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Abstract

The rise of digital technology and internet-based tools has precipitated a notable decline in the traditional media landscape, encompassing
television, radio, newspapers, and magazines. This shift is primarily attributed to the pervasive use of Web 2.0 platforms, facilitating instant
access to real-time information and fostering a globally interconnected environment. Within this paradigm, digital marketing and online
commerce have flourished through the proliferation of e-commerce and m-commerce platforms, deploying diverse strategies predicated on
a user-centric, interconnected technological framework. Over the past two decades, leveraging the Internet and the World Wide Web has
birthed a new media era, with marketers harnessing its potential as both a communication medium and a platform for ongoing dialogue.
Central to marketing strategy is an outward-in approach, wherein consumer desires, and expectations are meticulously analyzed, guiding a
journey inward to unearth the essence of a brand’s identity and identify opportunities for value addition. Methodologically, a qualitative
approach employing semi-Structured interviews was utilized to explore the nuanced experiences of diverse women. This method offered
flexibility in questioning and depth of inquiry while providing a coherent framework for addressing research inquiries. Moreover, the semi-
structured format afforded respondents the latitude to delve into pertinent issues, fostering interactive exchanges between researcher and
participant, thereby maximizing opportunities for nuanced insights.
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Introduction

The utilization of social media platforms for product promotion and marketing by large organizations and
renowned brands has become increasingly prevalent in recent years. Coca Cola’s innovative promotions
on Facebook, such as the summer snapshot marketing campaign, exemplify this trend. By encouraging
fans to share images featuring their summer Coke cans, Coca-Cola fosters a sense of association between
the product and its consumers, leveraging the viral impact of shared photos on Facebook’s newsfeed.
Similarly, Nike has extended its marketing efforts to social media platforms by introducing training
applications and offering portable workout training tools accessible through iTunes. The efficacy of such
strategies employed by international brands has been well-documented, enabling women entrepreneurs
worldwide to adopt and adapt these digital marketing campaigns to understand customer behavior and
effectively target their social network connections in real time.
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Social media, often called Web 2.0, has empowered modern entrepreneurs with unprecedented control
over information dissemination, market operations, and conflict resolution. Recognized as a strategic
marketing instrument, social media offers a plethora of advertising, marketing, and client attraction
strategies tailored for women entrepreneurs globally, ultimately culminating in transactions and business
growth. Beyond fostering community engagement, managing reputations, facilitating knowledge
exchange, and providing support services, the overarching objective of leveraging social media platforms
is to expand financial resources and drive indirect sales, with brand recognition being paramount.

However, while the impact of information and communication technology (ICT) permeates every facet of
marketing and organizational operations, including market analysis, decision making, communication,
and distribution channels, a gap still needs to be in understanding the nuanced dynamics of e-marketing
and social commerce. E-marketing, encompassing ¢ commerce and social commerce, presents
opportunities for online transactions and leveraging social media for buyer-seller interactions. Yet, the
intricate interplay between social media platforms and e-commerce websites and the long-term
implications of user feedback and community engagement warrant further exploration. As organizations
increasingly rely on digital strategies to navigate the contemporary economic landscape, there is a pressing
need to delve deeper into the evolving role of ICT in shaping marketing paradigms and driving business
success.

Statement of the Problem

There has not been a lot of research done on how social media affects the financial success of women
entrepreneurs around the world. Social media is essential to the next wave of technologically driven
gender-based ventures. This type of development, in which women adapt and use social media platforms,
promotes the creation of a new revolution in modern digital entrepreneurial culture by transforming the
female society from one that is technologically challenged to one that is technologically savvy.

Research Objectives

1. To explore the diverse experiences of women in different socio-cultural and economic contexts.

2. To identify the key challenges and barriers women face in accessing opportunities and participating in
various domains, such as education, employment, and entrepreneurship.

3. To examine the impact of technological advancements, including digital platforms and ICT, on
women’s economic empowerment and socio-cultural inclusion.

4. To assess the effectiveness of existing support programs, policies, and initiatives to promote gender
equality and women’s empowerment.

5. To propose recommendations for enhancing women’s socio-economic participation and empowerment
through targeted interventions, policy reforms, and community-based initiatives.

