owusu. Adom bi inti plastic shop. American Flag, New Bortianor 

“Adding more businesses to what I am doing because I have to travel down south to buy my 

goods, but because of the lockdown it was so difficult”. Neindow Martha. Sagnarigu 

“To find a skill and learn in order to support myself rather than petty trade”. Daadey Ahiadu. 

Medie. Ga West 

“I have learnt that business uncertainty may arise at any time so it's up to me to improvise when 

the need arises and make any plans that are adjustable. I have also realised there are ups and 

downs in business and so I have to add more skills”. Wilhelmina Ogbarmey. Ga West 

 



COVID_19 EFFECTS ON DOMESTIC REVENUE MOBILIZATION TO THE 

DISTRICT 
Domestic Revenue at the sub national level also known as Internal Generated Funds (IGF) is an 

amount levied or charged, collected and received by a district through its own efforts or operations. 

These funds are collected to compliment central government transfers and other donor funds to 

support development service delivery at the district level. They come in different sources i.e rates, 

rents, business permits, fees, fines, licenses, and investment income. 

This section looks at the effect of the pandemic on IGF from the angle of youth businesses. 

Figure 4.0: Duration of Business and Tax Compliance 

 
The survey findings show that 546 (71%) businesses pay some form of tax to their MMDAs whiles 

221 (29%) do not pay tax. Out of the 71% that pay tax, there are varied dynamics in terms of how old 

the business is and the percentage share of who pays and who doesn’t. Businesses between the duration 

of 0-12 months have an equal share i.e 50% each of “Yes to Tax” and “No to Tax” response. For the 

1-3 years 67% Yes and 33% No; for 3-5 years 74% Yes and 26% No and for the 5+ years 97% Yes and 

12% No. The trend shows a high tax compliance for ‘matured’ businesses. The reverse is observed for 

the 0-12 months old businesses. This is illustrated in the Figure 4.1. 

 

Out of the total number of formally registered businesses (333 / 43%), 298 representing 89% pay tax 

whiles 35 or 11% don’t pay tax. Compared to Unregistered businesses that number (434/57%) of total 

respondents, 248 representing 54% pay tax whiles 43% do not pay tax. The observation is that even 

though registered and unregistered businesses pay tax to their MMDAs majority (43%) of the 

unregistered do not pay tax. This is 32% higher than the registered businesses.  

 
 

 

 

 

 



Figure 4.1: Tax Paid by Businesses of MMDAs 

 
 
 

Table 5.0: Impact on IGF 

How 

often Tax 

Paid 

Number 

of 

Businesses 

Average 

Tax paid 

(A) 

Actual 

Cum. 

Amount 

(B) 

Compt. 

Actual 

(C) 

Businesses 

x Average 

Paid/1yr 

(D) 

Tax paid 

since 

March 

2020 (E) 

Variance 

(B-E) 

Daily 83 2.36 193.50 55728.00 47808.0 152.50 41.00 

Weekly 37 2.25 72.00 3744.00 3848.0 52.00 20.00 

Monthly 109 58.99 5426.80 65121.60 77172.0 4541.00 885.80 

Quarterly 62 125.28 7141.00 28564.00 31000.0 5130.00 2011.00 

Yearly 262 158.45 38663.00 38663.00 41396.0 19424.00 19239.00 

Never 119 0.00 0.00 0.00 0.0 0.00 0.00 

No 

response 

95 0.00 0.00 0.00 0.0 0.00 0.00 

Total 767 347.33 51496.30 191820.60 201224.0 29299.50 22196.80 

Notes: [A= average tax paid B= total amount that is paid by business taxpayers; C= total actual tax paid by 
businesses tax payers per year; D= estimated average tax to be paid by tax payers in 1 payment cycle per year 
i.e (288times using 24 working days in a month, 52times for weekly, 12times for monthly, 4times for 
quarterly and 1time for a year)] 

 

Table 4.2 shows (A) the average cumulative tax paid is GHS347.33 per payment cycle. The total tax 

paid by the businesses that pay tax (546) 71% amounted to GHS51,496.30. The value of this shrunk 

by 30% to GHS 22,196.80 due to the lockdown. 