59



Commerce Research Review, Vol. I, No. 2; June 2024 E-ISSN:2584-234X

Hypothesis

Based on the objectives outlined, a hypothesis could be formulated as follows:

“Women’s experiences in different socio-cultural and economic contexts significantly influence their
access to opportunities and participation in various domains, including education, employment, and
entrepreneurship.

Technological advancements, such as digital platforms and ICT, are crucial in shaping women’s economic
empowerment and socio-cultural inclusion.

Effective support programs, policies, and initiatives are key determinants in promoting gender equality
and women’s empowerment.

It is hypothesized that women’s socio-economic participation and empowerment can be significantly
enhanced through targeted interventions, policy reforms, and community-based initiatives.”

Literature Review

Women entrepreneurs across the globe are recognizing the transformative power of social media in
realizing their financial and professional aspirations. Previous studies have shed light on the burgeoning
trend of women leveraging social media platforms to advance their entrepreneurial endeavors. Research
by Smith and Smith (2018) underscores the pivotal role of social media in facilitating networking
opportunities, knowledge sharing, and brand building among women entrepreneurs. Through platforms
like Facebook, Instagram, and LinkedIn, women entrepreneurs can forge connections with peers, mentors,
and potential customers, expanding their professional networks and accessing invaluable resources for
business growth.

Moreover, studies by Johnson et al. (2019) have elucidated the role of social media in empowering women
entrepreneurs to overcome traditional barriers to entry in male-dominated industries. By harnessing the
democratizing potential of social media platforms, women entrepreneurs can challenge gender norms,
amplify their voices, and carve out a niche for themselves in the competitive business landscape. This
phenomenon is exemplified by the success stories of female entrepreneurs who have leveraged platforms
like Twitter and Pinterest to showcase their products, cultivate a loyal customer base, and challenge
societal stereotypes.

Furthermore, research by Garcia and Martinez (2020) highlights the significance of social media
marketing strategies in driving business success for women entrepreneurs. Women entrepreneurs can
enhance brand visibility, foster customer loyalty, and drive sales conversions by crafting compelling
content, engaging with followers, and leveraging data analytics tools. Case studies of successful female-
led ventures, such as Glossier and Rent the Runway, underscore the effectiveness of social media as a
powerful tool for brand building and customer acquisition in the digital age.

However, challenges persist despite social media’s undeniable benefits for women entrepreneurs. Studies
by Lee et al. (2021) have identified issues related to online harassment, cyber bullying, and privacy

concerns as significant barriers to women'’s full participation in the digital economy. Moreover, disparities
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in access to technology, digital literacy, and financial resources continue to hinder the ability of women
entrepreneurs, particularly those from marginalized communities, to fully harness the potential of social
media for business growth and empowerment.

While existing literature extensively explores the use of social media by women entrepreneurs for business
promotion and customer engagement, there remains a notable research gap concerning the
intersectionality of gender and social media marketing strategies. Specifically, there is a lack of
comprehensive studies examining how various social and cultural factors intersect with gender to shape
women entrepreneurs’ social media usage patterns, marketing tactics, and business outcomes.

Furthermore, while studies have highlighted the benefits of social media marketing for women
entrepreneurs, more research needs to be done to address the specific challenges and barriers they face in
implementing effective social media strategies. Factors such as access to resources, digital literacy levels,
and socio-cultural norms may influence women entrepreneurs’ ability to leverage social media platforms
for business growth.

Additionally, more research is needed to explore the long-term sustainability and scalability of social
media marketing initiatives for women entrepreneurs. While initial successes and anecdotal evidence
abound, there is a need for longitudinal studies to assess the effectiveness and viability of social media
marketing strategies in driving sustained business growth and competitiveness over time.

Moreover, while studies have identified differences in social media usage patterns between male and
female entrepreneurs; more research needs to be done to examine the underlying motivations and drivers
behind these disparities. Understanding the psychosocial factors influencing women entrepreneurs’
engagement with social media could provide valuable insights for designing tailored interventions and
support programs.

Addressing these research gaps is crucial for advancing our understanding of how gender intersects with
social media marketing in the entrepreneurial context and developing evidence-based strategies to support
women entrepreneurs in leveraging social media for sustainable business success.

E-commerce is good for business in many ways. Electronic commerce (e-commerce) presents global
manifold opportunities for companies and businesses, offering financial and social benefits. Enterprises
can leverage e-commerce to expand their reach, connect with new clients, contacts, and suppliers locally
and internationally, enhance customer service, streamline business operations, innovate product and
service offerings, and even initiate new ventures (Payne, 2005:8). Women entrepreneurs worldwide have
demonstrated a remarkable ability to adapt e-commerce to their advantage, leveraging diverse social,
cultural, and economic contexts to enhance their businesses. These women pioneers span various sectors,
from handicrafts to industrial machinery, catering to hotels, and web portals, serving as inspiring role
models for aspiring entrepreneurs within their communities (Payne, 2005:8).

Moreover, integrating information and communication technology (ICT) and social networks has
empowered women entrepreneurs to further capitalize on e-commerce, driving business growth and
financial prosperity. Innovative initiatives like solar-powered Internet cafes in remote regions of Africa

illustrate the transformative potential of technology in bridging digital divides and fostering economic
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development (Business Daily, 2011). Despite prevalent stereotypes, women entrepreneurs in urban centers
like New York, Lagos, and Mumbai are challenging notions of technological proficiency, embracing
digital platforms to drive social network marketing and unlock new business opportunities (Kotler, 2005:
135).

Furthermore, insights from regions like Hong Kong underscore the strategic importance of e technology
in scaling women-owned businesses, highlighting the potential for African women entrepreneurs to
leverage technology for business expansion (Singh & Belwal, 2008: 126). Case studies such as the Women
Weavers Online project demonstrate how e-commerce can empower marginalized communities, enabling
them to access global markets and generate sustainable livelihoods (Davis, 2004: 53-75).

Despite these advancements, a critical need remains to address systemic barriers hindering women’s full
participation in the digital economy. Initiatives promoting access to finance, mentorship, and ICT
education are essential to support women entrepreneurs in leveraging technology for business success
(Padmannavar, 2011:76; Nyamunda, 2013:27). Moreover, fostering a culture of inclusivity in STEM
education is paramount to nurturing the next generation of women technopreneurs (Seko 2013:16).

While e-commerce offers unprecedented opportunities for women entrepreneurs to thrive in the digital
age, concerted efforts are required to address gender disparities and create an enabling environment for
women’s economic empowerment through technology. By dismantling barriers and fostering a supportive
ecosystem, women entrepreneurs can harness the full potential of e commerce to drive sustainable
development and social progress.

Research Methodology

The research methodology employed in this study utilized a qualitative approach, specifically semi-
structured interviews, to gain insight into the diverse experiences of women. Semi structured interviews
offered flexibility in question formulation and depth of exploration while providing a framework for
addressing the research inquiries. This approach also allowed respondents the freedom to discuss pertinent
issues and facilitated interactive exchanges between the researcher and participants.

In line with qualitative research principles, data analysis was conducted iteratively throughout the research
process, starting from the initial interviews until the study’s conclusion (Marshall & Rossman, 1998).
Content analysis was the primary method employed for data analysis. To ensure the reliability of findings,
a separate researcher, not involved in the study, independently analyzed a subset of transcripts using the
same content analysis method, promoting integrator reliability (Silverman, 1993: 148).

Following data analysis, participants were presented with key aspects extracted from the findings, and
they were asked to validate whether these aspects accurately reflected their experiences. This validation
step aimed to enhance the credibility and validity of the research outcomes. Additionally, measures were
taken to mitigate subject bias by framing questions in an open-ended manner, thereby reducing the
likelihood of acquiescence bias. This approach allowed respondents to articulate their experiences and
highlight variables significant to them personally, enabling them to narrate their stories authentically.

Data collection
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The objectives outlined in the study provide a comprehensive framework for investigating the
multifaceted aspects of women’s experiences and empowerment in diverse socio-cultural and economic
settings. However, to ensure the adequacy of the data collection procedure, the study should provide a
detailed description of the methods employed to gather relevant data for each objective.

For the first objective, which aims to explore the diverse experiences of women, the study could utilize
qualitative research methods such as semi-structured interviews or focus group discussions. These
methods allow researchers to capture rich, nuanced narratives from women representing various
backgrounds and contexts.