 

Using the tax paid by the 546 businesses to compute the overall estimated average will amount to 

GHS201,224 per year assuming total working days is 24. This figure (GHS201,224) represents 0.07% 
of the total IGF collected (GHS,301,815,597.32) by MMDAs in 2017. 
 

MMDAs have also reached out to the general public and businesses to respond to the impact of 
COVID-19. This support ranged from Personal Protective Equipment’s (PPEs), Loans, Relief Items, 

Hand Sanitizers, Veronica Buckets and Soap. The number of businesses that have benefited from this 



support schemes by the various MMDAs number up to 26 representing 4%. Even without paying tax, 

some five (5) businesses still benefited.  

Table 5.1: The most paid form of Tax to MMDAs 

Type of Tax 

Paid 

Count Regular 

Payer 

Episodic 

Payer 

Daily Weekly Monthly Quarterly Yearly 

Business 

Operating 

Permit (BOP) 

348 291 57 0 0 70 49 229 

Driving 

License Fees 

9 7 2 0 0 0 7 2 

Ground Rent 14 11 3 0 0 5 2 7 

Market Tolls 142 125 17 78 32 29 0 3 

Property 

Rates 

3 2 1 0 0 0 0 3 

Temporal 

Structure 

Permits 

9 7 2 0 0 2 1 6 

Other 21 13 8 5 4 1 2 9 

Total 546 456 90 83 36 107 61 259 

%Total 100.00% 83.52% 16.48% 15.20% 6.59% 19.60% 11.17% 47.44% 

 
Out of the total 546 (71%) of taxpayers to MMDAs it can be seen that Business Operating Permits 

(BOP) is the widely from of tax paid by businesses recording 348 (64%) followed by Market Tolls 142 
(26%). The dynamics change with the former having higher proportion of episodic taxpayers that the 

latter i.e 64% against 18%. This means more people have a tendency to not pay taxes when they are 
supposed to pay BOP. 

 
Another observation is that Market Tolls are mostly paid on daily and weekly basis whereas BOP is 

mostly paid quarterly and yearly basis. The similarity is that both taxes could be paid on monthly 
basis. 

 
 

BUSINESS REVIVAL AND SUSTAINABILITY 
The Coronavirus Alleviation Program Business Support Scheme (CAPBuSS) was launched in Ghana 

on 19 May 2020 by President Nana Akufo-Addo. It was formed as part of Ghana's government 

intention of providing support to Micro Small and Medium Enterprises (MSMEs) who were affected 

by the COVID-19 pandemic. An amount of GH¢1 billion was approved by the parliament of Ghana 

to be disbursed. Figure 5.0 show that a total of 700 businesses representing 91% have not benefited 

beginning the first week of December 2020. The disbursement notice is scheduled to end by 31 st 

January, 2021 yet Only 67 representing 9% confirmed that they have received some loans to support 

their businesses. 

 

It is important to note that, the businesses of the beneficiaries fall within the requirement of the 

scheme, however the criteria “registered businesses by the scheme” did not prevent unregistered 

businesses to benefit. The data shows that out of the 67 beneficiaries, 33% were not formally registered.  

The general picture this finding paint is that the scheme was not targeting the youth considering the 

over 8,100 beneficiaries recorded by NBSSI since mid-October, 2020. 

 

https://en.wikipedia.org/wiki/Nana_Akufo-Addo
https://en.wikipedia.org/wiki/Small_and_medium-sized_enterprises
https://en.wikipedia.org/wiki/Parliament_of_Ghana


Figure 5.0: Have you received Government Support (CAPBUSS) 

 
 

Interestingly, the 91% of respondents who claimed to not benefiting from the scheme gave varied 

reasons. Figure 5.1 showed that 37% are not aware of the scheme. The others reasons confirmed that 

respondents were aware but have not received yet but applied 28.5%, process too difficult 18.7%, not 

eligible 9.4% and applied but not expecting to get 5.8%. 