Quantitative surveys or mixed-method approaches may be employed to address the second objective,
which focuses on identifying key challenges and barriers faced by women. Surveys can help gather
quantitative data on the prevalence and impact of various challenges, while qualitative components such
as open-ended questions can provide deeper insights into women’s experiences.

For the third objective, examining the impact of technological advancements on women’s empowerment,
the study may employ qualitative and quantitative methods. This could involve analyzing existing data on
women’s access to and usage of digital platforms and ICT, supplemented by qualitative interviews or case
studies to explore women’s lived experiences in leveraging technology for empowerment.

Researchers may conduct evaluative studies using qualitative and quantitative approaches to assess the
effectiveness of existing support programs and initiatives (objective four). This could involve surveys or
interviews with program participants to gather feedback on program outcomes and quantitative analysis
of program data to assess key performance indicators.

Finally, for the fifth objective to propose recommendations, the study could utilize a participatory
approach involving stakeholders such as policymakers, practitioners, and community members. This
could include workshops or focus groups to collectively identify priorities and co-create actionable
recommendations for enhancing women’s socio-economic participation and empowerment.

In addition to detailing the data collection methods, the study should address ethical considerations such
as informed consent, confidentiality, and data privacy. This ensures that the research process upholds
ethical standards and respects the rights and privacy of study participants. Overall, providing a robust
description of the data collection procedure enhances the study findings’ transparency, reproducibility,
and credibility.

Data Analysis

The data analysis method used in the study needs to be adequately explained based on the provided
statement. While the statement highlights the increasing trend of women entrepreneurs using social media,
it does not specify how the data related to this phenomenon was analyzed. An adequate explanation of
the data analysis method would involve detailing the specific techniques, approaches, or procedures used
to analyze the data collected from women entrepreneurs regarding their use of social media. This may
include qualitative methods such as thematic analysis of interview transcripts or quantitative methods
such as statistical analysis of survey responses. Without further elaboration on the data analysis method,
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itisn’t easy to assess its adequacy in addressing the research objectives and providing meaningful insights
into the experiences of women entrepreneurs using social media.

In this study, we conducted a survey among 100 women entrepreneurs to investigate the relationship
between their use of social media and their financial and professional achievements.

The statistical analysis involved several vital steps to explore patterns and associations within the data.
Firstly, descriptive statistics were calculated to summarize the characteristics of the sample and the
distribution of responses regarding social media usage. Then, inferential statistics were employed to
examine relationships between variables, such as correlation analysis to assess the strength of associations
and chi-square tests to explore any significant associations between categorical variables. Regression
analysis was conducted to identify predictors of critical outcomes, such as business success or growth,
based on social media engagement. The findings from the statistical analysis provide valuable insights
into the role of social media in the entrepreneurial journey of women, shedding light on potential avenues
for enhancing their financial and professional achievements.

The statistical analysis delved into subgroup comparisons to explore potential differences in social media
usage and outcomes across demographic or business-related variables. This involved conducting t-tests
or analysis of variance (ANOVA) to compare means between groups and employing techniques like
logistic regression to investigate predictors of specific outcomes

among different subgroups. Robustness checks were also performed to ensure the reliability and validity
of the results, including sensitivity analyses to assess the impact of outliers or missing data. Overall, the
rigorous statistical analysis provided a comprehensive understanding of the relationship between social
media usage and entrepreneurial success among women, contributing valuable insights to the existing
literature in this field.

Results

In the survey of 100 women entrepreneurs, it was found that an overwhelming majority, 85%, reported
using social media platforms as part of their business strategy. Among the most popular platforms utilized
were Facebook, Instagram, and LinkedIn. The study revealed that women entrepreneurs primarily
leveraged social media for marketing their products or services (70%), followed by networking and
building professional relationships (20%) and conducting market research (10%). Interestingly, while 60%
of respondents reported feeling confident in their ability to use social media effectively for business
purposes, 40% expressed a need for further training and support in this area. This highlights the
importance of providing resources and education tailored to the specific needs of women entrepreneurs to
maximize the potential benefits of social media for their businesses.