 

Figure 5.1: Reasons for not benefitting from CAPBUSS 

 
 

 

 

 

 

 

 



Figure 5.2: Top 3 Business Support areas needed by Youth Businesses 

 
Respondents were given the opportunity to give out the top 3 support areas they perceived as critical 

to their business’s survival from the effects of the pandemic. The data gathered reveal that the most 

important need for youth businesses is access to new credit 56%; followed by Business management 

training and exposure; then equipment and raw materials 35%. Government may have tried to identify 

this need but even though the purpose of CAPBuss was meant for 1. procurement of raw materials for 

immediate use 2. General operational and administrative expenses – rent, salaries, utilities etc it did 

not prioritize the second most important need of youth businesses i.e Business management training 

and exposure. 

Figure 5.3: Mechanisms adapted for Survival 

 
Over 500 respondents adapted some form of digital innovation or news ways of operating. Figure 5.3 

depicts that digital transactions (mobile money use) and social media for marketing and advertising 

were the most used channels of operation recording 45% each. This was followed by website/online 



presence and dispatch delivery of 20% and 25% respectively. A significant of 248 respondents 

representing 32% of the total respondents did nothing. 

This is shocking because considering the gradual shift into the digital economy it is expected that 

young businesses owners who are mostly considered to be tech savvy would shift along. 

 

 

BUSINESS POTENTIAL, OPPORTUNITIES, CONSTRAINTS AND 

CHALLENGES (B-POCC) 
There are several potentials and opportunities available in government for youth businesses to take 

advantage of and develop. This section looks at both the internal and external strengths and challenges 

that can make or unmake youth businesses. 

Figure 6.0: Business Management Practices of Youth Businesses 

 

Businesses responded to questions about their management practices. In Figure 6.0 it was found that 

majority of businesses (666) representing 87% Keep Records of sales, income, and expenditure. This 

means that for every 10 businesses, 8 are keeping records on running the business. However, 

Business Planning recorded only 16% the least business practice; this is followed by another low 

record for Branding with 22%. Marketing and Financial Management such as petty cash and Bank 

Account ownership recorded 31% and 38% respectively. The potential for businesses to develop and 

become fully fledge thrives on the areas that youth businesses are not performing. This is quite 

challenging. 

The survey also looked at the subject matter based on the knowledges of the respondents to determine 

how businesses could tap into the opportunities available in the external environment to grow and 

expand. Only 17% of businesses have knowledge on the opportunities in government. These include 



the National Entrepreneurship and Innovation Programme (NEIP), Trade Shows and Exhibitions 

and Tax Holidays for small businesses. 

A greater majority of 83% (8 out of 10 businesses) are not aware of any external opportunity to tap 

into and develop. This is likely to constrain their growth and survival. 

 

CONCLUSIONS 
Firstly, the survey on the impact of COVID-19 on youth businesses has revealed young people prefer 

to do business alone than go into partnerships this makes them highly susceptible to economic stress 

and shocks such as the coronavirus pandemic because there are no partners to share economic burden 

with in the event of economic problems. Young people must be encouraged to form partnerships for 

business ventures. 

Secondly, the pandemic affected businesses and MMDAs alike. Closures that led to revenue falls and 

subsequent inability to pay taxes were some of the signs. A significant 93% of businesses experienced 

decline in sales. Tax compliance or ability to pay taxes to MMDAs increases as businesses grow the 

opposite is true for starters. For the IGF of MMDAs it shrunk by 30% using the payment cycle of the 

71% of businesses that pay taxes. 

Thirdly, the CAPBuss a government intervention to support businesses due to the pandemic to some 

extent did not prioritize youth businesses. A window of CAPBuss that focused on youth businesses   

could have been a fine opportunity to meet youth businesses half way. Certainly, there could be 

information gaps or information overload in the system that is preventing young people to access 

youth development programs such as the CAPBuss, NEIP, Tax Holidays among others. More 

awareness on youth development opportunities is needed to overturn this narrative. 

Finally, more needs to be done to improve youth businesses in the areas of business management, 

business planning, branding and social media marketing since the trend is picking up from there. This 

presents an opportunity for central and sub national government to position themselves to tax the 

digital economy. 

 

RECOMMENDATIONS 
Implement to the subnational level the taxation of the digital economy. A significant majority of 

businesses have tapped into the digital arena to operate and more businesses are likely to do same. 

These digital platforms are mobile money 45% of businesses, websites 20% and social media 45% 

irrespective of whether they were found to pay or not pay taxes to their MMDAs. At the national level 

government has made significant progress with the mobile money platform since the introduction of 

the Communication Service Tax (CST) for all citizens irrespective of whether they are business owners 

or not. The CST exceeded its target by 80% by the end of the 3rd quarter of 2020. MMDAs must take 

cue from this and develop innovative strategies to mobilize domestic revenue from the digital space. 

Central government and civil society groups working with MMDAs on domestic revenue mobilization 

can support this through the development Revenue Improvement Action Plans (RIAPs) that reflect 

exploration of revenue within the digital economy. 

 

Youth business management development and e-commerce capacity enhancement. The COVID-19 

pandemic has come and not going away any time soon. This means the will be a tendency for 

businesses to demand or rely on digital channels to engage with customers and vice versa. This trend 

is seen in the data as mechanisms adapted during the pandemic were mainly tech inclined. Especially 



for building capacity of businesses who did not adapt to any change in the digital space, this will be 

crucial for growth. To keep businesses alive and strengthen their resilience there is the need to improve 

the efficiency and competitiveness of youth businesses by providing access to knowledge and 

technology in the field of digital solutions in the areas of e-commerce, digital records keeping and 

accounting. This policy has a potential to create a digitized business environment conducive for rapid 

growth of youth businesses in Ghana. 

 

Awareness creation on government programs on business development. The government has 

introduced several opportunities for youth businesses to take advantage of and grow. This is not 

limited to NEIP, Trade shows and exhibitions by NBSSI, Tax holidays and recently the CAPBuss. It 

is worrying that a great majority of 83% do not know about this and 37% not aware of the CAPBuss. 

This is a symptoms of information gap or overload which is blocking access to relevant information 

on the subject. A rigorous information campaign can overturn this narrative. 

 

Promote the campaign on entrepreneurship in schools at early age…early to start business means 

early to pay tax at least from the survey findings. Data analysis of business duration and tax 

compliance revealed an interesting finding which suggests that, the more the businesses grow the more 

it is likely to pay tax as shown in Figure 4.1. Tax compliance increase for 5+years businesses and 

reduces for same. Tax inability or negligence is high among starters and 1-3yr old businesses. 

Considering the age of the respondents, the analysis suggests that there is going to be greater tax 

compliance if young people are encouraged to start some form of business by age 20 so that in 5years 

time they are somehow full-fledged to pay tax. This could be achieved with some government of civil 

society incentives. 

 

Promote business partnership to reduce the individual economic hardship on sole proprietorship. 

The difficulties that solo business owners had to face were threatening and risky of permanent closure 

of their businesses. If the 3 weeks lockdown and restrictions can cause this damage of low sales, 

reduced demand for products Figure 3.0 and reduce from 5 businesses to 2 under a band of 

GHS500,000+ is worrying for one person to bear. In partnerships the spoils are shared and damage 

will be minimal for partners. 

 

Supporting youth business to formalized and exposing to them the benefits and management 

practices Figure 6.0 shows that some pockets of business are not putting in new structures to remain 

resilient. Efforts must target records keeping; branding; marketing; financial management and 

business planning. These are key for attracting financial support from external stakeholder. 