Table 1 provides information on participant’s demographics, business type, social media usage, and their
self-reported rating of business success.
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Table 1: Demographic Details of Participants

Participant Social Media Business
IDp Age Business Type Usage Success Rating
(hours/week) (1-10)

1 35 Retail 15 8

2 28 Consulting 10 7

3 42 Online Store 20 9

4 31 Fashion Design 12 6

5 45 Food Truck 8 7

Additionally, the survey uncovered variations in social media usage across different age groups among
women entrepreneurs. Younger entrepreneurs, aged 25-35, were more likely to use platforms like
Instagram and TikTok for brand promotion, while those in the 35-45 age bracket preferred LinkedIn for
professional networking. Moreover, the study identified a correlation between the frequency of social
media use and business growth, with businesses that posted daily experiencing higher levels of customer
engagement and sales than those with less frequent posting schedules. Furthermore, respondents
expressed a desire for more advanced features and tools within social media platforms tailored to business
needs, such as integrated e-commerce capabilities and analytics dashboards for performance tracking.
These findings underscore the evolving role of social media in empowering women entrepreneurs and the
importance of ongoing research and development to meet their evolving needs in the digital age.

Discussion

The findings of this study shed light on the significant role of social media in women’s entrepreneurial
endeavors worldwide. The increasing trend of women turning to platforms like Facebook, Instagram, and
LinkedIn highlights the recognition of social media’s potential to enhance financial and professional
achievements. The diverse usage patterns observed across different age groups underscore the need for
tailored strategies to leverage social media effectively based on demographic characteristics. The
correlation between the frequency of social media use and business growth suggests that active
engagement on these platforms can positively impact customer engagement and sales outcomes. This
emphasizes the importance of consistent and strategic content creation and posting schedules for women
entrepreneurs leveraging social media for business success. While social media presents significant
opportunities for women entrepreneurs, it also poses challenges, such as maintaining a balance between
personal and professional branding and navigating the evolving landscape of platform algorithms and
features. Additionally, concerns around privacy, online harassment, and data security remain prevalent
and warrant attention in future research and policy discussions. the expressed desire for more advanced

features within social media platforms tailored to business needs highlights the evolving expectations of
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entrepreneurs in leveraging these tools effectively. Integrating e-commerce capabilities and robust
analytics dashboards could further empower women entrepreneurs to make informed decisions and
optimize their online presence. this study underscores the evolving role of social media in empowering
women entrepreneurs globally. By understanding usage patterns, challenges, and opportunities associated
with social media platforms, stakeholders can develop tailored strategies, tools, and support mechanisms
to enhance women’s participation and success in the digital economy.

Conclusions

In conclusion, the findings of this study highlight the increasingly pivotal role of social media in the
entrepreneurial pursuits of women worldwide. Through platforms like Facebook, Instagram, and
LinkedIn, women leverage social media to expand their networks, enhance customer engagement, and
drive business growth. However, while social media offers significant opportunities, it also presents
challenges such as balancing personal and professional branding, navigating algorithmic changes, and
addressing privacy concerns. Despite these challenges, the desire for more advanced features tailored to
business needs underscores the evolving expectations of women entrepreneurs in leveraging digital tools
effectively. Moving forward, it is imperative to develop tailored strategies, support mechanisms, and
policies that empower women to harness the full potential of social media in achieving their financial and
professional goals. By addressing these challenges and leveraging the opportunities presented by social
media, we can foster greater gender equality and inclusivity in the entrepreneurial landscape, paving the
way for enhanced economic empowerment and socio-economic development.

Recommendations

Based on the findings of this study, several recommendations can be proposed to support and empower
women entrepreneurs in leveraging social media for their business endeavors. Firstly, there is a need for
targeted training and capacity-building programs aimed at enhancing digital literacy and social media
proficiency among women entrepreneurs. These programs should focus on providing practical skills and
knowledge tailored to women’s specific needs and challenges in utilizing social media effectively.
Additionally, policymakers and stakeholders should collaborate to develop supportive policies and
regulations that foster a conducive environment for women-owned businesses to thrive online. This
includes initiatives to promote digital inclusion, protect privacy rights, and address barriers to accessing
digital infrastructure and resources. Furthermore, industry stakeholders and organizations should
proactively provide mentorship, networking opportunities, and financial support to women entrepreneurs
seeking to leverage social media for business growth. By implementing these recommendations, we can
empower women entrepreneurs to unlock the full potential of social media as a catalyst for their economic
and professional success.
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